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The fresh ideas for selling silverware are coming from Holmes & Edwards. 





BY THE (INTERNATIONAL 


Test offer a smash success! Now you get 
THE BIG ONE DOLLAR OFFER...IN “LIFE”’ 


When we offered a luxurious $2.50 pierced serving spoon of new DeepSiliver for just $1 ... in simple half-page test ads... . 
tens of thousands of women responded fast. Now we're spreading this $1 offer all the way across LIFE magazine... and 
we're sending the customers straight to you! Two hard-hitting pages will not only dramatize the general usefulness of 

a large spoon that drains as it serves ... but also sell the fabulous value in new DeepSilver. This LIFE spread is designed 
to help you .. . to draw fresh silverware traffic your way ... to put another tremendous push behind your DeepSiiver. 
LIFE's circulation: 5,700,000 families. Figure your share of that market. Then contact your Holmes & Edwards salesman. 
Or write: DeepSilver, Holmes & Edwards Division, The International Silver Company, Meriden, Conn. 


“| JeepSilver 
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Shecialists in..» amt 


Baney qu Bf piamonds 


Right in the heart of the European market we 






have our own offices constantly combing 
the markets to bring you the best vaiues 
in fancy cut diamonds availabie. That is 
why hard to find diamonds are always in 
stock at William Levine with prices that 
defy competition. Marquises, emerald 
cuts, pear shapes, triangular cuts and 
heart shapes...all colors every quality 

in the sizes you want, to be shipped 


to you on memo at once. 





R William Levine Company 


IMPORTERS AND CUTTERS OF FINE DIAMONDS 
29 East Madison Street . Phone CEntral 6-3700 ° Chicago 2, Illinois 
Branch Offices: New York ° Antwerp 
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Operation Cherub is off to a high-flying 
start this year. The Jewelry Industry 
Council hes prepored Cherub-based 
selling kits for jewelers, and is 

ready to give forth with advice and 
assistance in many areas, all aimed 

at keeping—and expanding—the 
jewelers’ Christmas market. For a 
survey of Operation Cherub, 1956, 


and for your benefit, turn to page 88. 
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ANRJA Convention and Trade Show Program 
and List of Exhibitors 94° 


OPERATION CHERUB, 1956 
Operation Cherub Sells the Gift That Says With Love 
Operation Cherub i es up to New Competition K) 
An Angel That Means Business 92 am 


Bring the Cherub Into Your Christmas Window: 7 


FASHIONS AND THE JEWELER 
Watch Attachments Styled for Fall Fashions 


MERCHANDISING AND PROMOTION 


New Setting for an Old Busines: is. 
Promoting Back-to-School Gifts || 
Farmers Are Good Customers | 2 
Costume jewelry Helps Attra 
Prospering on a Sides ere ' 

Flectric Shaver: Can Re a (000 
Concentrating on Brand Narn 


GENERAL 


Conditions ‘ hange and So Mu PO 
Showmanship in Business: Act VIII 


A }C K Aid ie Selling ala r v7 


TECHNICAL 
A Visit to a Gem Center in ‘ 
Principles of Self-Winding Wate 
Workshop Que rior and Ay VET 


CHINA, GLASS AND GIFTWARES 


Table Top Fashions and Home Ac: 
Fifth Member of an Old Family 

A Setting just for Silver | /f 
China, Glass and Giftware i 
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Speak Ing of the jewelry 
They're New 162 
Briefly Summar eC 
News Section 208 
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Coming Event: 5 
Manufacturers New 
Ed torial DFA 








As soon as he’s off the phone we would like you to meet Mr. Eugene Sobel of Sobel 
Bros., Washington, D. C.; distributor of Duet Custom Set rings. Gene's been busy tak- 
ing calls from his retailers for re-orders of Duet Custom Set rings. His customers are 
enlarging their selection of ring styles, and Gene feels it is because our rings enable 
them to cut down on expensive diamond inventory. “Bigger selection of styles equals 


more sales,” says Mr. Sobel. We hurriedly agree. 


You'll agree too, tf you allow us to send you the name of your nearest Duet Custom 


» Set distributor. 


wel, Custom Yr " the diamond-saver ring 


@ SET CENTER STONES in seconds WITHOUT PREVIOUS EXPERIENCE. 

® MAKE ON-THE-SPOT REMOUNT SALES. 

© SHOW A LARGER SELECTION OF STYLES and at the same time SAVE EXPENSIVE 
DIAMOND INVENTORIES. 





KUSHNER & PINES, ANC. 15 west 471m stroct, ow York 36,6. ¥. — *por, Pend. 
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IT’S 
YOUK 
MOVE... 


Ben Sherman, President 


See the “man from Gibraltar” — the well-known expert in 
cultured pearls. He has an unbeatable selection, whether your needs 
are small or large, all sizes, qualities, colors, weights and prices. 


We invite you to make your move now ... see our fabulous 
collection on view in our air-conditioned suite, the 
Waldorf-Astoria, ANRJA Show, August 26th-30th. 


OIRECT IMPORTERS OF FINE PEARLS 


GIBRALTAR 
Tanding Company 


46 WEST 486th STRECT + NEW YORK BGS. N. Y. 
JUdseon 6-433858 - CABLE ADDRESS: GIBRALINT 
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"KARLAN & BLEICHER'S 


marvelous 


















No. 136 
Circle of 10, 11 or 12 melee 







around center diamond re- This 

sults in effect of four times 

actual size. 2 top styles; one size 

in 5 sizes, one in 4 sizes. center __ _looks like large 





~~ 


Pat. Pending ~~~. with these melee--~~ ROUND diamond 



































True heart appecrance is cre- 
ated by new use of eleven This 
melee surrounding center size 


round diamond. 3 sizes. 
center _ 


~ 


Pat. Pending 
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sixteen melee are so oar- This 
ranged as to appear to be a 
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single marquise stone. 2 sizes. size 
center _ 4) Dp / this 


Pot. Pendi “=. 
ot ng ~~. with these melee, MARQUISE diamond 


Round center diamond ond 




















Center round stone and ti 
melee combined to produce This 
a true pear-shaped appear 


size 
center 


Pat. Pending i ~ ==. with these melee, PEAR-SHAPED diamond 
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Creators, Designers and Manufacturers 
Distributed through leading wholesalers of “Perfect Ring Findings” 


HARLAN & BLEICHER IN. 


once. 2 sizes 








139 /47067 








136 W. 52nd ST., NEW YORK 19, N.Y. 
OFFICES IN CHICAGO AND LOS ANGELES 
STONE RING DIVISION: 

FALCON STONE RING MANUFACTURING CO. 









JEWELS BY 


FALLING LEAVES 


THE RADIANCE OF ANOTHER ORIGINAL DESIGN BY 
PENNINO THAT CAPTURES LEAP TEXTURE WITH BAGUETTES 


AND ACCENTS THE FLOWING DESIGN WITH 


a? 


MARQUISGE AND ROUND RHINESTONES 


/ 


A COMPLETE DEDICATION TO BEAUTY 


ad 


AND CRAFTSMANSHIP 16 APPARENT IN EVERY 


METICULOUS DETAIL OF PENNINO’S GRILLIANT 


‘vel 


\ 
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LINE OF FASHION JEWELRY 


— 
a 


SOLD IN LEADING STORES EVERYWHERE FROM $5.00 KEYSTONE 


PENNINO, MANUFACTURERS OF FINE FASHION JEWELRY 


38 WEST 48 STREET, NEW YORK 36, N. Y., PLAZA 7-2542 


See our magnificent collection of NEW FASHION JEWELRY on dispicy at the following Fall Shows: NEW YORK Aug. 26th 
te Aug. 30th, 1956 WALDORF ASTORIA HOTEL Room 691. DALLAS, TEXAS Sept. 2nd to Sept. 6th, 1956 ADOLPHUS HOTEL 
Room 1016. 
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point 


counts... 


you need the BAKER 


In jewelry design, as in tapestries, attention to detail makes the difference. 
That’s why BAKER NEEDLEPOINT Settings are a must when you want 
to build up even the smallest gem to the fullest extent of its 
potential beauty. For new splendor in designs to set your creations apart from 
the rest of the field, and to make every point count, specify BAKER SETTINGS 
only... profit from practical fashion innovations ...traditional craftsmanship at its finest. 
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CONTEMPORARY NEEDLEPOINT OF CHARLES | OF ENGLAND BY ONE OF HIS ADMIRERG 
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The complete BAKER line of fine settings is die-struck in 


PRECIOUS 


METALS 113 Astor Street, Newark 5, New Jersey 
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NEW YORK ° SAN FRANCI 
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NEEDLEPOINT 
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» Iridwum-Platinum, Jewelry Palladium and Gold. 


° CHICAGO . LOS ANGELES 
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MARK IT IN BIG, BOLD LETTERS... 


IT’S WATCH INSPECTION — 


(Sep tember 10-17) 


8th successful year! The national promotion 
that features your service department... 
helps you make it the best traffic and volume 
builder in your store the year round 


SERVICE 1S YOUR EXCLUSIVE! Expert watch repair work of your Service 
Department 1s something your customers can get nowhere clse. 
They must come to you. Stress ‘Watch Inspection Time,’ Sept. 10-17. 


SERVICE IS YOUR BEST SALESMAN! People who come to you for service 
are the most likely prospects for new watches and attachments. 
Show them the exciting, new fashion and special-feature watches 
in your jeweled-lever Swiss watch inventory. Sales are a natural 
follow-up to ‘Watch Inspection Time.” 


LET YOUR SERVICE SELL YOU NOW. This isa peak season {for promoting 
watch inspection and service. Watches are coming inside from a 
season of active, outdoor living. More watches need inspection 
before going back to school or back to work. Remind your customers: 
“It's Watch Inspection Time,” Sept. 10-17. 


HOW TO PROFIT from “Watch Inspection Time”... Tie in with all of the 
“Watch Inspection Time” publicity which The Watchmakers o! 


Switzerland will be sending out to publications in your own 
community, Feature “Watch Inspection Time” in your windows 
and throughout your store. Above all—use the tested, proved 
“Watch Inspection Time” mat ads shown here. They get results. 


For the gifts you'll give with pride, let your jeweler be your guide” 


¢t0e 
6? “ 


The WATCHMAKERS OF SWITZERLAND 
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Ad No. “1” 
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SEND FOR YOUR FREE 


“WATCH INSPECTION TIME” MAT ADS NOW! 





MAIL THIS 
COUPON NOW 


[hese advertisements have 
been carefully prepared by 
Phe Watchmakers of Switzer 
aW land to give you maximum 
results. They are all tested 
business-getters. Use them 
frequently —during “Watch 
Inspection Time; Sept. 10-17, 
and throughout the year. 
So order the FREE mat 
ads you want today, using the 
convenient order coupon. 
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The Watchmakers of Switzerland 
Information Center, Inc. 
730 Fifth Avenue, New York 19, N. Y. 


Gentlemen: Please send the FREE “Watch Inspection Time” 
mat ads checked here: 


AN #0 


SIGNED: 


a: oe. «0 


Store Name 
Street 


Ca nsinesiiti 


Lone _. State 
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Jewelry of Quality in 
14Kt. - 1OKt. 
Sterling Silver 
Gold - Filled 
Selective Distribution 





MANUFACTURERS OF JEWELRY FOR MEN, WOMEN AND CHILDREN SINCE 1868 
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VE KEPT MY 
MOUTH SHUT FORK 
5000 YEAKS...BUT 


At last —a promotion with the power to move people 
into your store regardless of the time of year! Designed 
to capitalize on a theme of universal appeal! Merchan- 
dised specifically to create plus business and prestige for 
your store. Act now! Write, wire or phone to insure your 


reservation. This will be sold on an exclusive basis. 


Bettmann Archive 


THIS WILL BE THE MOST IMPORTANT 
STOP YOU CAN MAKE AT THE SHOW! 


.. + A.N.R.J.A. CONVENTION 


Waidorf-Astoria Hotel, New York 
August 26-30 
Room 665 and Space 122-123 


K .POLISHOOK & SON, Corp. 
216 EAST 45th STREET, NEW YORK 17, MURRAY HILL 7-1664 


Manufacturers of “Everything in Rings” Since 1898 
Featuring the Trade Names “Lloyds of New York”, Fidelity” and “Pirst Lady” 





MAKE TIME ZONE EXCITEMENT 


PAY OFF FOR YOU! 


Consumers were excited when they first 
heard about Hamilton Time Zone 
watches back in March and April. Now, 
the new Time Zone advertisement at 
right will add fresh fuel to that sales 
fire. More than 221% million readers of 
Reader's Digest and The New Yorker 
will see it in September. Be sure you're 
stocked and ready for them! 


You, the jeweler, helped us write the 
Time Zone success story. You were the 


first to profit by it. Because Hamilton 
is the national watch brand you can pro- 
mote with the knowledge that you will 
reap the rewards. 


And speaking of promotion, Hamil- 
ton has a complete one—newspaper ad 
mats, folders, sales letters, radio and 
TV material, ad reprints—to help you 
tie in with, and profit from, Time Zone 
excitement. Write Hamilton today for 
your promotional package. 


Get set NOW for Christmas! 


Your Hamilton representative now has details on 
the biggest, most complete and profitable 
Christmas promotion package in Hamilton’s history. 
Ask him about it, or write to: Sales Promotion Dept., 





Hamilton Watch Company, Lancaster, Pa. 


F7SANT/ LT ON 


LANCASTER, PENNSYLVANIA 


WATCH COMPANY .- 
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New Hamiltons tell what time it is anywhere in the U.S....at a glance 


The sun never sets on your Hamilton Time Zone watch. Whether you're traveling or telephoning, 
you know the exact time anywhere in the U.S. (notice the map and extra hour hands) —the local time 


if you're in Europe. All this without adding, subtracting, resetting. A glance at the dial tells you. 


Slim, trim and strikingly modern, the Time Zone watches reflect Hamilton style leadership. And while 
you can buy more expensive watches, you can't buy a better combination of function and fashion. 
Your Hamilton jeweler will tell you why. See him today! Write for free descriptive folder of 


Hamilton Time Zone watches, Dept. N,  HamicTron WaTcH COMPANY, LANCASTER, PENNSYLVANIA 


* STARFLITE? 10K gold-filled case * TRANSCONTINENTAL “BT 14K gold case, self. winding * CROSS COUNTRY Ii) 
Shock-resistant. With cord, $79.50. With bracelet, $85 shock-resistant, water-proof*. With strap, $185 


LOK gold filled case, sta:niess steel back 
Shock-resistant. With strap, $85. With expansion band, $89.50 


PRICES INCLUDE FEDERAL TAR, | par PENOING. “ PROVIOED ORIGINAL SEAL (6 RESTORES If OF ENED FOR seavice. 
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Take a GOOD LOOK 


at your advertising! 


Suppose you were a prospect for the 
jewelry, watches, rings and other prod- 
ucts and services you sell... how would 
you know where to buy them? If you 
did what most people do—you’d look in 
the ‘Yellow Pages’ of the telephone 
directory. 

Do you know there are several different 
‘Yellow Pages’ classifications producing 


business for jewelry dealers? Make sure 
you are cashing in on all the headings 
that can bring more phone-in and walk- 
in sales for you. 


Take a good look at your ‘Yellow Pages’ 
advertising today and make it easy and 
convenient for prospects to locate your 
business in the ‘Yellow Pages’ of the 
telephone directory. 








Find Your 


Displaying this emblem in your advertising 
means more sales for your dealers. 


Want to Know how to localize your national advertising? Call your local Bell telephone office for facts and figures about Trade Mark Service. 
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WHAT DO ALL THESE HAVE IN COMMON? 




















SWEEPS FINDINGS 
STRIP WIRE 
KARAT GOLDS 


Y Ou’'RE Right .. . Sweeps, Findings, and Karat Golds are all an essential 
part of the jewelry industry. However, these products and services are also the corner. 
stones upon which Joseph B. Cooper & Sons has built a reputation for half a century 
of accurate and personalized service to manufacturing jewelers all over America. 


FOR BEST RESULTS SEND US YOUR SWEEPS, FILINGS AND SCRAP 








JOSEPH B. COOPER & SONS INC. 


25 West 47th St. © Phone JUDSON 2-3095 ©@ New York 36, N.Y. 
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| I. D.... serving the watch 








mndustry better...through 


quality control... 





With precision that permits less-than 
microscopic tolerances, |.D. Watch Case 
. Company is constantly controlling qual. 
ity and checking specifications to assure 
better, trouble-free products for you 


and your customers. 


For about half a century, our engi- | 





neers, designers, model makers and 
buying technicians have exercised 
the most stringent standards in purchas 

ing and in testing in the laboratory and 
in the field... devising new methods of 


using metals and other elements that 





enter into the manufacture of the finest 
precision-made watch-cases. During | 


these years, |.D.-\Watch Case initiated 


|'D Watch Case factory 
the most medern. tully 


the developments that helped revolu 
tionize the watch industry. Now, |.D 


eavipped plant atmest | 


square black in tite 


presents a new series of the thinnest, 


—~ ; best-fitting, yet strongest waterproof 
| -watch-cases for men and the most pe- 
. 3 

*/ | tite cases for women’s automatic 


J - a 


.D. WATCH CASE CO., INC. 


Serving Watch Manvulacturers and importer Exclusively Since 1910 


GENERAL OFFICES AND FACTORY 


Tehiaal en 


For new ideas and ‘no return” prod 


ucts...for the watch industry Labib mele 


137.11 90th Avenue. Jamaica, tL. | + JAmaica 3-8700 1D. You'll te getting egy ore 
ha. ace) | els eee . na °8 Pitt Ave 7 Pi 7.43/73 
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PASTERN and CANADIAN REPRESENTATIVE Dave Ka, § Maids e New York 

















WHEN IT’S NEW FROM J-6 
IT’S VITAL SELLING NEWS FOR YOU! 


“Watch J-BI"’ That's how America's finest jewelers 
F ROM J -B keep up with what's truly progressive in watchbands. 

For J-B is the one firm dedicated to creating constant 

excitement over watchbands. Month after month, 

new selling ideas from J-B make your customers more 

watchband conscious... keep them buying .. . 

bring more profits into your store. 


And at J-B, new ideas cover every phase of 
watchband selling— 

® constant creation of new styles 

© new departures in design and materials 


® new technical innovations—first in custom-sizing men's 
and ladies’ bands 


© new advances in point-of-sale displays 


© new excitement in coast-to-coast consumer advertising. 


Together these ingredients have made J-B the leaders 
of progress in the watchband field. 


On the next five pages you will see some of the exciting 
things that are currently "New from J-B.”’ 

Get to know these items. Stock them. Because thousands 
of consumers will be asking for them every day. 


J-B Watchbands are distributed only by franchised 


J-B distributors to accredited jewelers. 


-Enriches the Beauty of any Watch 


jJacoby-Bender, inc., 62nd St. & Northern Bivd., Woodside 77, N. Y. 
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SPECIAL BOUQUET DISPLAY PIECE. This lavish show. 
piece has been specifically designed to present Bouquet 
in all its beauty. The delicate floral motif matches Bouquets 
mood of lvaury ... shows Bouquet in each of its 4 
lovely colors . . . makes a truly luxurious eddition to your 
counter, Jewelers cost $36.00 keystone, complete with 4 
bonds. Jewelers’ selling price $43.80, F.T.! 


All Bovauet bands 
come in yellow gold- 
filled and ore priced 
to retoil at $10.95, 
F.T.1. Keystone, $9.00) 





FROM J-B 


STRIKING LIZARD WISP DISPLAY PIECE. The unique design 
of Lizard Wisp called for a special dispiay, and J-B has created 
@ showpiece that is a standout! It displays four bands — in red, 
brown and block lizord with yellow gold-filied, and bieck 
lizard with white goid-filled. Jewelers’ cost $28.80, keystone, 
complete with 4 bands. Jewelers selling price $35.80, F.T.! 
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All Lizerd Wisp 
bands ore priced to | 
retail at $8.95, F.T. 
(Keystone, $7.20) 
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SELL-ON-SIGHT BELL DISPLAY. A new concep! 
in counter display design. Shows twelve J-8 Photo-Vue 
idents in their beautiful new Sell-on-Sight gift boxes. 
Bell rings when merchandise is removed. Never before 
so much sight end sound selling power in so little 
space. jewelers’ cost $102.90, keystone, complete 
with twelve idents and twelve Sell-on-Sight gift boxes. 
Jewelers’ selling price $116.25, F.T.1. 





SELL-ON-SIGHT PRESENTATION TRAY 


Fine alligator mokes this tray rich-looking .. . 
eye-catching ...a real sales booster! Holds seven 
men's idents ond five lodies’ idents including 
J-B's new “Sweetheart”, displayed in the new 
Sell-on-Sight gift box. Jewelers’ cost $102.90, 
keystone complete with twelve idents and six 
additional Sell-on-Sight gift boxes. Jewelers’ 
selling price $116.25, F.T.1. 





CONTOURE (#6155) A gracefully styled ladies’ expan sion band in stunning distinctive modern style 
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. The dell- 


cote, airy design enriches any watch, flatters any wrist. In yellow gold-filled, $8.95, F.T.|. (Keystone, $7.50) 


no inventory problems 
J-B MULTI-SIZING CUSTOM 


FOR EXPANSIONS 


Lift MULTI-SIZE links off Add or 
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FITS ANY WRIST IN 10 SECONDS! 
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Enrich the beauty 
of your watch 








TRAFFIC-STOPPING MOTION DISPLAY! 


This is it! The most astonishing, ingenious about the rest of your merchandise 
display ever designed for watchbands! In and services! And—get this—on 
your window or on your counter this elec- the back of this remarkable display Is an 
trical wonder will be a matchless traffic- additional removable unit that holds 20 
builder. Its rectangular blocks actually turn bands—and is so attractive it can be used 
and pause automatically. As they turn, 15 as a separate display piece itself. Jewelers’ 
different watchbands are displayed! As they cost, $229.00, keystone, complete with 35 
turn, they spell out a selling message from watchbands. Jewelers’ seiling price of 35 
j-B1 And they even tell your customers bands, $262.45, F.T.l. 
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SERENATA 
DISPLAY CARDS 
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WATCHED WEDDING RING SETS 


The true measure of elegance is realized 
only after the passage of time. This is 
especially true of Barel Bridals, whose 
beauty is inherent in styling and 
craftsmanship. Every detail of their creation, 
from the original design by Fred Barel, 
through the last meticulous finishing 

by expert craftsmen, is reflected in 
enduring simplicity and elegance. 


Ask to see our full line of BAREL 
BRIDAL HAND CARVED Matched 
Wedding Ring Sets .. . the 

first choice of your discriminating 
customers who desire beauty and 
quality above all else. 


The Barel Trademark ()d is 
stamped on the shank of 

every ring, assuring you of a 
Genuine Hand Carved Original. 


exclusively designed by 


24-Hour Service on all Special Orders Sold directly to the Retailer 
by the Manufacturer 


BRIDAL RING COMPANY, INC. Mat avaoble tree upon reques 


87 Nassav Street « New York 38 
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RIVET PIN STEM 
COMBINATION FOR 
COSTUME JEWELRY 


Rivet pin stem #101 with a 
Ballou joint #142B is an ideal 
combination for a high style 
line. With Ballou’s rotor type 
safety catch #90, designed 
especially for the costume jew- 
elry trade, you have quality 
the leaders in this field have 
found it profitable to use. 
(No. 9OL for hot nickel) 


B.A. BALLOU & CO. INC. 
61 Peck Street 
PROVIDENCE 2, R. |. 





FINDINGS 
The Foundation of Good Jewelry 


THe JEWELERS’ CIRCULAR-KEYSTONE 





> REASONS WHY FORSTNER IS FIRST 
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band — guaranteed 5 years! is & h " bh 


KOMPFIT 


the adjustable watch band 
that's distinctively different! 











LADIES’ 
WATCH BRACELETS 


superbly styled in the 
great Forstner tradition! 


Te)-4. bald ley-wale). 


BRACELETS | | moss — 

; PDPHVVPHSDDSIINIDISNN PD Cane 
wonderfully modern a 

—wondrously beautifull! 





SNAKE KEY CHAINS 


flawlessly styled, 
meticulously crafted! 











CHARM BRACELETS 


designed for every taste 
every occasion! 





Smart jewelers Forstner inc., Irvington, N. J. 


focus on... Sold through authorized wholesalers 
JEWELRY'S NAME FOR QUALITY 
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DOURBO 


Spiral Spokes give to absorb shock preventing Rigid Wheel transmits shock causing breakage 
breakage of delicate pivots of delicate pivots 


Compared to various other shock absorbing systems now used to overcome the disadvantage of 
rigid spokes, Wyler Incaflex offers these advantages: 


@ equal shock absorbing action in all directions (horizontal 
and vertical). 


@ standard jewel! assemblies (rigid) provide low friction 
pivot even in the smaliest movements. 


standard jewel assemblies make lubrication easier and 
reduces the danger of * scoring” of pivots. 


for the watchmaker there are no additional parts —the 
simple and ingenious construction eliminates Complica- 
tions in the repair shop. 
TEE 
INCAFLEX GUARAN | 
palance staff of The only shock protection system that is easy to demon- 
¢ the balane® wheel, D& , strate - and is Soild Only Through Jewelers. 


jewe!s become 3 
» hereby quara 
incatle~x 


e them without charge: 
PIONEERS FOR 30 YEARS IN WATERPROOF, SELF-WINDING 


balanc® 
Hhroken, we 


pair oF repiac 





AND SHOCK PROTECTED WATCHES 


Wyler Watch Corporation * 131 East 23rd Street, New York 10, N. Y. 





Wyler = owarerproor| cast 


Completely Different-Worlds Most Advanced Principle 





















O 


The Wyler waterproof case body and back are one 
piece. Ordinary water-resistant cases have both 
front and back as danger points for ieakage. 


O 


Wyler has a special U shaped crystal, machine turned 
for exact watertight fit. In addition outside bezel com- 
presses the crystal further guaranteeing a permanent 
seal. With this unique construction the crystal cannot 
be improperly seated and cannot shrink. 


O 


Ordinary water-resistant watches, when opened, may 
be improperly closed. Wyler's unique case construc- 
tion eliminates this danger and can be opened and 
closed repeatedly without damage. 





Double protection with the Wyler Waterproof Crown 


1. The fraction of '/:000 of an inch fit of the crown post in the case tube makes 


the Wyler crown actually " self-watertight 


2.A specially developed packing forms the outer seal. (The close fit of the 
crown post aiso supports crown position solidly and accurately for iOng life 


sealing.) 








BEST PROTECTED WATCH UNDER THE SUN 
FAMOUS THE WORLD OVER 
Wyler Watch Corporation « 131 East 23rd Street, New York 10, N. Y. 





GUARDIAN ANGEL brings you 


oi. 
nM 


A GUARANTEED YEAR ’ROUND 
DIAMOND SALES PROGRAM 


THE JEWELERS’ CIRCULAR-KEYSTONE 








A basic, fundamental, positive approach to 
increasing diamond business. ... 





A dynamic merchandising program, engineered to 
penetrate a new, unexploited potential market.... 

A pre-tested, pre-proved, twelve-month Diamond 
selling plan that will help make your Diamond business, 







Better Business, every day in the year. 


/ fi See us at the Show — 
Chicago: July 29- 
August 2 
Conrad Hilton 
Astoria Ballroom 
\ 


\ New York: August 26-30 


” =. Waldorf-Astoria 
Columbia TRU-FIT We Suite 694-695 


DIAMOND RINGS ™ — 
AXEL BROS. INC., 194-20 JAMAICA AVE., JAMAICA 14, N. Y. ee a eee 
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SIMMONS ALL STEEL BOXES 


Handsome packaging 
always helps move 
handsome merchandise . . . and 
Simmons has the best looking 
package in seasons. 


Strong, rugged, with quality “feel”, these new boxes 
are a striking background for one of the finest 
men’s lines in the country. 


lf you haven't seen the new Simmons line . . . and the 
sales-inviting new Simmons boxes, ask your local wholesale 
house to show them to you. 


Just one look and you'll know why, coast to coast, 
The Sales go to Simmons. 


MSS-3084 


MSS-3084 

Pierced Sterling 

Suggested keystone: $9.50 
MSS-3164 

Soft Black Enamel in Sterling 
Suggested keystone: $9.50 
MSS$-3274 

Mand Engraved Sterling 
Suggested keystone: $9.50 


All Prices Suggested Keystone Plus Tax 


MASS-3164 


WMUMONS co. 


ATTLEBORO, MASS. MSS-3274 


MAKERS OF QUALITY GOLD FILLED JEWELRY FOR OVER 60 YEARS 
SOLD THROUGH A SELECTED LIST OF WHOLESALE DEALERS 


347 Fifth Ave., Suite 1302 * New York 16, N.Y, © Telephone Murray Hill 4-1155, 4-1156 
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ZODIAC WATCH AGENCY * 15 WEST 44th ST. * MEW YORK 36 * 2020 
2022 
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Wolds Fineats Sd. Winding Witch 


"$0 long a8 Case unopened and crystal intact SEE ZODIAC ADVERTISING IN LIFE, ESQUIRE, TIME, MEWSWEEK, READER'S DIGEST (INTERNATIONAL) 
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In other words, here at Universal, we have in stock — 
or can make to customers specifications — links, rings, 
button shanks, etc., in every conceivable shape. 
Remember that the 65 items illustrated here, 
actual size, are representative of shapes only. Every 
one of them, shown or not shown, can be fashioned 
from the great variety of fancy wires which are 
precision-produced in any metal on our own wire 
drawing machines. Send us a sketch of what you need, 
or complete specifications. Or why not 
just ‘phone right now, South Orange 2-7600. 


UNIVERSAL CHAIN COMPANY, INC. 


. Ko 92 Burnett Avenue, Maplewood, N. J. 
VG. 7 


Branch: 61 Peck St., Providence, R. 1.—N.Y. Office: 489 Fifth Ave. 
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Introducing 


Gleamingly beautiful new SLIM-LIGHTER. Criss-Cross design on high-polish chrome. Retails $6 


World’s newest! .. . slim, FASHION-STYLED design. . . . Complete gift price range for men and women! 


It's a brand-new, all-new Zippo . @ beautiful smaller 
Zippo, created for men and women who prefer a slender, 
lightweight lighter with all of Zippo’s famed dependability! 

The new Sim-LicntTer is glamorous... the latest 
lighter gift... made for fast and profitable sales! Millions 
of present Zippo owners will want a SLIM-LIGHTER, too! 
So will new buyers! 

SLIM-LIGHTER is easy to work, windproof, foolproof, 


Silver-filled SLIM-LIGHTER! 
Exquisite engine turned Rib- styling 
bon design For men ot women! 
Retails $11.50, plus Fed. tax 





$20*: 2 brilliant, high-polish chrome, $6 each 


ror AuGuUsT, 1956 


New! Beautiful ebony biack and crystal-clear plastic display case 
pilterproof and space-saving’ Case free with assortment of 5 
SLIM-LIGHTERS—2 silver-filled, retail $11.50" each: | goid-filled, retails sign. A spect gift! Retails 
*plus Fed. tex 


and carries the famous Zippo guarantee. We're boosting 
it to the skies in full-page, full-color ads that will he seen 
by 96,284,000 men and women in Life...The Saturday 
Evening Post... Collier's... Look... The New Yorker! 
And for you, we've a terrific new line of selling aids 

.. richly beautiful display cases... Siim-LicurTens 

packaged in beautiful new gift boxes . . . newspaper mats 
..@ price range that covers the gift field! Order today! 


UHR DO: 
ul) cea 


BRADFORD, PA 


In Canada: Zippo Manutacturing Co., 
Canada Lid., Niagara Falls, Ont 


Gold-filled SLIM-LIGHTER! 
Glamorous new “Rope” de- 


tasteful 


$20, plus Fed. tax. 





A WATCH LIKE THIS. 


THe JeweLers’ CIRCULAR-KEYSTONE 












from 


GRUEN... 


The Newest Look In Time! 


Yes, Gruen brings to the watch industry its 
new 1957 edition of The Newest Look In Time! 


ie 
for the 
first 
time 
! you 
can! 


Crisp, modern watch designs that put your 
stock in a class with the new cars, new homes 
and new appliances all America is buying 
today. Bold, Newest Look In Time styling 
that makes traffic, makes sales, makes profits! 











And this is only the beginning—first in a 
startling series of watches that will set your 





sales soaring at a faster pace than ever before. 
Mach and every month in this magazine 

you ll see another great new style from Gruer 
... Lhe Newest Look In Time. Watch for them. 
Or better yet, wire your Gruen representative, 
and preview the whole line, at once! 


Gruen Watch Company, Time Hill, Cincinnati 6, Ohio 
In Europe: Bienne, Switzerland 


THE ELDORADO... $71.50 RETAIL 
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sriooett. INC. CRISFIELO. 


uanuractuser® of eine CUTLERY 


July Ws 1956 


GentLemen+ 

Recause you “footballing” of our merchan~ 

dise and urged that do something rantee you maximum 

profits on the sale cutlery sets and Leisure 
pte protection policy 4n Jan~ 


stainless tableware» 
we nave reduced the number of OUF gistributors BThe 
our gares vor 8 Ih ahead of the comparable period in 1955» 


and increasing « 
Tis is pro? enovgn for us that the tradi 
ype 


f 
at protected prices is right for our ¥ 
and life +Ame guaranteed products « 


od of selling 


tional me th 
of prestige» top quality 


Carvel Hall retailers 44 is in your interest 


ng our policy by? 


(1) Stocking ® representative assortment. 


(2) Displayine and advertising the Line & 


geressively 


trictly 3% list pricese 


Carvel Hall branded items and 
rcnandis ing policies, 


(3) Selling © 


If you are not currently selling 
about our price and me 


would like to Know more 
we invite you write us ° 

that our price protection policy will be an effec~ 

11 other retailers who 


We are convinced 
tive and profitable instrument for you and @ 


support ite 
Yours sincerely » 


Tow €- , 


Vice president 
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SPEIDEL’S INGENIOUS EXPANSION. it's 
hidden under buckle when closed . . . yet fully 
expands for easy removal from wrist. 


SPEIDEL’S EXCLUSIVE SELF-ADJUSTING 
BUCKLE. Press release tabs which allow 
center section of bracelet to slide out to 
maximum length. 


Ratchet adjustment then allows you to move 
back this same center section to any desired 
position, for perfect wrist comfort. 


Note: This buckle adjustment is only necesmary when 
watchbond is first fitted to the wrist. Hidden expan- 
sion allows for easy removal from the wrist. 


3 | Wry 


SPEIDEL’S NEW 
WATCHBAND SENSATION 





with more selling 
features than any other 


watchband today! 
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No. 463 SPEIDEL INSET $12.5 


Speidel’s new INSET watchband sparks the 


trend of changing bolder men’s fashions With your order for twelve assorted Speidel 
Simulated stones are actually set in and you INSET watchbands you get this unusual and 


have your choice of Black, Garnet or All colorful display free. 
Metal in Yellow or White finish. 


U4 Cis of WU 
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N “53 Soeide! INDIAN SUMMER 
: ~ 
No. 856 Speide!l WINTERSET $8.95 (| 
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No. 857 Speidel SWEET SPRING $8.95 (F.T.| 
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N BS5 Speide! TOUCH OF BRILLIANCE 


Speidel’s GOLDEN SEASONS... . all new, With your order for 12 assorted bracelets 


all wonderful! Already showing their sales of the Golden Seasons series you get 
power as doy-in, day-out, and all year intriguing display free. 


round popular sellers. Eye-catching jewel ORDER AS GS/12 UNIT. 


this 


box display . . . a beautiful setting for this YOUR COST OF GS/12 UNIT . $ 47.40 
new Speidel series of elegant ladies watch- YOUR SELLING PRICE (.T.1.) . . 107.40 


bands 


Copyright, 1956, Speidel Corporation Printed in U.S.A DISPLAY 


N/C 








Sridel rnesents TNGIKTL 


















ORDER AS IN/12 UNIT. 

YOUR COST OF IN/12 UNIT,$ 70.20 
SELLING PRICE 
DISPLAY . . 
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WATCHBAND 
SALES ARE 10% 
OF YOUR 
BUSINESS TODAY 


And never before — in the history 
of watchband displays have you 
had such a magnificent, powerful 
selling aid for watchbands. It dis- 
plays 32 watchbands — holds re- 
serve inventory of forty more and 
it sells for you when you are not 
around or forget to sell. 





AND IT'S YOURS FREE — FOR 
PROMINENT COUNTER USE — with 
a selection of Speidel Watchbands as 
selected from your Specialized Speidel 
Distributor. 


Don’t be caught short 





Remember, custom fitting of 
Watchbands is a service Con- 
sumers do not get from Discount 
Houses, Drug and Hardware 
stores. It is a specialized service 
that should be offered by the 
Jeweler. 


Don’t lose sales or make your cus- 
tomers wait until you can obtain a 
special length from your Special- 
ized Speidel Distributor. Use this 
Brand new Special Length Book— 
it's ideal for stock keeping of 36 
special length bands — and it's 
easy to load and unload. We 
recommend this assortment. 


ORDER AS SL/36 UNIT... 


You get 18 Ladies’ (9 Short, 7 Long, 
2 Extra Long) and 18 Men’s (3 Short, 
9 Long, 6 Extra Long) 

Your Cost of SL/36 Unit $185.95 
Your Selling Price (F.T.1.) 413.20 
Book N/C 














MEN'S JEWEL 








465 3 


Set No 





Set No. 473 3 $4.95 





Set No, 467 2 $4.95 Set No. 149 3 Blk $4.95 Set No. 466 2 












$4.95 





set No, 516 3 $4.95 Set No. 512 3 $4.95 set No. 508 3 





Set No 518 7 $4 95 Set No. 514 7 $4 95 Set mie 510 2 





f 


Set No. 1346 3 Gray $7.50 Set No. 131 3 Blk $7.50 Set No. 127 3 Gray 


Set No. 491 7 
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$7.50 


Hf links, tle clasps thal Jewelry Look your customers appreciate Exquisitely 








ene Foe y 
POA + « 
ele teh 


NR. 


aed 





ja : Se ee 
ae ne 


ESPECIALLY FOR JEWELRY STORE SELLING 





Set No 435 2° $9 95 Set No 439 2° TL 





Set No. 440 2° $9.95 Set No. 430 2° $9.95 Set No. 43) 2° $9 95 





Set No. 434 2° $9.95 Set No, 429 2° $9.95 Set No. 438 2’ $9.95 





Set No. 437 ?2* $9.95 Set No. 436 2° : $9 95 





Set No. 559 2?” $12.50 Set No. 479 25’ $12 50 Set No. 556 72’ $12.50 
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To help Jewelers promote 
Speidel’s dynamic all-new 
men’s jewelry line, Speidel has 
designed a modern, convenient 
iewelry cabinet that occupies 
less than 2 square feet of 
counter space, and displays 
nineteen jewelry sets in a mod- 
ern, impressive setting. The 
cabinet has three tiers, giving 
each cuff-link and tie-clasp set 


a luxurious setting. 


lts yours FREE with a selec- 
tion of Speidel Men’s Jew- 
elry. See your specialized 
SPEIDEL distributor. 


INDIVIDUAL TIE CLASP AND PIN-THRU ASSORTMENTS 











oe 





SPEIDEL’S 12 pc. 
TC/1500 Unit 
12 individual tie 

clasp designs. 
Each to retail 
for $1.95 














B. SPEIDEL’S PT/200 Unit 


12 assorted Simulated Stone 
Pin-Thru’s. Each to retail for 
$1.95 


A. SPEIDEL’S PT/100 Unit 


12 assorted Mother of 
Pear! Pin-Thru’s. Each to 
retail for $1.95 


NOTE: Twelve individual gift boxes are furnished 
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Speidel, 
rq’ { 
Ihe BIG 
= 
SURPRISE 
KJEG 
Reaching over 29 million consumers every week! 


IT’S THE BIGGEST! 


oTlelel tim sara mmm olielel ti meltloll iam olielel Ti Mill slela mm oliclel-timeltly +4-1am me lal 


\e welr ” business 


IT’S GOT FREQUENCY! 


Weil aatele are on every week. selling tor you to millions of customers! 


IT’S GOT IMPACT! 


The show and its commercials move. people to move merchandise. 





Nobody “‘just sits there’ when The Big Surprise is on. 


AND ONLY SPEIDEL DOES IT! 


Speidel has led the field in jewelry advertising for more than a decade. 


Now’s the time for you to follow through! 


en 


4 
ALL YOU HAVE TO DO IS TIE-IN! 








if you ever sell (or liquidate) your store or stock, make sure 


eas: 


the 


for 53 years specialists in cash-buying or liquidating jewelry stores and stocks. 
Consult Gordon Brothers without obligation . . . 38 Bromfield Street, Boston. HAncock 6-3233 
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vertising Creates Millions of Prospects! 


ee eee eee eee Soe eee, ee See Cw 
ll come to you... to enter... to see... and buy Feature Lock Interlocking Diamond Rings! 


Pe % oe | - Tr 
Tad =z & sitll? care , Le 4 "4 <TAR , 
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And there’s $ 3000.00 in cash awards for YOU! 


Equal opportunity for every store, large, medium and small. 
You can win one of the 21 PRIZES! 


Via wt the shows: Chcager Conrad-Hiton, July 27A-Augut 2nd, Suite: 2400-2401-2402A New York: Walder-Auteria, August 261h-300h, Feature ing Suite 


FEATURE RING COMPANY, INC. + 130 WEST 46th STREET » NEW YORK 36, WN. Y. 









VOU the WINNER Mr. Jowelor! 


YOUR STORE becomes CONTEST HEA DQUARTERS g 


You will have the FREE ballot-entry forms! You will have attention-compelling window 
, Newspaper ad mats, TV films, Queen of Diamonds folders, and other 




























Feature Ring Company ‘=, 130 West 46th Street, Mew York 
Gentlemen: 

Please rush information segerding “Queen of Diamonds’ Contes 
() | now sell Feature Lock interlocking Diomond Rings. 











My wholesaler is , sasecnninninnitill 
() Send me names of authorized Feature Lock wholeselers 
Store Nome 
City lone Sate 





QUEER OF CtamONDS @ CONTEST COPYRIGHT Als4615 
re CO 1966 FEATURE LOCK PAT HO 26907546 and OTHERS 





This is the 
MOVEMENT 


That Makes 
Happy CUSTOMERS 


That Runs 
the WATCH 


» 


Yor Lualily jewelers fut Yike You! 


SEE ERNEST BOREL GIANT-SIZED MOVEMENT ON 
DISPLAY AT A.N.R.J.A. TRADE SHOW IN NEW YORK 


See for yourself what makes ERNEST BOREL watches 
tick! Our precision scale-model of the ERNEST BOREL 
Self-Winding movement is 10 inches in diameter... is 
fully jeweled, including actual operating jeweled lever 
escapement The fully operating self-winding mechanism 
actually winds the mainspring. Winding weight, and 
bridges are of transparent plastic for perfect viewing of 
the escapement and train. 


You'll marvel at this example of Swiss craftamanship... 
the same craftemanship that has brought Ernest Borel 
to the forefront of fine watchmaking 


BOOTH £-27, EMPIRE ROOM 
WALDORF ASTORIA 
AUGUST 26-30 


HERE’S CONSUMER ADVERTISING THAT 
SELLS FINE ERNEST BOREL WATCHES 


A SIX % column advertisements in TIME 

A THREE % column advertisementa in 
THE NEW YORKER 

AA HALF PAGE advertisement in VOGUE 

A Regular participations on Art Linkletter’s famous 
“HOUSE PARTY” program 


This advertising is TIMED right ... much of it in 
Christmas-gift issues... PLACED right... in media 
that reach the RIGHT people ... and PLANNED 
right... with free merchandising aids to help you sell. 
Find out for yourself how ERNEST BOREL can help 
you; write for “Have the Sales Time of Your Life”! 


usttime > ERNEST BOREL 


For Full information, Write BOREL WATCH COMPANY, 1002 Walnut, Kansas City, Mo. 
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onson Opens World’s Largest Lighter Plant 


Complete Sterg on Biggest Plans in Honsen's Histern! 


WEATHER: ANCL LATEST 


Clearing tor the 
Biggest! Sales this Year. 


oO munutes eac’ 


teature too 4 yw 
Colossa! mul teemnillan do!\\ar 


oe * =. | oa 
budget planned for comng year Ral wievinen mnduawres © 
a tert if “ 9 perso 
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tieomg nudeet eer st an ot ee mem 
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ave the entice ia 
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\ need af the ever 


an all-time igh Dewiers 
tere thet © 1 tee Poegteda 
toon te the age an4 


PLAMTIOUSE 90° 


otto 3 ae It’s the biggest! 


A beg quality 
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CBS hel ; “ : 
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maker of the w , 
orld 4 greatest lighters and electric sha 
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CONQUIST/Aoba 


Trifari’s cere 
goddesses ! Ri 
ape of | M 


my, 
color 


» ; 











introducing CONQUISTA 
...the bold and beautiful jewel series in 


MADEMOISELLE, August 1956, in a DOUBLE-PAGE SPREAD 
ADVERTISEMENT, IN FULL-COLOR! 
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“Thanks... Ill be back again... later’’ 


MR. RETAIL JEWELER: 


DOES THIS SOUND FAMILIAR TO YOU? 


lf, day after day, you see your watch sales slipping out the door because 
discount houses, wholesale-retailers and house-to-house canvassers under 

sell you, now is the time to feature MARC NICOLET WATCHES! 

MARC NICOLET does not sell to these or any other outlets that compete 

with you! Your MARC NICOLET dealer franchise is exclusive in your area 


You can tlose watch customers when you sell 
See us at the 


Waldorf-Astoria * 
Basildon Room Gre 1<9 © 
ANRJA Show : 
MANUFACTURERS OF FINE WATCHES SINCE 1666 


WINTON WATCH COMPANY eo 64 WEST 48th STREET © NEW YORK 36, N. Y, 





SCHICK... nest nv ctectric 
FAMOUS SCHICK “25” 


NOW IN 


COLORS-FOR-MEN! 


Schick——-world's closest shaver—now outdates every other shaver on the market 
with the most powerful new idea in men’s shaver selling: “Colors-for-Men!”’ 


ae 


i a iy er 
pare an io! ty hr 


FAIRWAY GREEN BUCKSKIN BEIGE SNOW WHITE 


HUNTER RED in Tweed Travel Case in Tweed Travel Case in black and silver 
in Tweed Travel Case 
Travel Case 


Read This Carefully! 


1. Limit of twelve deals per 5. Orders will be accepted 
retail ovtiet or depart for immediate § shipment 
ment, whether purchased only. 


I Shaver Free with 7 } ae from one of more dis- 6. Offer is available to re 


FREE TORY. IMPORTANT! 


tribytors. tailers only. 


Sa a a a Limit of one display per 7, Orders postmarked after 
ASSORTMENT OF 2 OF EACH COLOR! retail ovtiet or depart. expiration date, Septem. 


ment ordering deal. ber 8, 1956, will not be 


Retail value of 8 shavers Aes keds i eee accepted. 


All shipments on the deal 


you pay for only 7 shavers .......... 123.90 will be drop-shipped from No substitution on shaver 


Schick Incorporated, Lon assortment allowed on the 


Your profit $112.10 caster, Pennsylvania. Or deal 


der new from your dis Schick reserves the right 


Gives You A Record-Breaking 47.5% prorit wibvier > Midew the. deol 
° and/or display offer with 


Drop-shipments to retail 


Limit... 12 Deals per Retail Store ALMOST DOUBLE YOUR MONEY! ers will be made in the 


order they ore received 10, Schick reserves the right 


a | Ss ,yw™ a a> ~ | from Schick eon | » refuse any orders. 


_ — a ee 7 


Tam anaSHee FREE! | MM FREE! 


Full-color st | wm Ad mats 
Order now! Order enough! Dont be Life-like : x a Radio and TV 
oe , Commercial scripts 


TV films 
Vistributor today =. oe Window streamers 


out notice. 


Srhick Displays 


ought short! Order trom your 


FMRI A 6. BEE. 
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One side for 
underarms 


Pearl White 


. most perfectly engineered woman's elec- 
tric shaver ever created. The electric shaver that really under- 
stands a woman's grooming problems means new customers, 
new sales, and new profits for you! 


The most beautiful . . 


Lady Schick Classic / 


Malady Schick Goddess 
$22.50 


FOR THOSE WHO WANT THE JOY OF 
OWNING SOMETHING SPECIAL 


Lovely, luxurious models of the Gentle-Action lady Schick— 
finished in lustrous silver and gold color. Each an original design 
with its own exclusively tailored carrying case. Both the Classic 
and the Goddess will be gift sensations all year ‘round. 


s#ovinc... DRESENTS 


THE BREATH-TAKINGLY BEAUTIFUL NEW 


ady Schie 


with the Gentle-Action Head 








Other side 
for legs 





SMARTEST LADIES GIFT ITEM 


IN THE NATION 


4 jewel-like colors! 
Each glows with three-dimensional 
translucency 


Gentle, safe and fast! 
Shaves underarms so gently a deodor- 
ant moy be used immediately 


Dainty palm size! 
Perfectly balanced for convenient han- 
dling 


Smartly designed case! 
Finished in beautiful oyster white 
coated fabric with ebony-black base. 



















$3,500,000 


ontgomery 
Presents” 
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DVERTISING CAMPAIGN IN SCHICK’S 26 YEARS 


NATION-WIDE PLUS 
NBC-TV... 
Tep rated one heur dramati« LIFE _— LOOK — POST 
pregrom ... 102 stations... 
reaching 20,000,000 viewers Full-color pages fFfvull-coler spreads 
every week! September thru Christmas 

ROIS 25 a big ES ED te ES pete EE, — 





ieee aie 
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(A) Set 90177 $7.50 
Gold plated with black accents, hand engraved 


(B) Set 98645 $15.00 
Genuine onyx in sterling setting 


(C) Set 90208 $15.00 
Sterling silver, hand engraved design 


(D) Set 90201 . $13.50 
Sterling silver, hand engraved design 


bai Pigs (E) Set 9913 | $7.50 
Pom aa Simulated onyx and 
“tae rhinestone in gold 
plated setting 


Your wholesaler corries oa 
selection of Nation- 


0 Wa cinch RIPLEY and GOWEN CO., INC. 
those Sawa Seles right ot ATTLEBORO, MASSACHUSETTS 


our counter. om 


NATIONALLY ADVERTISED a ede MEN‘S JEWELRY 
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Wi Sales 

. “en 7 hose Ww\™ Vay fo Jingle 
y, _BE Sure You are FEATURING 
MEN’S JEWELRY THAT WILL 
MAKE YOUR SALES ] 


Z, 










Special Christmas Issue will 
feature handsome LA MODE 


_ Advertisements like this in LFE 


during the big Christmas i 





season will pre-sell LA 
men’s jewelry for you. 











la 
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ft ~~ 
: oP 1 7 me 
Za / set 97.8 
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Your jeweler 
to show 
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DE mens jewelry 
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Mo. 90175 


wen CO. INC. 
REY en mASSAL MUSsETTS 







GOLD FiLieD 
$1400 


90022 
& GOWEN co 
ATTLEBORO MASSACHUSErne” 
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AS ADVERTISED IN 


. : . 98 | 
Never before — a waterproof* watch as PERFECT as this! 


VIERA 


/ 
o> AS 
PASO 


the first watch with the complete 
ULTRASONIC PROCESS — presents the fabulous 


te. 2h 
: 490 SERIES 


. 


/ 


ee 


i-— 


NEW DEVELOPMENT ASSURES 
PERFECT WATERPROOF PROTECTION | 


Back adheres PERFECT WATERPROOF* PROTECTION 
constantly to a Will remain absolutely waterproof* for years to come | 


oo plastic ring PERFECT DEPENDABILITY 
+ under prorere of Needs no cleaning or oiling for at least 3 years — 
a circular spring. lala result of abi AR’s complete Sibiaetielaiia wdaelae 


PERFECT WATCH STYLING 
Handsome, masculine design of classic beauty! 


Enicar Watch Corporation, 681 Fifth Ave., New York 22, N. Y. 
See us at the Chicago show. . «© «§ « «+ «+ Booth No. 103 
See us at the New York show. . ... + Booth No. 72 


») competent ieweler 
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This graceful Dennison ring box tilts gently forward 
to present one or two rings at an appealing angle. A 
second sharply dramatic angle is obtained by the flip of 
a finger — just lift up the wire display hinge on the bottom 
of the box! 


Fashion colors of plastic in flowing neo-classic lines, ring 
pad of transparent or Karess velvet, white satin cover 
cushion and hand-applied gold leaf decoration make this 
case say “Quality” in quiet but insistent tones. Your cus- 
tomers will respond because Dennison has designed a ring 
case that is a deliberate SALES-BUILDER. 


OD) MNIsOW 
MANUFACTURING COMPANY 


Jewelers Division 


MARLBORO, MASSACHUSETTS 
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DOUBLE DISPLAY VALUE in a Dennison case 





Order a supply of these new Dennison ring cases — 
Number 8450T X — from your wholesaler. 


Colors: White, Ivory, Blue and Pink 
Each case comes in individual packer 
For extra color and sales appeal in your Christ 


mas displays, order 84501TX with ring cushions of 
rich holiday red or green. 


Be sure to visit Dennison Booth 52 at the 
ANRJA Convention — Waldorf-Astoria, New York, 
August 26 to 3, 






































gy new MARK Vil 


WATCHBANDS 


THE FINEST COMPANION FOR A FINE WATCH. 


MARK Vil Watchbands mean extra profits for you. 
The new luxury line MARK Vii watchbands are designed to 


catch the eye of today’s style conscious men and women, 
attractively packaged in acetate for greater sales appeal. 


Ne. 105 1/20-10K yellow or white Gold Filled. $2.90 
No, 430 1/20-10K Gold Filled. $3.60 
No. 435 1/20-10K Geld Filled $3.80 Stainless Steel. $3.20 





No. 1217 
1/20-10K Gold Filled $3.80 
Stainless Steel. $2.40 











No. 455 
1/20-10K Gold Filled. $4.40 
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NEW EMBLEM and INITIAL 
BANDS 


Fraternal and initial bands will add up to greater 
_ profits for you. 


, aut 
i 
an 
| | a 


No. 1301 1/20-10K Gold Filled or Stainless Steel. Emblem or initial 
on both ends G. F. $6.30 — S$. 5. $6.10 







Ne. 1300 1/20-10K Gold Filled or Stainless Steel. Emblem or initial 
on one end. G. fF. $5.30 — 5. §. $4.10 


All popular emblems available. Standard ring initials 
and emblems easily applied. 


<A 





® New Photo Expansion Idents Many new 
designs are now available. 


ATTRACTIVE COUNTER DISPLAY ° Ask your wholesaler to show you the many 
Remember, one display on your counter is new sales-producing counter or window dis- 
worth hundreds of bands under the counter. plays. 


r. 14k SOLID GOLD’ Watchbands 
Unbelievably Low Priced at... } A* 










The first prestige watchband for your discrim- 
inating customers who want the very best. 
*14K Solid Gold tops with Stainless Steel backs. 





Keystone plus tax 


No. 1500 A-14K solid gold tops 
stainless steel bocks. 







Ne. 1217 14K solid gold tops , 
stainless steel backs. ’ 






et. a 





Send for a Free CATALOG and price list 
showing the many new watchband designs. 


















WATCHBANODS, INC. 
NORTH ATTLEBORO, MASS 
SALES OFFICES: MEW YORK AND CHICAGO 


| SURE TO PLEASE THE MOST DISCRIMINATING (iiiadieinsetth steldsdtestetiassecamenteneiin 
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JU VENTA makes it 2 joy to watch the time 


Ihere’s something quite special 
about every Juvenia watch 
something a little different about 
the fine Swiss workmanship, the 
fresh and elegant styling 


at ; 
Wma woarfch i a] pleasure fo own! i] val size 


For a heavenly lady, the gay 
new Planéte tells the hour, 
the minute, the second, cre- 
ating a series of charming 
patterns. 17). $75 f.1.i. 


JUVE NI A makes it a Joy to sell time 


Orvian © Galt: mia islasiet a2 tas iaeke 44) Ow pletely consistent? advertisine schedule aALeL Ao 
y" ' y f j 
juyveni watches are available only through teading customer for you out of prospects 


i@welers in each market area A Juvenia watch is a pleasure fo sell! 


SS 


VERY FLAT PROFILE 


For a gentleman, the Gentry, 
a timepiece of supreme dis- 
tinction, noteworthy for its 
dial of beautiful, elegant 
clarity, its slim, slim silhou- 
ette. In 18K gold, $175 f.t.i.; 
in stainless steel, $70 f.t.i. 


Her dainty Gentry 
in 18K gold, $145 f.1.i.; 
in stainless steel, $75 f.1.i 


Men's wotch ; 
shown oversize actual size 


if you are a leading jeweler and are interested in handling these 
exclusive models, write for color brochure of unusual 
timepieces and full franchise information 
Other creations sketched here 


top 's borttorrn } Sia) alate lrigqone : 
with colortul, triangular hand | 
the famous My sfere dainty four 


leatClove: Bat Me daattsttst mate ae 
» B80 iFTH AVENUE © NEW YOR 36, WN 
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Squire mercHanoises FoR you! 





Squire pssonvments Are PRe- 
TESTED AND PRE-SELECTED BY RETAILERS 
FOR CUSTOMER ACCEPTANCE! 







Squire spact-savinG SAtes- 
MAKER UNITS PUT MEN'S JEWELRY 
WHERE IT CAN BE SEEN AND PURCHASED! 







Squire furure-FAasHionen 
JEWELRY SELLS FAST! 





~ Sa Retail (plus tax) 


PREE display with Squire unit No. 508; 
Cost to retailer—-$30 per dozen sets. 


’ 4129S. Rhodium Finish Hand Engraved . 41325, Rhodium Finish with sim. White Pear! 
4159S, Rhodium Finish Blue Stone , 41555, Rhodium Finish Jet Stone with Rhinestone 
. 4158S, Yellow Gold Plate — Red Stone 
4156S, Rhodium Finish Hematite Round 
. 4153S, Yellow Gold Plate — Knight Jet : 
intaglio eedies 10. 41305, Rhodium Finish Hand Engraved 


. 3328S, Yellow Gold Plate—Gen. Mother of 11. 41685, Black on Yellow Gold Plate 
Pear! 12. 4152S, Yellow Goid Piate — Oval Hematite 


ORDER UNIT No. 508 FROM YOUR DISTRIBUTOR 


. 4170S, Yeilow Gold Piate-—Antiqued Black 





SQ Utre meRcHanoists For you! 


Squire assortments are PRre- 
TESTED AND PRE-SELECTED BY RETAILERS 
FOR CUSTOMER ACCEPTANCE! 


Squire spact-savinG SAtes- 
MAKER UNITS PUT MEN'S JEWELRY 
WHERE IT CAN BE SEEN AND PURCHASED! 


Squire surure-FAasHioneo 
JEWELRY SELLS FAST! 
















“th F 
ae 
<= ee: 
pa 


20h a me eres, ha SC 
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$3.50 Retail (plus tax) 


Free display tray with Squire Unit 
No. 351. Cost to retailer — $21. 
per dozen sets 








4102S, Artist Black, Rhodium Finish . 4166S, Rhodium Finish, Palette Black 
4024S, Hamilton Finish, Palette Black . 4023S, Hamilton Finish, Touch o Black 


4109S, Rhodium Finish, Artist Black . 3455S, imported Jet with Chaton, Rhodium 
Finish 


3501S, Hamilton Finish, Embossed Pattern 10. 4112S, Hamilton Finish, Stylized Fish 
4127S, Rhodium Finish, Red and Black 11. 41225, Rhodium Finish, Artist Black 
4123S, Hamilton Finish, Char-Brown 12. 4131S, Hamilton Finish, Pierced Setting 


ORDER UNIT No. 351 FROM YOUR DISTRIBUTOR 






Squire. nme. TAUNTON, MASS. 








ASK YOUR WHOLESALER 


Wise Buyer — Buys Squire 


NATIONALLY ADVERTISED 











ASK YOUR WHOLESALER about other merchandise at $2.50 Retail 
Push Profits Higher — 


Sell More Squmkre (cs 
NATIONALLY ADVERTISED — : — ne - 





Cone eT itul) SOP 


squire 
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only 1 


in 10" can get these 


SELF-WIND WATERPROOFS* 


For men, the “Aquamatic Anchor’: concealed crown in all-stee!l case 
with leather strap. 17 jewels. Not shown, the “Aquamatic Seaman”: 


17 jewels in yellow RGP with steel back. Leather strap. $59.50. 


For women, the “Aquamatic Sea Nymph’. all-steel case with leather 


strap. Also with yellow GF top and steel back, at $69.50 


Men’‘s Models available in 25 jewels from $59.50 to $200. 


7A long an eaae ia WHO cal an satai niact ,ii pricvéea are retail and 


CROTON 


NIVADA GRENCHEN 


Distributed by 


CROTON WATCH CO., 404 Fourth Ave., New York 16, N. Y. 


Fine watches since 1878. 





3 jewelers 


watches 








**For over 78 years, quality rathe 
than quantity has been atreassed by 
Croton Watchmakers. Slow, 
painstaking craftamansahip and much 
fime ia needed to produce thease 
perfect watches. For that reason. 
produ fion ia limited, and onli 

I's jewelers in 10 can benefit from 
fhe protective diatribution that 
comes with ever if (_roton lime-piece, 
Oinlu thease few can take advantage 


Of our much highe mark “yp 


To always provide fresh 
clean watches they are 

flown from Switserland 
in pressurised cabins by 


KLM Royal Dutch Airlines. 


See order coupen on page $7 





presents a completely new fall line 


of 
“GOLDEN TOUCH JEWELRY” 


elegantly tailored, nationally advertised in Vogue, Harper's Bazaar, New York Times, New Yorker 
Pictured above: Golden Ice from our new line 


Shouings al: ANRJA; Waldorf Astoria, New York, Booths 62, 63 
Piltsburgh Jewelry Show; Wilham Penn Hotel, Pittsburgh, Rooms 775—777 
Datlas Gift Jewelry Show; Adolphus Hotel, Dallas, Room 956 
compacts 
cigarelle cases 
carry-alls 
pill boxes 
boutiques 


VOLUPTE INC., 393 FIFTH AVENUE, NEW YORK 1, NEW YORK 
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only 1% jewelers 


in 10" can get these watches 





SELF-WIND WATERPROOFS* 


Because your customers demand modern styling, Croton brings a 
new thinness to these self-wind waterproofs*. For men, the ultra- 
thin “Aquamatic Champion”: knife-edge case with 10K yellow GF 
top and steel back. 17 jewels. Leather strap. 

For women, the ultra-thin “Aquamatic Swan”: with 10K yellow GF 
top and steel back. 17 jewels. Leather strap. 

Men’s Models available in 25 jewels from $59.50 to $200. 


°As long aa case ia unopened, crystal intact 1All prices are retail and include Fed. Taz. 


CROTON 


NIVADA GRENCHEN 


Distributed by 


CROTON WATCH CO., 404 Fourth Ave., New York 16, N. Y. 


Fine watches since 1878. 





**For over 78 years, quality rather 
than quantity has been stressed by 
Croton Watchmakers. Slow, 
painstaking craftamanship and much 
time is needed to produce these 
perfect watches. For that reason, 
production ia limited, and only 

1% jewelers in 10 can benefit from 
the protective distribution that 
comes with every Croton time-piece. 
Only these few can take advantage 
of our much higher markup. 


See order coupon on page $7 * 





Photo courtesy of POOLE SILVER COMPANY, Taunton, Mass 


> ' yo. 
THE SIMPLE ELEGANCE OF ter LV | Py DET 


This Sterling Silver cigarette box is a fine example of the 
plain, unadorned simplicity of modern design. Its graceful 
lines and masterful craftsmanship register immediately as 
you look at the picture. But no picture can begin to convey 
the rich, gleaming elegance of the Sterling, or the deep sense 
of value Sterling inspires — the qualities that make this box 
something anyone would be proud to own. For lasting beauty 


For working and finishing qualities and regard there’s no substitute for solid Sterling. 
and unvarying uniformity, there s no 
substitute for the Sterling Silver made 
by Handy & Harman—leading fabri- 


cator since 1867 ae [ | \ N | ) Y 
‘ A. 4 » 4 a . . ‘ 
% y a? | 


rr HARMAN 
ULTON STREET @ NEW YORK 38, N. 


UPTOWN BRANCH —44 WEST 46th STREET, NEW YORK 36, N. ¥ 
Duality frrecious metals since 44567 


BRIDGEPORT, CONN , : * LOS ANGELES, CALIF * PROVIDENCE, RA. 7 * TORONTO, CANADA 
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only 14 jewelers 


in 10" can get these watches 





99 
THINNER WATERPROOFS * 39 


If you are asked for the “new, thinner watch” — or for a “practical 
waterproof watch” — show them the watch that is thinner, more 
beautiful and waterproof too. For men, the “Scorpion”, yellow top — 
stainless steel back, 17 jewels. Shock-resistant. Leather strap. $39.95 
For women, the “Seamaid” ; With chrome top and stainless stee] back. 
17 jewels and leather strap. Available with 10K GF top, at $45.' 


*A+ long as case ia unopened, crystal intact tAll prices are retail and include Fed. Taz 


CROTON 


NIVADA GRENCHEN 


Distributed by 


CROTON WATCH CO., 404 Fourth Ave., New York 16, N. Y. 


Fine watches since 1878. 


**For over 78 years, quality rather 
than quantity has been stressed by 
Croton Watchmakers. Slow, 
painstaking craftemanship and much 
time ia needed to produce these 
perfect watches. For that reason, 
production ia limited, and only 

1% jewelers in 10 can benefit from 
the protective distribution that 
comes with every Croton time-piece, 
Only these few can take advantage 
of our much higher markup. 


To always provide fresh 
clean watches they are 

flown from Switzerland 
in pressurized cabins by 


KLM Royal Dutch Airlines. 


See order coupon on page $7 3 





Selected and Serviced hy Leading Wholesalers 


Remembrance Bracelets © 


ina wide variety ‘t, 
of chain designs . Wie 
yon 


‘ 





‘6% 
y 





Available in 
Sterling Silver * 1/20-12 K.GF. 
10K and 14K 





f 


AUTOMATIC CHAIN CO. © Providence. R. 1! 
mt Ww TCR . ‘ HICAGQO e ae, ANGELES 


_— 











STOCK BOXES tHat Loox 
LiKE Custom Desigue 


MASON stocks 
three different lines 
mof costume jewelry 
boxes artistically 
designed and fin. 
ished with the some 
care accorded the 


Write for finest custom job. 
Full Color illus- 


d Folder 
whe aang TH On, BOX CO. 


All Stock Boxes 521 MT. HOPE STREET 


=) 


( 
Ui sit Us 
AUGUST 26th thru 30th 
at the 


ANRJA Show 


Main Floor, Waldorf-Astoria Hotel 


1.1. CROSS 





ATTLEBORO FALLS, MASSACHUSETTS 





— enna er 


D>) >>>) eee er! 
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NEW 14* SOLID GOLD* BANDS 
Unbelievably low priced at 
Keys? 
$14.95 ve 
The first prestige watchband for your dis- 
criminating customers who want the very best. 


Ask your wholesaler to show you our com- 
plete line of men's, ladies’ and children's 
watchbands and expansion idents. 

1217 , 


WATCHBANDS INC. scx soi co 


NORTH ATTLEBORO, MASSACHUSETTS 6°54... Stainless 


CASH IN ON THE BABY 


BOOM WITH BARROWS 
ELRY! 


. o PP Me y= % 
i Aye _s 


The tandi 
unin BARROWS 


H. F. BARROWS CO. ° North Attieboro, Mass. 





Now LA MODE men's 
jewelry is nationally 
advertised in LIFE 
and ESQUIRE to help 
you increase your 
sales. You con count 
on LA MODE to add 
extra dollars to your 
profits this Fall when 
millions of reoders 
will see handsome 
sets like the one illus- 
trated here in LIFE 
and ESQUIRE. Order 
your LA MODE jewel- 
ry now! 


RIPLEY and GOWEN ~— Afttieboro, Mess. 





only 14 jewelers 


in 10" can get these diamond watches 


“STARDUST” “FANTASY” 
if Oe) 


Diamond watches of the most exquisite design, precious... lovely... 
and practical, thanks to the guaranteed unbreakable balance staff 
and mainspring. All in 14K cases. The “Stardust” has 2 precious 
diamonds. The “Fantasy” has 6 precious diamonds, and, The “Bijou” 
is studded with 12 precious diamonds. 


*Aa long aa case ia unopened, eryetal intact tAll prices are retail and include Fed. Taz 


CROTON 


NIVADA GRENCHEN 


Distributed by 


CROTON WATCH CO.. 404 Fourth Ave., New York 16, N. ¥. 


Fine watches since 1878. 








**F or over 78 years, quality rather 
than quantity has been stressed by 
Croton Watchmakers. Slow, 
painstaking craftamanship and much 
time is needed to produce these 
perfect watches. For that reason. 
production is limited, and only 

1% jewelers in 10 can benefit from 
the protective diatribution that 
comes with every Croton time-piece. 
Only these few can take advantage 


of our mueh higher markup. 


See order coupon on paqe ») 





i. Gute Sterling SILVER ROSARIES 


... handsomely crafted of precious ster- 
cea PROVIDENCE. 1a) ling silver and each with the finest rosary 
beads. Distinctive . . . beautiful original 
designs — All rosaries come gift boxed. 
All Prices Retail 


8300/3 . $7.25 
Fire polished 


beed available 
in crystal ond as- 
sorted colors, 
Gift boxed, 


nei /3 


Men's black oval bead 
rotary, comes 
packaged in genvine 


leather case. 


wt 


8320/10 $6.55 
Men's black 
round beed 
rosary, hond en- 
graved cross and 
center with 
pegged drooping 
heed corpus, gift 
packeged in 
genuine leather 
cove 


876/84 $18.75 
Genuine Rock 
Crystal, hand en- 
graved cross ond 
center, pegged 
drooping heed 
corpus. 


R76C /87 $24.75 
Genuine Rock Crystal, 
each bead sterling fila- 
gree capped, hond en- 
graved cross and 
center, pegged droop- 
ing heed corpus. 


4 - 


gee 


a 
>| 


ae 


w 


R33/88 ........ $15.00 
Sterling hand en- 
graved cross and 
center, pegged droop- 
ing head corpus, cor- 
rugated beads. 


R500 /31 $8.00 
Sterling plain round 
beods, hand engroved 


crows ond center. 


8376/20 $10.75 
Full tin cut beods, 
hand engroved cross 
and center 


R315/74 $8.55 


Sterling corrugated 
beads, hand engraved 


crous and center. 


R400 /29 $6.35 
Sterling plain round 
beads, hand engraved 


cross ond center. 


2316/8 $9.80 
Genuine Mother of 
Pearl, hand engraved 
cross and center, 


R374/34 $7.45 
Fire polished beads 
available in crystal 
and assorted colors, 
enameled cross ond 
center 


Rn4e/i $5.45 
Child's rosary, sterling 
plain round beads, 
comes gift boxed in 
silver pleted metal 
cate. 





only 1% jewelers 


in 10" can get these watches 
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*Aa long as case is unopened, crystal intact 
(All prices ar retail, and include Ped. Tag 


CROTON NIVADA-GRENCHEN 
404 Fourth Avenue, New York 16, N. ¥ 


Please send me the following watches from the four preceding Croton Pages 


NAME AND PRICE QUAN NAME AND PRICE QUAN NAME AND PRICE 
AQUAMATIC ANCHOR......$59.50 SEAMAID .... $39.95 or $45.00 NURSINE 
AQUAMATIC SEAMAN..... $59.50 STARDUST $71.50 NUN’S WATCH 
AQUAMATIC SEA NYMPH FANTASY $110 AQUADATE 
$59.50 or $69.50 B1j0U $150 LANCELOT 
AQUAMATIC CHAMPION $69.50 DAISY $29.95 ALERT 
AQUAMATIC SWAN $69 50 EMPRESS $120 
SCORPION ooo cooccovonns....$39.95 


ORDER NOW 


Use this order biank 
for watches itiustrated 
on preceding pages 


| Send me promotional material 


CROTON 


NIVADA-GRENCHEN 


NAME 


STORE NAME 


Distributed by 


CROTON watch co. 
404 Fourth Ave., New York 16, N. Y. 


Fine watches since 1878. 


ADORESS 


ee 





OUR reputation for 


S far as your ¢ ustomer is concerned, your diamond 
rings are your creations and reflect the person- 
ality of your store. And when your diamond rings 

show that you are a style-leader, her eyes light up... 


word gets around. 


That's why original styling is such an important part 
of Kaspar & Esh thinking. Our every effort is con- 
centrated on creating that irresistible “something 
different”. . . whether it be a fancy ring or a traditional 
ring. And that’s what closes the sale... YOUR SALE! 


Since 1916 our reputation as style leaders has set the 
pace for the jewelry industry. Among fine jewelers, 
our trademark has become the sign of unsurpassed 
styling. The same creative effort is put into all our 


58 


STYLING becomes 





merchandise ... from the most popular priced rings 
to the more expensive! 


AND WHAT'S MORE... 


diamond rings especially designed to appeal to the 


we also feature exquisite 


local taste preferences of each section of the country. 


To see these unique, sales-stimulating quality lines 
CALL ON US — or phone — and we'll CALL ON 
YOU. 


@ MATCHED DIAMOND ENSEMBLES @ FANCY DIAMOND RINGS 

@ MEN'S DIAMOND RINGS @ DIAMOND EARRINGS 

@ ADD-A-LINK* FAMILY OF DIAMOND WATCH ATTACHMENTS, 
DIAMOND BRACELETS AND DIAMOND NECKLACES. 


THE JEWELERS’ CIRCULAR-KEYSTONE 








THE KASPAR & ESH PROFIT STORY 


Because we design every Kaspar & Esh creation our- 
selves, manufacture it every step of the way and are 
diamond importers from all important sources. . there 
are no in-between mark-ups. THEREFORE, you can 
sell Kaspar & Esh diamond rings at prices that are 
very attractive to your customers... and still realize 
a better-than-average profit for yourself. 


Visit our showrooms during the Conventions. 
NEW YORK AUGUST 26-30 
Waldorf Astoria, Suite 680-2 


PITTSBURGH, AUGUST 12-15 
William Penn Hotel 


KASPAR & B= 


MANUFACTURING JEWELERS . 


. DIAMOND IMPORTERS 


126 West 46th Street, New York 36, N. Y. Antwerp: 62 Rue de Pelican * Registered Trademark 


ror AuGustT, 1956 
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EXCLUSIVE DISTRIBUTORS OF 


RENO-LEPAUTE OSCILLOGRAF 


CADMAN-KIEFER 


EXPANDRO and EXPANDRO-FLEX 


ALL AVAILABLE IN R.G.P. AND STAINLESS STEEL 
EXPANDRO - LORD # 5018 QUALITIES 


#2116 | | ‘ 
#2016 | biiw a iy a 
NOT 7 oe ee iG fe ee fs ff 4 ] 
ILLUSTRATED Thy EULULULUL Ga ty 
CADMAN .- KIEFER 
EXPANDRO .- FLEX 


Remove baseplate. Take out or insert links 


Manutacturers and Distributors of 
Children's Jewelry, seamless wedding 
bands and Fine Jewelry 


For almost a quarter of a century. 


CADMAN MANUFACTURING COMPANY 
2038 N. TELEGRAPH ROAD TILLSONBURG 
DEARBORN 7, MICHIGAN <> ONTARIO, CANADA 


60 Tue JeweLers’ CrrcuLAR-KEYSTONE 








3 BIG POINTS FE 
FAVRE-LEUBA Suc 


When Favre-Leuba made its debut in the American 
watch field last Fall, its presentation was based on 2 


vital principles: 


(1) MONITORED DISTRIBUTION... 


We would select only the most reputable jewelers 
for authorized dealerships, barring our watches 
from discount houses, bootleggers and unethical 
elements. 


(2) RETAILER PROTECTION ... 


through an extraordinary plan of retailer-importer 
relationship without parallel in watch history... 


Now, many of our dealers recommend that we empha- 
size a THIRD POINT in our Platform... It is 


(3) SAFEGUARDED PROFITS... 
After a year of selling Favre-Leuba watches to 
their select patronage our retailers say: “We know 
we can build this line with full enthusiasm, assured 
of increased prestige, confident that every dollar 
of profit is safeguarded against the ravages of 
unfair competition.” 


Typical of Favre-Leuba quality... extremely thin, officially. 
certified Chronometer; 17 Jewel, temperature-adjusted 
movement; 18 Kt, Gold case; 18 Kt. Gold applied-figure 
dial, Retail (F.T A.) $250. If You are a Responsible Jeweler 
Favre-Leuba Invites Y our Inquiry 


Other Favre-Leuba “Temperature-Adjusted” Watches from $7150 





FAV RR a ” a a UJ B A Watch and Chronometer Co.. Inc 


665 FIFTH AVENUE, NEW YORK 22. N. Y 


i ‘ G REACHING MILLIONS OF WOMEN 


ON 2 
IS THE WORD FOR 


Deltah’s 7 Be 


TV FALL CAMPAIGN COAST TO COAST 


YOU'LL MAKE MORE SALES THAN EVER THIS FALL AND CHRISTMAS WITH 


MVLU | 


IN MAGNIFICENTLY SIMULATED PEARLS 


. wen 
Vill. 


12 NECKLACES AND 2 ENSEMBLES 


i retail for 13235 
| peice ples clear profit on these 
——" [2 FREE] BONUS ENSEMBLES $26° 


YOU GET 101 60 rat PROFIT 


ON ONLY *56.55 COST 











Remember — when you sell Deltah 
you sell the only line confined to 
jewelers — your generous profit is pro- 
tected — no department stores can 
compete with you! The necklaces and 
ensembles in Deltah's Riviera Fashion 
group are all styled, packaged and 
priced for jewelry store selling 


consult your wholesaler 
rerais For *13°° 


$4400 
reTais For *13 
NO COST TO YOU! HELLER TARA INC., 411 FIFTH AVE., NEW YORK 16, N. Y. NO COST TO YOU! 


TOP-RATED TV SHOWS OFFER YOU POWERFUL TIE-IN OPPORTUNITIES WHEN YOU SELL DELTAH! 


WARE-TV Butte : Dos Moines les Angeles KTLA-TV 8 Merfolk WVEC-TY Secremente WCCC-TV Superior wosm.-Tv 
weRow TV Chertette . Detrost . . WAVE-TVY Obleheme City WKY-TV Satt Lake KTVT.TV 8 «=—_- Syracuse WHEN-TV 
WLWA-TV Chattencege . Oulu : wHeo.Tv WOW-TV SenAntenieo WOALTV Tacome KTVW.-TV 
WEAL-TVY CGhienge . ti Pose ° wivi-tv WCAU-TV Toledo wsPo-Tv 
WARLTY Cincinnati terge . WIMITV Phoenix KVAR-TV Tulse KOTV-TV 
WAST.TV Glhevolend . hh Weyne WTCN. TV woQep.Tv Weshingten 0 C 
WiTV-TV 3 Cotemibws, Go. : ht Werth : . . omy Wheeing 
wel.tv Desthers . Grand Rapids . WiAa.-TV ; Wichita 
Buftute Ween-TY Genver KOA.-TV Herrieburg . : , Wercester 

- Youngstown 


os eS i 
oe fe 
ex me ; Fest 
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7 # — : 
' 3 an e Tai = aes oy 
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YESTERDAY'S “CARRIAGE TRADE” 
IS TODAY'S BACK-TO-SCHOOL BUSINESS 


Cash in on the Boom with Sheaffer 


Fill in your full line of Sheaffer writing equip- 
ment now, because Sheaffer can show you where 
the Big Money is this Fall. Here’s the clue that 
will get you a big slice of this melon: 


® Over 39 million students will go to school 
this year, the biggest school enrollment ever. 


® That means 39 million opportunities to sell a 
Sheaffer pen, pencil, ballpoint, or combina- 
tions of them. You can answer every student 
need with a Sheaffer! 


That is why Sheaffer is putting so much steam 
behind its big “‘Back-to-School” Promotion. 
Television, magazines, newspapers, point-of. 
purchase material —all are combined in a giant 
thrust to get more Sheaffer business for you. 


Remember—the Sheaffer line has ‘‘something 
for everyone,” a wide variety of styles covering 
every price level. It’s sure-fire! 


So stock up with Sheaffer now and share in the 
Big Business ahead! 


SHEAFFER S 


in Canada: Goderich, Ontario 


W. A. Sheatter Pen Company, Fort Madison, iowa, U.S.A in Australia: Melbourne + in Great Gritain: London 


ror AuGcusT, 1956 63 





WARNING!...WARNING!... WARNING!...WARNING!... WARNING! 


| WARN IN (G! Important Notice To: 


°MANUFACTURERS ... 











°DISTRIBUTORS 
°RETAILERS ... 


WE ARE THE OWNERS OF U. S. 
PATENT NUMBER 2,752,764 
UNDER WHICH THIS MAG. 
NETIC JEWELRY IS MANU. 
FACTURED. THE PATENT 
LAWS FORBID NOT ONLY THE 
MANUFACTURE BUT ALSO 
THE SALE OF INFRINGING 
IMITATIONS AND MAKE THE 
SELLER ALSO LIABLE FOR 
DAMAGES. 


























TO AVOID LITIGATION AND PAY. 
MENT OF DAMAGES, BEWARE OF 
INFRINGING IMITATIONS. 

U. S. PATENT NUMBER 2,752,764 AP.- 
PLIES TO ALL MAGNETIC INTER. 
CHANGEABLE JEWELRY MANUFAC. 
TURED BY LEDERER BROTHERS, IN. 
CLUDING NECKLACES, BRACELETS, 
BROOCHES, EARRINGS, CUFF LINKS 
AND TIE CLASPS. 








* LADY ELLEN * LORD ELLERY 
* MAGNETIC INTERCHANGEABLES 


LEDERER BROTHERS INC. 


| 21 MAIDEN LANE . NEW YORK 38, N. Y. 
| Distributed Dhrough Wholesalers Only 


| * Ric, ISTERED TRADE MARKS LEDERER BROS... ING 


on ' - oe : mance nares = . ae . errenm TENN 
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Sine proudly present affler years of rescarch ‘ 
" 
and development a gleu~ of thouble free releable | 
cleclie clocks thal operate wilhoul weres or corde. ‘ <7 wr ea et 
ae Cherr power from erdine yw A , 
CW A VbRerd Cattery clocks are are 


x indypendenl of elecluc cullels and 
MAY be placed wherever desred. 


HERITAGE: A handsome color combinotion of Ebony ond f/f — toe 
Goid. Well clock of jet black wood overlayed with oa | 
boroque, gold finished metal frame. Diameter: 9”. 


No. 2078E Endura NoKord battery movement..Retall $37.50 








* 
Ne. 2078 Fight dey key wind movement .......Retoll $30.00 = 
(TLITITIDIDI IOI IIIT, 
| 
| 


one genvine mahegeny cave. Height; 23°. y eT 
Ne. 20768 , 


en a ee ee Endura NoKord battery movement — 


Ne. 2076 Bight day key wind... 





ENDURA MARK IV: Graceful, original, functional —— Corved from @ block of solid ; . | | fg 
mahogony, hapd rubbed to @ mellow richness, Choice of Medium or Dark Finish. | w se e 
Height: 44%" Width: 6” Depth. 3%” po 


Ne. 2080 & Endure NoKord bottery movement............. vidscente . Retell $30.00 
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Two niall poe Benen yr versa iieved las a block of richly grained 
mahogany. 30-hour French alarm movements with assorted luminous dials. 
(A) MODERN: Dork or Medium Mohogeny. (6) FLAIR: Derk or Medium Mahogany. 
Height: 4° Width: 6° Depth: 2%" ag 5%" Width: 3%” _ Depth: 3% 
Ne. 2033 | Retall $9.95 














A sonntiaie new ides in small decorative alarms. 
design: Antiqued Gold; White & Gold; oo & Gold; Piola & Gold. Telnehoer 


French alarm movement, luminous dia = 
(A) MARTINE: Size: 4%" x 4%". (8) ARIANE: Size: 5%” « 4%” 


_, Retell $U.95° Me. 2068... ... 6 cccceen-, Mate 66.95 














exec! time each minvte. 
mete! cose available in 








ENDURA 
BAYARD 


Fine Clocks — incomparable values — Flee may 


expert craftsmanship j 








EARLY AMERICAN BANJO: Coreful replica of o 
favorite classic. Choice mohogany cose: Medium and 
Derk. Height: 22” 

_ Me, 2077 a 

: Mo. 2077 Endure NoKord betery movement | 
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SUZANNE: Delightfvily French! Boudoir Alarm, occented by a 

fiery circlet of gay aporkling rhinestones. Colors: Diamond, Seven jewel Lever Eight Dey Bayard movement. 
Ruby Red, Emerald Green, Sepphire Bive. Assorted Dials. | | Width: 34%," Depihs 2%” 

Diameter: 3% eee Retail $30.00 
No. 2082 french Alarm movement.............., Metall $9.95 
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14h DESK SET: A useful gift. A fine quality thirty-hour French 
i = siarm mounted on on attractive desk accessory. Height: 3%, ” 
mt Width: 6" Depth 34,” 

i OR ES ae errr re Retail $10.95 
iY 











Two exceptionally low priced chirty-hour 
French alarms, assorted dials. Styled for office 
: or home. , 


o a 
(A) CONCORDE: Size: 4%” x 3%”. — | 
DOO. FOP sn o's Vaan e 6 oWEss ve cendhens + +ase lee Ee . ya j By 
LOUVRE: Diometer 3%” | | 
Sk es 5 oo is ocd es FG te oc ees 
pie: ee ; 















Pat (A) SUITCASE: Replica of o real cvitcase. Top- 

_ grain tan cowhide, saddle switched, Thinty-hour 
oe «(Glorm, Gize closed: 2%” iy 
2 es ed rpePeaes ‘4 , Retali & 9.956 ne ee eee ee ee 
wre ag Ne 107 = —s_ Same with 7 jewel movement, No. 106 Same with 7 jewel 
aren : : ’ # ’ Retail $14. 95 +e eee eee * 
Cert ; 





Rectangular 
Ae aR connor 


(8) No. 1988S Square 3”x3”..Retall $16.50 

















ENOURA We. 208: Sturdy, relicble trovel olorm In gonul 
leather cose. Now ovallable with especially ettractive die 
Thirty-hewr clear bell alerm, Colors: Ten, Green, Red, Pigek 


ek 


ey 
44) 





Ee 


abe ere ere 








Fi e y * Z 
ae ) 
A i | 
+ < ee a 
| a. j 7 a 

ae j 

Ee i « 

ee i 








More popular than ever! Fashion watches in full color, 
Choice of matching exponsion bend or matching swede 
strap. Wide variety of colors. 

No. 2318 BOWKNOT Of emess 

With fashion expansion bend.. 


With fine suede strap 


COSMOPOLITAN: Super- 
thin modern styling. Gold- 
tone woter wotch, silver or 
black dial. Fine leather strap. 


Neo. 256... Retail $11.95 





FIESTA: Another choice style 
from our wide selection of fash- 
ion watches. Colors: Red, Bive, 
Green, Back. 

No. 2721 With fine sede 

strap ............... detall $11.95 


Me. 2218 With fashion 
expansion band. Retail $14.50 


COMMANDER: Handsome 
gold-tone dress wotch, silver 
or black sunray diel. Leother 
strap. 


Ne. 251. _Retalt $9.95 





F 


CAPTAIN: Sturdy, practical. Chrome 
cose, bieck o silver radium dial. 
Mo. 252 Genuine leother strap, 

Mo, 2528 With stciniess steel 
expension bend ............... Retell $9.95 





CONTINENTAL: Triangular ends 
complement this very thin gold-tone 
cose, silver or block diel, genvine 
leather bond. 


Ne. 264.................. Metall $10.95 


SILMOQUETTE: Simple, sophisticated 

and slender. Sleek gold-tone case. io 
sion band, Silver or block rodium dial 
ond sweep second. 


No. 262 


MERMAID: Ladies version of the Com- 
modore. Smoller than ever. 


Me, 255 Leather strap... Retail $12.95 


Stainiess stee! exponsion, Retail $13.95 





only line offering... 


A COMPLETE 
PACKAGE 








Famous for its tradition — outstanding 
for the most comprehensive program 
ever offered the retail jeweler. A pro- 
gram that spells bigger profits for your 
diamond department. Are you taking 
advantage? Franchises available in se- 
lected areas. Your inquiry welcomed, 


wom MANUFACTURING COMPANY 
1940 McGRAW AVENUE « DETROIT 8, MICHIGAN 


ror AUGUST, 1956 





Mido again leads the big swing 


to self-winding watches... 


WITH A FULL PAGE IN 


plus 
big space ads in 


Last Spring, Mido’s startling advertising theme: 
“DO YOU STILL WIND YOUR WATCH?’’, exploded on 
the jewelry trade and became the big watch news of 
1956. Here was a new kind of selling slant that made 
plenty of sense...and what's more important, 
plenty of watch sales! 


This Fall, Mido is going all-out to make the self- 
winding watch the biggest watch in your store... 
and Mido the biggest name in self-winding watches. 


And, apart from your regular Christmas gift business, 
Mido is selling your customers on the idea of replacing 
their outdated watches with one they never have 
to wind, 


A whole new market in ladies’ watches! 
“Mido Miniatures’’—smaller than a dime—have at 
last brought high fashion to the ladies’ self-winding 
Mido’s amazingly efficient self- 
winding movement —has made possible the world’s 
tiniest automatics. Including a full range of gold 
bracelet and diamond models. 


watch. Powerwind 


"As lone a4 Case, CF ¥Slail anid crown i¢main iniact 


es 


Naveed 


The Saturday Ewe ning 


POS! 


Remember... Mido makes only self-winding watches; 
therefore, Mido offers the greatest variety of styles 
... by far! For men and women. 


From now on, you'll see a rapidly growing demand 
for the kind of worry-free watch that only Mido 
makes so well: self-winding, waterproof*, anti-mag- 
netic, shock-protected, guaranteed unbreakable 
mainspring. 


Now is the time to modernize your watch promotions 
by featuring Mido, most modern of all watches... 
the watch you never have to wind. 


Every Mido is price protected! 

$ 59.75 to $ 500 
$ 79.50 to $ 225 
$195.00 to $1000 
$150.00 to $ 350 


Men’s watches 
Ladies’ watches 
Diamond models 
Gold bracelet models 


| ial en are vela n¢tiuvdingd Pedera Tax 








Write for the new 24 page Mido catalog 


Mido Watch Company of America, Inc., 
580 Fifth Ave., New York 36, N. Y. 
In Canada: 410 St. Peter St., Montreal! 


with powering ¥ 


THIS YEAR —MORE THAN EVER—MIDO MEANS BUSINESS FOR JEWELERS EVERYWHERE 
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FREE SELLING HELPS! 


Newspaper mal service... new brochures 


counter and window displays . . . motion 


display new animated I-minule TV 
and theatre film. Write Mido today 
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SARKIN PUTS YOU IN THE DRIVER'S SEAT 


SARKIN puts the motion into promotion with tested, sales- /|~ 
proven diamond ring profit bonanzas. . . all based on one ) 
idea .. . bringing many customers into your store! , 






r 























PROVEN! 


SARKIN’S “KIN-LOCK” DIAMOND ENGAGEMENT 
AND WEDDING RING SETS PROMOTION ... one of 
America’s best selling lines in 3 hard-hitting, low- 





SARKIN has come up with a tested, traffic-building 
promotion that already has broken sales-records for 
several retail jewelers in a limited initial trial... 


priced packaged promotions! ing a NATIONALLY ADVERTISED, FAMOUS BRAND 
8 rings (illustrated) YOUR COST... $199.50 rari 

ig Res ee Paar YOUR COST $102.50 

eee Belg. sso YOUR COST $399.50 


SENSATIONAL! 


SARKIN’S “TRU-SO” WEDDING BAND TRADE-IN 
PROMOTION ...the most successful diamond wed- 
ding ring promotion ever offered... starting at 


$59.50 — retail! 


PLUS! 


SARKIN’S “TRU-SO” EMERALD CUT DIAMONDS... 
the largest selection of moderately priced, emerald 





ML 208) — $49.50 RETAIN Mi 2082 — $59.50 RETAIL Mi 2083 $79.50 RETAN 
YOUR COST —- $14.50 YOUR COST ~~ $17.50 YOUR COST — $24.00 







cut diamond rings in the country ... starting at 


$60 Cost 











=. _ a 
Mi 2085 — $89.50 RETA Mi 27084 — $69 50 RtTAn 
YOUR COST — $27.50 yOuR (OST ~~ $27.50 









and a complete line of 


DIAMOND WEDDING BANDS DIAMOND DINNER RINGS LINDE STAR RINGS 
MEN'S DIAMOND RINGS BIRTHSTONE RINGS BABY DIAMOND RINGS 























Rings Enlarged To Show Detail 


. te SARKIN AT THE SHOW NEW YORK: ARNJA, Booth 42 GRAND BALLROOM, WALDORF ASTORIA, August 26-30 
DALLAS: DALLAS SHOW, Room 1003, ADOLPHUS HOTEL, Sept, 2-6 


Leading Ring Stylists Since 19272 
INC 17 West 47th Street, New York, N. Y 
. 





Sales-smart new 


Backed by biggest full-color ad campaign, 











2H106 — KEYNOTE — $5.98* 
| Hongs on wall or stands on shelf. 
2H108 — TAC-TOE (No tick) — $6.98 * Pink, yellow, red, white. 
Kitchen clock. Wall-hugging design. 
Pink, turquoise, yellow or red. 


7H234-. — HARLEQUIN — $6.98 * 
Gracetul alarm. Color-styled in beige, 
blue or Living rose. Luminous. 





74242 — ETCHING — $9.98* 
Elegant leather-bound alarm in 
London tan and polished cordovan. 


7H237.— GRAPH — $12.95" 
Distinctive alarm with gold-plated bezel. 
Raised numerals. 


7H220 — STARTER — $3.98" 
Popular aiarm now 

in dove-gray case. 

(Luminous $1 more.) 


2H107 — SYMMETRY — $7.96 * 2H60 — CONTRAST — $12.95* 
Decorator-styled. Sunburst dial. In red, white, yellow, brown. Large graceful black scrolls of heavy wrought iron. 
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-E Telechron clocks 


greatest display and promotion programs 








2H104 — KITCHEN-MATE — $4.50* 
Floating” numerals, white with red, 
turquoise, yellow or pink. 





7H241-L — SNOOZ-ALARM — $6.98 * 2H59 — WALLWOOD — $9.96 * 
Wakes you, lets you snooze, Tailored wall clock in natural wood. 
wakes you again! Luminous. Black, chrome, or brass numerals. 








8569 — VIDEOCLOCK — $14.95* 
7H239-. — THE DESIGNER — $17.95* Timer clock turns TV and radio sets 


Gold-plated bezel. Raised numerals. Alarm. Luminous. on and off automaticolly! 


Reader's Digest —3 full pages, full color, October, November, December. 
Sunday Supplements —4 full-color ads starting in September in major cities coast to coast. 


Check this terrific ad and promotion backing for 
r § G-E Telechron electric clocks: 
€ ee 





The Saturday Evening Post—full-color double spread. 
Great new point-of-sale displays. Hard-hitting promotion programs for you. 
I?’ ll pay—call your distributor salesman today! 


GENERAL @® ELECTRIC 


*Manut acturer § fecommended feta ot f aw Trade 

pret plus spplcabie tases. Prices end specs- 

fc ators su®ject lo change without note Clock 

and Timer Oept., Generet Ciectric Company, Se 
Astiand. Mass 
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BiG YEAR 


of the GOLD FILLED 


National Advertising Campaign 
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again for the year 


LIFE MAGAZINE 


Once more the millions of readers of LIFE 
magazine will read about Gold Filled in a 
year-long series of ads. 





again for the year 


TELEVISION 


Once more Gold Filled will be seen on 
Television, through participation — tie-ins 
with fashion and personalities. 





again for the year 


Gold Filled jewelry will be fashion-featured 

in national news-reels and fashion films plus 
wide showings of the “Gold Filled Story” to 
clubs, schools, and other groups. 





COOK, DUNBAR, SMITH CO. « E.N. COOK PLATE CO. + GENERAL PLATE DIVISION - 


GOLD FILLED MANUFACTURERS ASSOCIATION, ATTLESGORO, MASS. 
METALS AND CONTROLS + HORTON ANGELL CO. + IMPROVED SEAMLESS WIRE CO. 











again for the second year 


SATURDAY EVENING POST 


Again this year the additional millions of Saturday 
Evening Post readers will see Gold Filled ad- 
vertising during the heart of the Christmas 

buying season. 





AND—FOR THE FIRST YEAR 


A series of field-tested counter-displays and other 
point-of-purchase aids will be introduced in 
selected areas. 





EVERY YEAR 
MORE PEOPLE BUY 
MORE GOLD FILLED 


-seee+- ARE VOU GETTING 
YOUR SHARE? 








LEACH & GARNER CO. + DE. MAKEPEACE DIVISION — UNION PLATE & WIRE CO «1 STERN OO. INC. « STANDARD METALS CORP. +A. 1. WALL CO. + 4. A. WILSON CO. INC. 





ror AvucustT, 1966 








> tg watch-moking otal It’s difficult to be- 
e Rada aijeich s< boouliy styled .. . so 

ee technically perfect . . . could be so low in 
bbs 4 pr : shed is really a dream come true. THE 





MEDAWNA, the leading low- 
priced watch since 1888, offers 
the newest technological ad- 
vancements to the watch-making 
industry, encompassing many ex- 
clusive features found only in 
higher-priced watches 


MEDANA |S PREFERRED 
BY WATCHMAKERS THE 
WORLD-OVER BECAUSE 


MEDAWNA has independent 
mainspring, balance and pal- 


let bridges 


MEDANA has fully inter 
changeable parts, easy to fit 
and quickly replaced 


MEDANA has a strong move- 
ment body made of brass, 
thermically-treated to prevent 
tensions while wearing the 
watch 

MEDANA has escopements 
with double-roller and rolier 
jewel with regular riveted bal. 
ance staff in bolonce wheel 
MEDAWNA has special two 
piece regulator and in-beat 
adjuster 


* « « and many more 
exclusive features 


e-year P wether . ee 


MEDANA=A PRODUCT OF THE ROAMER WATCH C 
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ol rucle of the p huentiolh Contury 





racitron $1095 to § pi sos tn 


Among the many exciting 
Medana watch fashions are 




































®@ Glamorous ladies’ bracelet watches 
“Avrora Borealis 
"Black “Diamonds 
*Two-toned “Jewels” 


*Pearl and rhinestone 
combinations 


"and many, mony more 


®@ Woafler-thin men's dress watches 
*Golden-tone cases 
"White cases with contrasting dials 
"Round effects 


“Shaped effects 


© Highly styled water-resis! watches for 


menand women 
@ imported thin sports watches 


® Engmeled petite ladies’ sports 
watches 


® New, small ladies’ rope watches 


® Novelty watches 
“Lapel watches 
*Dise watches 


*Coin effect bracelet watches 


@® Link bracelet watches 


ah 


cont, ©® @ © A complete line of watch fash 











if hig ie “a ing oe er na-c ) ions for every occasion, every wardrobe 
oS oe Rie Seen Se pe erfect” look for We want to thank our thousands of 
Set Osi0n weor + Medana dealers for their inspiration in 
. $14.95 retail helping us to create this outstanding 


Medana line 
Our sales force has now been increased 
10 22 top menrepresenting Medana trom 
coast fo coast 





Be te t.. be wlnaciadll ,%* ri A htc ee ee ee Se pd 1e b 


[cule Aisenstein € Bros.., a 16 net er: _ New York 16, N. Y. 
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JEWELERS ACC 


60 EAST seri 


EPTAN 


STREET . 


Executives, Mr. William J. Botte 


or Mr. Lewis R. Eis 
UNCtions of our BALANCED FINANC] ‘ 


ner will gladly explain the 
NG PLAN 


We have arran 


to discuss indiv 
EXPANSION OF 


idual financial 


YOUR CREDIT 


show you as 


BALANCED 


it has shown 


FINANCING 
!. EXPAND THEIR SALES VOLUME, 


2. DISCOUNT THEIR TRADE OBLIG 


ATIONS, 
3. ADD SEMI-PERMANENT WORKING CAPITAL To THEIR 
BUSINESS, 


4. ACQUIRE NEW STORE UNITS, 


AT NEW YORK 


CRANE SUITE 4U2 WALDORF.ASTORIA 
AUGUST 26-30, 


1956 


A E 





_ The new 


* Full View” 


mountings 
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Typical of Tessler & Weiss is its ability to anticipate 
the needs of the market — to design new mountings 
with features and styling that assure sales success at 
the diamond counter. That is one reason why leading 
wholesalers have learned to depend as much upon 
the TIMING of the Tessier & Weiss line as upon the 


high quality of its product. 


Your wholesaler and only your 


wholesaler can offer you... 


Tessler & Weiss mountings! 


























Tessler & Weiss inc. 


2389 Vaux Hall Road, Union, New Jersey 
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Operation Cherub is zooming to- 
ward new record. More advertisers, 
distributors, jewelers are planning to 
tie in. Operation Cherub in Decem- 
ber first issue of The Saturday 
Evening Post to be sales story of '56. 


Our Cherub is still heading skyward. By next 
Christmas, he'll look like a comet. So hitch your 
wagon to this star, and now’s the time to do it. Here's 
how to take advantage of this exclusive Saturday 
Evening Post promotion! 

if you are a national advertiser, join the others 
who have already reserved space in the special 
Jewelry Section of the December 1 Post. 

if you are a wholesale distributor, make sure 
jewelers are getting every bit of information about 
1956 Operation Cherub. 


if you are a jeweler, it’s time to order your spe- 
cial participation kit. Orders for them have been 
coming in since February. 

Operation Cherub in the Post will reach mil- 
lions and millions of high-income families in the 
Christmas buying mood .. . families that have full 
confidence in the Post and its advertisers. Make 
Cherub your sales success story of the year! 

Act now. Write Jewelry Industry Council, 608 
Fifth Ave., N. Y. 20, N. Y., for full participation 
story as retailer, wholesaler or manufacturer. For 
complete details on national advertising, write 
to Jesse Ballew, Retail Merchandising Division, 
The Saturday Evening Post, Philadelphia 5, Penna. 


m—-gets to the 
heart of America 





For AuGuUsT, 1956 
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“are these real diamonds?” 


; 
. aa 7 
; 


From trade and public alike this question is often 
asked when Otis jewelry is first seen. Each exquisite 
item, with the Austrian crystals set in sterling, has 
the atmosphere of “authenticity” — and appeals to 
every one of discriminative taste. 


/ 


~ 


Many fine stores sell Otis jewelry AAL*h BL profitably 
section apart, where the $10 to $75 
tale 


often in a 


price tag seems reasonable for the beauty 


craftsmanship provided 


The new flexible bracelets 
necklaces. brooches earrings 
and watch attachments will be 


first shown at Booth 64 in the 


Sy . 
“Sls am aysses 


vRellelelai and in your store 


v 


upon request 
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9346 GARNET STREET © PROVIDENCE, 8. Ll New York Office 366 FIFTH AVE. 
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SEASONED TRAVELER... for the man or women 
on the “go” 30-HOUR, 7-JEWEL ALARM. 


Handsome genuine leather covered case; accurate 
precision movement. Novel dial design; raised gilt 
figures; luminous hands, hour dots. Specify colors 


pig, blue, brown, red, or green. 3'4x2 4x14" 
756 Retail $9.95 


“ROYAL CONVERTIBLE” 


vses 
choice of moderns, styled for sophisticotes 


time—slides dosed to 3'%Asn2%x! ‘A 
to 5%" 


practical for many 


30-HOUR, 7-JEWEL ALARM. Prized 
Raised 


gilt figures, luminous hands and hour dots. Precision 
pulls open 


wide. Gilt shields for initial (not shown) 


TIME IN A “HAT-BOX" . that’s going ploces 
fashionably and accurately 30-HOUR ALARM. 
Smooth genuine leather covered case with strap 
carry enhanced by gleaming gilt trim. Raised gilt 
figures; luminous hands, hour indicators. Specify col 
ors: red, tan, green, or blue. 3'4n3n!'/A 


120 Retail $12.95 


Lt) in @ mirror-polished bright gilt finish case 
766 


in tortoise enamel finish with choice of two colors 


ispecify): brown or green 


764 


Retail $21.50 


Retail $21.50 


FOR HAPPIER MOMENTS 


oy ° Pe a + 


° 


a 


a 3 


kirsis 
“'’ 


TRAVEL COMPANION a full week of accurate 
time-keeping 8-DAY, 7-JEWEL ALARM. A 
single key winds time and alarm. Luaurious genuine 
Raised gilt figures, faceted raised 


leather cose 
Specify 


hour indicators; luminous honds, hour dots 
pig, red, blue, or brown, 3'/an3%an! 4 
Retall $15.95 


colors 


79 


GAY AWAKENER you ll hear a gentle musicol 
tune, delightful and cheery 30-HOUR, 7-JEWEL 
MUSICAL ALARM. Exquisite gold-like gill case 
with smart, colorful grille motif, Raised gilt figures 
luminous hands, hour indicators. 4n3'/an! “% 


748 Retall $186.95 


30-HOUR, ONE.JEWEL ALARM 


proven, 


“FOLDS-UP" FOR THE GETAWAY 

slips into genuine leather, mottied 
‘Anish case 30-HOUR DESK/ 
TRAVEL ALARM. Bright gilt finish, 
adjustable ring eosel. Gilt figures, 
luminous honds, hour dots. Choice 
maroon, green, tan, hrown. 2%" dia 


423 Retail $9.95 


BRILLIANT RHINESTONES for her 
boudoir time 30-HOUR, 7-JEWEL 
ALARM. Gill case has adjustable easel, 
tucks awoy in block fabric envelope 
case. Raised gilt figures; luminous 
hands, hour dots. Choice: aqua, rose, 
or crystal. 2'/2"2 %x' 


729 Retail $15.95 


time-tested, compact 30-HOUR 
ALARM in petite, genuine leather case, 
with gleaming gilt trim. Dial features 
raised gilt figures, hour indicators; lum 
inous hands, hour dots. Specify choice 
red, pig, brown, or blve. 342 %n! A” 

130 Retail $7.95 





New “wide-look’ genyine leather case 
Luminous figures, hands. Specify pig, 
green, red, blue, tan, or brown. 3 Yen 
TAnlinh” 

12 Retoll $5.95 
(As above, saquere). 3'4n3n1%" 

11 Retoll $5.95 








TWO BEAUTIFUL WALL CLOCKS 
_. inspired designs . 8-DAY, 7- 
JEWEL. Gilt hands, raised gilt figures 
and hour indicotors. Novel pull cord 
wind for convenience 
LEAF MOTIF .. diometer!5", dial 7° 
7871 Retail $39.95 
SUNBURST MOTIF. dia. | 5", dial 7° 
Raised gilt roman figures, indicators 


7874 Retail $42.50 


AWE Y 


i alata 











FASHION FOR THE HOURS at the desk or in GLAMOROUS “CUTIE” gracing her boudoir MELLOW TONES..DAY IN, DAY OUT 
ideal for travel, too! 30-HOUR, 7-JEWEL and half hour 8-DAY, 4-JEWEL 


accurate! ALARM. Gilt figures; luminous hands, dots. 3*\cx Brilliant, modern styling for men or women, for home or 


he bovdow, richly designed 8.DAY, 7 
JEWEL ALARM Decorative agaiwvly 


om fieh gilt cose. Curved carysta ravued gill 14 


eei/) open 
figures hour mdiceters,. tuminmouws honds. hour Gots 737 
iY 738 brown of green tortoise enamel finish San l'% 


Mad Van! 
yes Retail $16.95 or »et-block (specify choice) $19.95 7e4 


Ceneult yeur whelesaler. Caoteleg on request 
SEMCA CLOCK CO., INC. Menvufecturers of Phinney-Wealker clocks since 1915, 30 irving Place, New York 3, N.Y 


Cenediean effice: Semee Cleck & Watch Company, Lid., 103 Richmend Street Best, Teorente |, Canada 


Rich gold-like gilt finish. Retail $18.95 like @ jewel Raised gilt figures and hour indicators 


A VISION IN TIME atop 
the TV, on the desk, in the 
boudoir 8-DAY, 7-JEWEL 
ALARM. Exavisitely shaped, 
footed, gilt-trimmed, trans- 
parent! Luminous tipped hands 
and dots, raised gilt hour 
indicators, figures on clear 
dial. 7%x6'Anl'A’ 

Retail $39.95 





STRIKE CLOCK 


office Satin finish gilt case with polished gilt trim; sparkles 


7 Van 


Retail $37.50 


ema ( hock f rs) 


See SEMCA and PHINNEY-WALKER clocks at the ANRJA Convention in New York August 26th to 30th. Empire Room, Space E-17-£18, Waldorf-Astoria 


Prices Subject to 107%, Federal Excise Tax. West Coast Prices Slightly Higher 











strikes the hour 












There has been much 
discussion on the long- 
negotiated proposal to 
consolidate the two na- 
tional retail jewelers 
associations. 


The involved question 
came to a dramatic end on 
the evening of July 31, 
with an announcement by 
H. A. Goldberg, president 
of the National Jeweler's 
Association, which he 
made during the banquet 
of that association's con- 
vention in Chicago. Ac- 
tually Mr. Goldberg did 
not make the announcement 
but--demonstrating the 
wholehearted approval of 
the respective boards of 
the two associat ions--he 
introduced Oscar Kind, Jr., 
preisdent of the ANRJA 
and requested the undiv- 
ided attention of every- 
one in attendance so thet 
all might get the full 
significance of the impor- 
tant announcement to be 
made by Mr. Kind. 


With dramatic simpli- 
city Mr. Kind read the 
announcement which is re- 
produced at the right. 
After reading the release 
he concluded with a simple 
statement which predicted 
that this dramatic moment 
would be looked back upon 
as the turning point where 
the retail jewelry busi- 
ness of America would take 
on its proper position in 
relation to all other 
American industries. 


Because of the fact 
that each of the assoc- 


ANRJA and NJA to Combine as 
“Retail Jewelers of America” 








Oscar Kind, Jr., president of the ANRJA and H. A. Goldberg, 
president of NJA, who made the dramatic announcement of the 
combining of the two national organizations on July 3ist. 
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Having been empowered by the respective 
Boards to effect a merger -- the members of 
The Coordinating Committee of the American 
National Retail Jewelers Association and the 
National Jewelers Association met in Chicago 
on July 28 and July 31, 1956. 


A formula has been adopted for the com- 
plete consolidation of the National Jewelers 
Association and the American National Retail 
Jewelers Association into a unified organiza- 
tion to be known as RETAIL JEWELERS OF AMERICA. 


Details will be presented to the full 
memberships of both the American National Re- 
tail Jewelers Association and the National 
Jewelers Association for their approval as 
soon as practicable. 


It is agreed that the presidents of each 
of the existing associations will immediately 
appoint a joint show committee for the purpose 
of studying future trade shows. For the year 
of 1957, two trade shows will be held, one in 
Chicago and one in New York. 


This action has been approved unanimously 
by the undersigned members of the Coordinating 
Committee: 
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lations have in the past 
conducted their own trade 
show--the ANRJA in New 
York and the NJA in Chi- 
cago, @ significant para- 
graph in the announcement 
was that there would be a 
committee appointed by 
the presidents of each of 
the presently existing 
associations for the pur- 
pose of studying future 
trade shows. For next 
year (1957), the intention 
was announced to have two 
trade shows as there have 
been recently, one in 
Chicago, and one in New 
York. 


The coordinating com- 
mittee (which was created 
by the two associations 
two years ago to study the 
possibility of effecting a 
merger) was the one which 
made the announcement. 

The extent of this com- 
mittee's power and author- 
igation in arriving at 
these decisions is evident 
from the first words in 
the release, "Having been 
empowered by the respec- 
tive boards to effect a 
merger--" 

Details will of course 
be presented to the member- 
ships of the associations 
for their approval, as the 
release says, "as soon as 
practicable". There is no 
reason to suspect that this 
approval will not be forth- 
coming. 

And so it appears that 
the retail jewelry trade 
which for the past 30 
years has been represented 
by two associations (one 
presumably cash jewelers, 
and the other presumably 
credit jewelers) will now 
be able to present for the 
political, economic and 
social benefits of the in- 
dustry at large, one or~- 
ganization with the com- 
bined strength of the pre- 
vious two. 


Jewelry Industry May Soon Get Consolidated Set of 
FTC Rules Jewelers Vigilance Committee Says 


The Federal Trade 

Commission is preparifig 

a unified set of rules 
for trade practices with- 
in the jewelry industry 
as a result of discus- 
sions arrange by the Jew- 
elers Vigilance Committee. 


A report issued by the 
Vigilance Committee says 
that the FIC will have 
"Proposed Trade Practice 
Rules for the Jewelry In- 
dustry" ready for consid- 
eration of the entire in- 
dustry early in the fall. 


At the present time 
there are in effect five 
sets of Trade Practice 
Rules which have been 
promulgated by the Fed- 
eral Trade Commission re- 
lating to the jewelry in- 
dustry, entitled, "Educa- 
tional Jewelry Industry", 
“Wholesale Jewelry Indus- 
try", "Catalog Jewelry 
and Giftware Industry", 


"Pearl, Cultured Pearl 
and Imitation Pearl In- 
dustry" and "Diamond In- 
dustry". 


The Commission also 
has under consideration 
Proposed Rules for the 
Low and Medium Priced Jew- 
elry Industry and Rules 
concerning the Use of the 
Term "Karat Gold", etc. 


At a mumber of con- 
ferences, the Jewelers 
Vigilance Committee and 
the Federal Trade Com- 
mission have discussed 
the fact that a great 
deal of confusion and 
misunderstanding could be 
avoided in connection 
with these Trade Practice 
Rules if they were com- 
bined into a single set 
of rules, but not to in- 
clude watches, watch 
cases and watch attach- 
ments. 








LOOK FOR COMPLETE REPORT OF NJA CONVENTION 
IN SEPTEMBER JEWELERS’ CIRCULAR-KEYSTONE 


A detailed report of the activities in 
connection with the National Jewelers Assoc- 
lation convention held in Chicago July 29th to 
August 2nd will appear in the September issue 
of Jewelers’ Circular-Keystone. 

Several meetings in which retailers 
participated by raising questions from the 
floor produced answers to many trade problems. 
Full coverage of these meetings will appear . 











A GOLD RUBY GLASS decorated in gold 


390 
315 
310 
412 


The Radiance of a Rare Jewel... This exquisite 
Danish import was made to the design of Frederic D. Farrell 
... specifically for the taste of the American hostess. Its pheasant 270 


190 


160 
creates a look of priceless rarity...a look that every woman 416 


pattern, flawlessly executed in gold on the jewel-like ruby ground, 


has longed to bring to her table setting 417 


by 


CORCORAN 


AVAILABLE SIZES: 


Description 
Plate. 


Plate 
Pilate 
Plate 
Tray 
Bow! 
lray 


Pilate 


square 16” $17 
round — 15” 
square. 12" 
round 12" 
9” x 16” 

10” 

4*/o* x 7%" 


“ound 6% 


lwo-part relish—9* x 13'/2" . 13 


Retail Price 


50 
50 
50 
50 
50 


50 


Three-part relish—-9” x 16” . 16.! 


And Count on Corcoran for: ¢ Reliable in-stock service ©¢ Prompt deliveries © No packing or cartage charge «100% profit for 


D. STANLEY CORCORAN, INC + 7 West 30th Street * New York 1, N. Y. 

















CRYSTALWARE OF RARE CHARM... 


GOLDEN SPIRELLA 


CLEAR CRYSTAL WITH GOLD DESIGN 


The effect of sunlight glistening on clear water... 
that is the look of Spirella, gracious accent to a well-planned service. 


An exceptional example of matchless Danish art 


AVAILABLE SIZES: 
Retail Price 


$4.75 


Description Retail Price No. Description Retail Price . Description 


Plate, square—16” . $11.50 240 Plate, round—9'%2" . $4.75 Bow!—9” . 
Piate, square—12” . . 7.50 160 Plate round—6%" . . 2.25 Bowl, scallop--9”. . . 6.50 


Plate, square—7'42" . . 4.25 330 Tray—5%"x134%" . . 5.25 Ashtray, square—4}/” 2.25 

Plate, round--16" . . .10.00 306 Tray—5%"x12" . . . 4.25 85 Ashtray, square—3%”" . 1.45 

Plate, round--12” . . . 6.75 ODD Tray—542”" x9” .. . 3.25 80 Ashtray, round—3%"”. . 1.35 
190 Tray—442" x 7%". . . 3.26 


D. STANLEY CORCORAN, INC «+ 7 West 30th Street * New York 1, N. Y. 












THE NEW RONSON LIGHTER AND 
ACCESSORIES PLANT 


... the most modern and efficient in the world; at Delaware Water Gap, Pa. 





The Ronson Corporation announces—the largest lighter manufacture of Ronson’s world famous automatic 
. i production and research center in the world! It will pocket and table lighters, Ronson’s successful new 
house all lighter and lighter accessory facilities unde “Windlite” Lighter, and Ronsonol Lighter Fuel and 
one roof to meet the challenge of increased demand! Ronson Flints. The new manufacturing facilities will 
. The new plant —a one-story, 110,000-square foot strue- make possible greater ethciency in the production of 
ture on a OO acre site— will provide facilities for ihe the fine Ronson products of today for tomorrow! 





Maker of the world’s greatest lighters and electric shavers 
- a 


RORSON CORP REWARE FP. BS, 
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Are you making easier diamond 
sales with Artcarved’s PVP? 





iricarved’s Permanent Value Plan ts espe ially de- ring for a larger Artearved diamond at any of the 


signed tf help you sell fricarved diamond rifige It's thousands ol 


fricarved jewelers throughout the 
nationwide, nationally advertised and backed by 


1! S.A. They'll receive full current retail value, as 
the reputation of one of Ameri a's oldest and larg- explained in the guarantee. ..at any time. J. R. Wood 
est ring manulfacturers. It's the most convincing will replace the old ring for you with a new Artcarved 
proof of diamond value ever offered, Now you can ring of the same value at no charge. Ask yout 


guarantee your Customers the right to ex hange their Artcarved representative, or W rite us for details. 


Visit us at the A.N.R.J. A. Convention, New York, at the Waldorf- Astoria Hotel, Suite 915-17-19 
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tell how Artcarveds 


Value Pian 














sales easier and faster! 


Letters like these—and hundreds more in our files——tell why fricarved 's 


PVP has proved to be so successful! It makes first-time diamond ring 


sales easier and it builds customer confidence. because here is prool with 


oul question of the value of every Artcarved diamond ring. It expands 


jewelers’ markets to “budget buyers,” because it lets customers buy the 


Artearved ring they can aflord today—and exchange it for a larger one 


later. regardless of where they mav live in the future. It eliminates com- 


petition, lor no independent retail jeweler anywhere—can ofler the con- 


hdence 


THIS FALL CUSTOMERS 

WILL SEE MORE ARTCARVED 
PVP ADVERTISING THAN 
EVER BEFORE! MAKE THIS 
HARD-SELLING, CONVINCING 
PLAN WORK FOR YOU! 


J.R. WOOD & SONS, INC. 
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fricurved’s nationwide PV VP creates in the buver s mind. 
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216 FAST 457TH STREET. NEW Youk 17. N.Y. 
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SHARE IN OUR 
90TH ANNIVERSARY CELEBRATION 


Longines -W mtnauer's 90¢ch Risniversaty will be ccleetiled wick a 
demonstration of the leadership in fine watch manufacture to which 
Longines -W ittnauer owes its progress over the past nine decades. The 
Longines -Wittnauer 90th Anniversary Watches will set new stand- 
ards in style innovations, presentation and value. The Longines- 
Wittnauer advertising and merchandising campaign for Fall and 
Christmas, as for years past, will dominate the fine watch field. @ Share, 
with profit and prestige, in our 90th Anniversary Celebration. It will 
be a memorable celebration for every Longines -Wittnauer Jeweler. 
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ATIONAL MAGAZINE PUBLISHERS try 


to get retailers to incorporate in 


N 


their window displays those products 


advertised in their magazines. So, they 
offer the 
play material. Do their efforts work? 


much in way of tie-in dis- 
Very much, especially with jewelers. 

A recent survey of the situation by 
Life magazine showed the extent to 
which various types of retailers used 
magazine tie-in displays. Among jew- 
elers, 41 per cent took advantage of 
this form of merchandising. 

The score in other retailing fields 


was; grocery stores, 16 per cent; gen 
eral merchandise retailers, 35 per cent, 


and hardware retailers. 44 per cent. 


[' ONE OF YOUR CUSTOMERS has an 

extra $100.000 or so to spend, per- 
interest him in a 
wall for 
room, or perhaps for all the walls of 


haps you could 


mother-of-pear| his living- 


the master bedroom. 

You think not? Well, 
done. Witness, for example, the Fon- 
Hotel in Miami Beach. 
where guests entering the lobby are 
hedazzied by an entire wall of the 
opalescent shell, costing $150,000. 

Or, as the 


its been 


tainebleau 


Prince 


a footnote to 
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SPEAKING OF THE JEWELRY TRADE 


Kelly the 


ruler of Monaco some months ago had 


Kainier-Grace marriage 
“i mother-of-pear! powder room built 
in his palace, a little matter of 40 and 
75-foot walls, 

And if you want to tell your pros- 
pective mother-of-pearl wall customers 
who else took to it-—well, there's Guy 
Lombardo, who used it in his Long 
New York's Hotel 
Pierre, where it appears in the lobby, 
Skouras, the 


movie man, who brought the glittering 


Island restaurant: 


and Spyros wealthy 


material into his dining room, 





YY ankes INGENUITY: Gale Hunn of 
Winona, Wisconsin, was taking part 
in a local fishing contest recently when 
his wrist watch slipped off his arm and 
disappeared into the murky waters of 
the lake. 

It was too cold to jump in alter it, 
the water was too deep and too dark 
see the watch, hire 
someone to retrieve it would be quite 


to even and to 


expensive. All in all, it presented quite 
a problem, 

But Hunn was equal to the challenge. 
He small magnet from 
another fisherman, attached it to the 


borrowed il 


end of his line and lowered it at the 
spot where the watch sank from sight, 

After a good many discouraging at 
tempts, Hunn’s technique worked: the 
magnet struck the watch and gripped 
it tightly. Hunn gently pulled up the 
few seconds later, the 


line—and a 


watch was safely in his pocket. 


(re IN ‘TEXAS: 


Club, reputedly one of the moet 


Houston s Tejas 


exclusive in town. has a number of 


ways of proving it. One of the most 
recent was having a jeweler gold-plate 
a batch of paperclips, to be used in 
attaching a list of luncheon specials to 
the daily menus. 
\) hee HATH CHARMS: And it can 
soothe not only the savage breast, 
but the case-hardened dispositions of 
flinty judges. 
Outside a bank 
Third Ave. is a clock that chimes the 
half hours and the hours, playing a 
little tune and ringing additional notes 
A physician who 


on Vanhattan 's 


to mark the hour. 
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OTHING sets off fine 
emblematic jewelry 


like diamonds—and the 


diamonds that decorate 


these Masonic buttons 


are all fine quality white 


stones. The wide variety 


of designs will please 


your customers, and the 


superb craftsmanship of 


these buttons are typical 
of all Wefferling, Berry 


emblematic jewelry. 


Wefferling, Berry manu- 
factures a complete line 
of finely crafted Mason- 
ic, Shrine, Scottish Rite. 
Knights of Columbus, Elk. 
Moose and other lodge 


and fraternal jewelry. 


PRICE 


$12.50 
23.00 
25.00 
14.00 
15.00 
16.00 
30.00 
11,50 
12.00 
42.00 
33.00 
12.00 
20.00 
27.00 
100.00 


(keystone) 


NUMBER 


140401 
140403 
40602 
41001 
465Wwo!l 
4830 
48302 
87001 
187401 
1072 
1072-1 
1107501 
107502 
11075-1 
1081 


PRICE DESCRIPTION 


$16.00 | 
22.00 | 
33.00 | 
700 | 
i 

i 

i 


NUMBER 


110402 
110403 
110406 
110701 
11202 
T1144 
t11406 
114406 
114-1 
114-106 
114-2 
riz 
16302 
16404 
T1870) 


diamond 
diamond 
diamond 
diamond 
17.00 
29.00 
38.00 
44.00 
60.00 
80 00 
45.00 
16.00 
18.00 
29.00 

9.60 


diamond 
diamond 
diamond 
diamond, platinum 
diamonds, platinum 
diamonds, platinum 
diamonds, platinum 
diamond, trowel button 
diamond 

diamond 


diamond 


14K yellow qoid except as specified 
All diamonds are fine quailty white stones 
| Avaliable in white gold 


Wrerrentine Benny & CO. 


so ciegfrfTy 
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DIAMOND 


Actual size iliuetration reproduced from our lotest 


MASONIC BUTTONS 


DESCRIPTION 


diamond 
diamond 
diamond, 
diamond 
d amond, 
diamonds 
diamonds 
diamond 


diamond 


diamonds 
diamond 


diamond 


a —- SO ee — NNO ee ee 


diamonds 


6 diamonds, 


diamonds. 


platinum 


white circle 


platinum 


platinum 


platinum 
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lives half a block away went to court 
with a complaint that the chimes were 
nosy, 

But the magistrate took the trouble 
to visit the neighborhood, listened to 
the chimes for a while, then concluded 
they were pleasant to the ear. Besides, 
the magistrate pointed out, chimes are 
by Webster’s definition musical, and 
who will quarrel with the dictionary- 
makers? 


§ ieee SEARCH for “perpetual motion” 
is as old as the Greek philosophers, 
and as new as the most efficient of self. 
winding watches. For a detailed rec- 
ord of the search, at least so far as 
automatic watches are concerned, no 
could have better than 
Robert Berthoud, a Swiss authority on 
the evolution of the modern watch. 

M. Berthoud, a master watch crafts- 
man of St. Imier, Switzerland, now in 
his late 70s, has been collecting and 
summarizing watch and clock patents 
in Switzerland for more than 40 years 

to date, his files include nearly 
99,000 patents. 

For automatic watches, just about 
every source of power has been con- 


one done 


sidered by one inventor or another. 
The Swiss craftsman’s files show that 











propane gas was once considered a 
possible source——a cubic centimeter of 
the gas was to be stored in thin 
chambers, concealed in the watch strap. 
But the tanks would go dry in 100 
days. 

Another Swiss inventor dreamed up 
a clock powered by a jet of water 
striking a wheel, a modern version of 
an ancient method, while another tried 
a weather vane on the roof of a house. 
When the wind rotated the vane, a 
shaft connected with gears would wind 
the clock on the mantelpiece inside. 

Doors and desk drawers were tried 
as driving forces for automatic time- 
pieces. The opening and closing mo- 
tions were to serve as winders in these 
mechanisms. Another idea was to put 
a hinged cover on a watch. When the 
cover was opened, power was supplied 
to the mainspring. In this model, the 
only requirement was that the owne: 
be sure to consult his timepiece Om 
casionally during the day! 


H' MAN FLY: Police rushed to the 
scene in McAlester, Oklahoma, 
the other day when a passer-by re- 
ported seeing a youngster climbing up 
the outside of an office building. 
Officers grabbed the youth, 15-vear- 





“John bought it for our engagement, but | haven't accepted yet.” 
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old James Couzzourt, after he had fin- 
ished his climb and returned to the 
street. They asked the boy what had 
prompted him to risk his life. 

James’ answer was nonchalance it- 
self: a friend had tossed his ring up 
onto a ledge and he was merely re- 
trieving it, 





| Mabe WONDERED how much punish- 
ment a modern timepiece could 
take? Consider the experience of Stan 
Siberell, plant engineer at the Western 
Tool and Stamping Co., Des Moines. 

Siberell lost his wrist watch about 
a year ago in the plant. The other 
day some of the huge vats were drained 
of the oil used to cool hot steel. Buried 
in the sludge at the bottom of the vat 
was Siberell’s missing watch. 

Ruined? Not at all; a few turns of 
the winder started it up and it has 
been running ever since. 


Mo CONSUMERS are aware of the 
brand names of watches than of 
29 other product families, according 
to a recent survey carried out by a 
Philadelphia advertising agency. 
More than 9 of every 10 consumers 
96,3 per cent to be exact-—-were able 
to name one or more brands in the 
watch field. Other jewelry store mer- 
chandise didn’t fare as well in the 
test: electric toasters placed 6th with 
91.4; silverwafe 7th with 88.3; din- 
nerware and plates 12th with 69.1; 
table glassware 17th with 53.8; and 


18th with 52.7. 


wallets 


VIVE LA DIFFERENCE! 


Some jewelers report that they 
thought they were subseribing to 
JEWELERS’ CIRCULAR.- KEY- 
STONE only to discover that they 
had signed up for some other 
jewelry trade magazine by mis- 
take. 

New and old 
friends who are renewing, are 
urged to read receipts carefully 
to make sure they are getting the 
business-building features, author- 
itative news reports and notices 
on the latest trends and products 
that only JCK supplies. 

There is a difference and as the 


ee? 


“Vive la Différence! 


subscribers, our 


French say, 
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OPERATIO 





CHERUB 


sells the gift that says WIT LOVE: 





e Alive with the spirit of giving, millions of 
Americans entered jewelry stores during 1955 in 
pursuit of an engagingly demure, red - caped 
cherub, the newly born symbol of the jewelry in- 
dustry—the ceramic and cardboard epitome of 
The Gift that says “With Love.” 

Conceived amid doubt and born into the con- 
fusion that attends most revolutions, political or 
commercial, OPERATION CHERUB survived the 
anguish of its growing pains and emerged tri- 
umphant in m. than 3000 jewelry stores in 
cities and towns _ . over the nation. 

This was success compounded from the hard 
work and imagination of retailers who partici- 
pated in the program and from the vision and 
dedication of their representatives: the Jewelry 
Industry Council—which initiated the idea—the 
American National Retail Jewelers Assoc. and the 
National Jewelers Assoc. 

Gross sales in jewelry stores rose above an 
estimated 1.4 billion dollars during 1955; compe- 
tition from powerful, big-money industries, newly 
invading the jewelers’ gift market, was met 
solidly; a new spirit of unity was generated— 
unity that promises to win for jewelers through 
the year ahead, an ever larger share of the rapidly 
expanding American retail dollar. 
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It is under these hopeful auspices that OPER- 
ATION CHERUB 1956 takes wing. Let's see what 
lies in store for the little Cherub that could... 
and did. 

Showmanship, so basic a part of the jewelry 
business, has marked every leg of the flight of 
OPERATION CHERUB. Tying-in robustly with 
the aids offered by suppliers and the JIC, 3026 
retailers placed 526,000 lines of local advertising 
in 514 daily newspapers. These covered 461 re- 
tail markets. 

In addition, jewelers bought radio and television 
time that exploited effectively the handsome 131,- 
page, gift-buying section placed by national ad- 
vertisers in the December 7 issue of The Saturday 
Evening Poat. 

Cherubs appeared in stores everywhere— 
ceramic cherubs, cardboard cherubs. All over the 
nation the American consciousness was assaulted 
with the motivating force that traditionally has 
been the key to jewelry sales... “A Gift from 
the jeweler is a Gift of Love.” 

So effective was this promotion, that 97 percent 
of the participating retailers told the JIC they 
wanted OPERATION CHERUB again. 


PLEASE TURN PAG! 
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OPERATION CHERUB 


faces up to new COMPE TTTION 


OPERATION CHERUB 1956 will see the inevi- 
table development of a bonus-baby into a big 
league star. Under the aegis of this national 
symbol, jewelers will be bidding for their share 
of what promises to be the greatest revenue poten- 
tial in the history of American business. Total 
retail sales this year are expected to reach record 
highs, projected from an estimated $186 billion 
volume achieved during 1955. 

There will be 18 per cent more people giving 
and receiving gifts than there were 10 years ago. 
These people will have 43 per cent higher incomes 
to spend in stores. 

At the same time, powerfully integrated forces 
will be contending for these expendable dollars. 
CHERUB will have to combat the strongest com- 
petition ever experienced by the jewelry industry. 


She shall have magic 


Major competitors have taken two basic and 
highly significant steps in their assault on what 
has long been considered the natural heritage of 
the neighborhood jeweler, the gift-buying market. 
First, they have adopted a new, fundamental 
approach. Many firms have divined the vital ele- 
ment that creates jewelry sales—love, sentiment, 
the heart-spring of Christmas giving, the prime 
mover behind the choice of wedding, birthday and 
graduation gifts. 

Leading companies are now trying to build this 
element into their products. They are romancing 
Mrs. American housewife who, true to her femi- 
ninity, wants magic when she receives a gift, not 
common sense. 

Washing machines, electric refrigerators, have 
come alive with infatuating color. Electric appli- 
ances of all kinds, that previously were sold 
merely to make the best of a messy job around the 
house, are now capturing the woman's imaginative 
sense of the elegant. These goods, plus other big 
ticket items like automobiles, are invading the gift 
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market—the jewelers’ market—with the added 
incentive of low down payments, easy terms. 


Measuring the threat 


The seriousness of this competition is best ap- 
preciated by considering the second step big busi- 
ness has taken in its attack on the gift market— 
nationally advertised, closely knit promotions. 
Some cases in point: 

United States Steel has thrust a solid wedge 
into the Christmas gift market with its repeated 
nationwide promotions under the general heading, 
“Give Her a Major Appliance.” The aluminum in- 
dustry has moved in with, “Christmas Creations 
of Aluminum.” The liquor trade can boast that 
35 per cent of its sales are made at Christmas. 
Seasonal gift decanters and persauasive packag- 
ing have led the way. 


Competition that hurts 


That this gift merchandising has hurt the 
jeweler can’t be denied. Retail sales have risen 
well over 70 per cent during the past decade, but 
jewelry sales have increased less than 25 per cent. 
Some competitive industries have ballooned their 
gross sales by five and six times this figure. 

It has not been clearly estimated how much of 
this disproportion in growth between the jewelry 
industry and its competitors has been due directly 
to new gift merchandising methods. It is true 
though, that beribboned automobiles have ap- 
peared in driveways on Christmas morning and 
an alarming number of pink and blue electrical 
appliances have been appearing under Christmas 
trees during the past two yule seasons. 

And one fact stands out like a promontory on 
the jewelers’ road back to gift-buying eminence: 
OPERATION CHERUB, with the inspiration 
and confidence it engendered in 1955, can meet big 
league competition on its own ground in the year 
ahead. Turn the page and learn how. 
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Retail jewelers throughout the 
country can tie in with 
Operation Cherub by ordering 
and using this hard-hitting 
promotional material 


AN ANGEL THAT 


OPERATION CHERUB 1956 provides the jew- 
eler with a powerful, well-integrated campaign, 
under a single, engaging symbol that has been 
sold solidly to the consumer through every promo- 
tional media available. 

OPERATION CHERUB is an angel that means 
business, It is a big-time promotion at small cost 
to the individual retailer. Here is what the JIC 
and jewelry suppliers have up their sleeves for 


1956: 
NATIONAL ADVERTISING 


A complete section in the December Ist issue 
of The Saturday Evening Post, a national me- 
dium that actually sells on the local level. The 
Post goes into more than 4,700,000 homes every 
week in every town and city in the nation. The 
Post was chosen for this job because it is read 
by the whole family, every member of which 
creates jewelry sales. 


PUBLICITY 


Creative publicity in every major media, news- 
papers, magazines, radio and TV, geared to bring 
the romance of jewelry home to the buying public 


v2 


... to make each family acutely aware of the con- 
venience and value to be found in its neighbor- 
hood jewelry store. 


MERCHANDISING 


A variety of display materia! including ceramic 
and cardboard cherubs, suggested TV and radio 
copy, a comprehensive newspaper supplement, a 
special mat book with sample ads—all of these 
valuable aids are supplied to the jeweler at insig- 
nificant prices to enable him to get the maximum 
dollar value out of his OPERATION CHERUB 
advertising campaign. 

Most important of all, OPERATION CHERUB 
brings to the jeweler a program of unified, hard- 
hitting marketing that has proved its value in 
building jewelry store traffic, in producing sales 
for those retailers who coopeate with it fully. 
OPERATION CHERUB is calculated to make the 
public more jewelry-conscious the year round... 
to release the main-spring of love and affection 
that undeniably inspire gifts of jewelry for wed- 
dings, graduations, anniversaries and every other 
occasion where human emotions are most deeply 
involved. 
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THE BASIC CHERUSB KIT 
Official plan and idea book containing layouts 
and suggestions, window display ideas, direct 
mail helps, TV ideas, radio commercials, plus 


small ceramic cherubs easel-back Christmas display cards 
large die-cut cherubs Christmas cherub badges 


100 Christmas gift booklets 


price $12.50 





EATRA PLUS CHERUB KIT 


Official plan and idea book containing news- 
paper layouts and suggestions, window display 
ideas, direct mail helps, TV ideas and radio 


commercials, plus 


% small ceramic cherubs 6 Christmas cherub badges 


4 large die-cut cherubs 4 easel-back Christmas display cards 


100 Christmas gift booklets 


price $25.00 
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ANRJA 5ist 


ANNUAL CONVENTION & TRADE SHOW 


When: Auguat 26-30 


Where: New York’s Waldorf-Astoria Hotel 


Convention Program: 


MONDAY, AUGUST 27. Address, “The Business Outlook,” by Stahrl 
Kdmunds, manager, economic studies, Ford Division, Ford Motor Co. The 
president's message, Oscar Kind, Jr., of S. Kind & Sons, Philadelphia, and 
president, ANRJA. Address, “Why Consumer Credit Is Important,” by 
A. W. Zelomek, president, International Statistical Bureau, Inc., New York. 
Address, “What Are We Doing About the Excise Tax?” by James M. 
Rudder, chairman, Jewelry Industry Tax Committee. 


TUESDAY, AUGUST 28. Merchandising session: Downtown and Sub- 
urban Shopping, with discussions of “How to Be a Better Retailer,” by 
A. W. Lewin, president, Lewin, Williams & Saylor, Inc., New York; “The 
Operation Cherub Program for 1956,” by Walter B. Jaccard, chairman of 
the board, Jewelry Industry Council, and “Tradition and Merchandising— 
a Jeweler’s Proud Heritage,” by William Kendrick Ewing, Louisville, Ky 


WEDNESDAY, AUGUST 29. Address, “How Smuggling Affects Retai! 
Jewelers,” by George Fine, past president, Diamond Manufacturers and 
Importers Assn. Address, “The Importance of Maintaining Operating 
Margins,” by William 8S. Preston, Jr., F. J. Preston & Sons, Burlington, Vt. 
Address, “How to Sell Fine Watches,” by Alvin Levine, Foote Cone & Beld- 
ing, Inc., New York. 

THURSDAY, AUGUST 30. Reports by ANRJA secretary, treasurer, exec- 
tive vice president, committees. Resolutions, credentials, nominations 
Election and installation of officers. Evening—assembly, annual banquet, 
entertainment and dancing. 


* The American National Retail Jewelers Association anticipates that 
more than 14,000 representatives of the jewelry industry, from every part 
of the country, will come to the Waldorf-Astoria Hotel, New York, for its 
5ist annual convention, August 26-30. 


PLEASE TURN TO PAGE 123 
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List of Exhibitors: 


Aaron, Samuel, Ine. .........+.. Space 319 
Acere Watch Co. og hacia ok aes Space E-12 
Adams, William, Inc.....Spaces 58 and 59 
pT eee ees tree Space 12) 
RE eS ene F Space 120 


Aetna Cherme 

Spaces 5-28, 5-29, 5-30 and 5-31 
Aetna Creations, Ine, 

Spaces 5-28, 5-29, 5-30 and 5-31 
Aisenstein, Louis, & Bros., Ine... .Space 8 
Alleraft Novelty Co. Ine......... Space 15 


Allsopp-teller, Inc...... . Suite 866-868-870 
Alsten Company, The . ; Spaces 221 and 222 

Altheimer 77° ey a Space 20 
pe Ee ee Pree, Space 2) 


American Charm Corporation 

Spaces B-13 and B-14 
American Commercial, Ine......Space 151 
American Import Corp..........Space B-2 
American Plastics Co............ Space 9% 
American Thermo-Ware Co.....Space 12! 
Amity Leather Products Co.. Space 141 
Amplasee, Display Fixtures By. Space 98 
Anseo, Div, of Gen, Aniline & 


PU MIS ibis cies cc cop obs Space 163 
is oo ahd n't nkacaa “pace 4] 
Apex Accessories Co. Ine.. Space 406 
Arbor Jewelry Company........ _, Space 41 
Argentum Silver Co. Inc.......Space 309 
Artearved ............., Suite 915917419 
Aureole Watch Corporation... ., Space 143 
RAD ss vein Ae wk oe eh ees Space 12] 
B & O Chain Company.......... Space 51 
Baden & Foss Company.. . Space 4 
Baker © Uy Fils é ie dg sc ec cv ves _. Space 18 
OUD hind io Ve UP eds 64 cha epee Space 102 


Ballow, B. A. & Co. Ine. 
Speces S-7 and 54 


Baltese Mig. Co.........! Spaces 54 and 59 
Banner Wateh Co... 0... 0650005 Reom 693 
wt gy Rosary Co..... Spaces 153 and 154 
Daten, f.. Be OH ME ven bvtdoansi Space 224 
Bates, TS adhe ld he kn ku eet Space 224 
Davare CR boi kios oka caceder Space 8-3 


Bayer, Pretzielder & Mills, Inc. 
Space B-6 
Beattie Jet Products, .. Space 168 
Bendaad, Vittorio 
Spaces 181, 182, 183, 184, 194 and 195 
Benrus Watch Company 


Ine. .. 


Rooms 857-859-861863 
OD akin i 6 Gamee kw as 0 ehcaes snpere 72 
Berg Company, Ime. .......... <1 Space 308 
Bertuch Creative Displays .....: Space 214 
Rertuch, Irwin V. ........., —— 214 
Berwin Jewelry Co. Ine......... Space 22 


Blackington, W. & S.. Co. 
Park Lane Hotel 


ae SS Re ree Space 7 
Boardman, The J. C.. & Co.. 

GPOUONEIE’ oss cs prank ss i hes Space 324 
Bojar Company ....... Space 218 and 219 
Porel Wateh Co. ,............Spece E27 


Boucher, Marcel, Fa Cie, Ine... Space 4F 
Bradley Time Corporation..... Space 228 
Briddell, Chae. D., Ine. 
Spares 216 und 217 
Brown & Gravenson, Ine, 
Spaces 175, 192 and 193 
Ine. 
Le Perroquet Suites 


Raleva Watch Co.. 


C & KR Corporation............ Space 306 
Camden Hall, Ime, ............- Room 746 
Caplen Jewelry Display. Spaces 124 and 125 
Carvel Hall Catlery...Spaces 216 and 217 
Certified Metale Co............. Space 99 
Chesterfield Jewelers, Inc. 
Spaces 325 and 329 
Church and Company.......... Room 591 
Cigar Industry of Tampa, Florida 
Space 4-1! 
Cigar a si Association 


OF TI sigs oc'ew a cipncone Space 4-U-] 
Clariss = Paris. _+- eee paces 220 set 236 


ror AvucusT, 1956 





Clebar ee 
er aS 
ee SIME cicea ces one ves Room 746 


Cohen, A. yr Sons Corp. 
Jansen Sion and Blue Room 
Columbia Diamond Rings, 

Division of Axel Bros., ho: Suite 694-695 
Columbia Records ............ Space 147 
Columbia Silver Co., Ine....... pace 328 
Columbia Tra-Fit Diamond Rings 


Suite 694.695 
Courtney, John J.. & Co...... Suite 914.915 
Cramer-Tebias Co. Ine..........! ce 2 
Cross, A. T.. Company......... Space 117 


Croton Nivada Grenchen 

Space 60 and Suite 642-644 
Croton Watch Ce. Ine. 

Space 60 and Suite 642.644 


Crown Luggage Co., Inc......... Space 109 
Crown Silver, Ine. ............Space 104 
Cuckoo Clock Mfg. Co. Ine. 

nae 70 and 71 
Cyma Watch Ce. Inc...... . Space 72 
Danish Designs, Inc. .......... Space 156 
Dason Rings ...........Spaces 37 and 34 
Davidson £ Sons Jewelry Co. Ine. 


Spaces 37 and 38 
De Brace Watch Company, Ine. 
Spaces 201 and 202 


Delaware, Delgard aaa * eae i Dpace 79 
Dennison Manufacturing Co. Space 52 
Dershowitz, L. & Co. .......... |, Space Ww 
Doskow, Leonore. Inc. ........1 ce 229 
Duet Corporation ............ Space F.22 
D’Ver's Creations ......Spaces 55 and 56 


Eleetric City Box Company..... Space 227 
Elgin American .......... Ballroom “tage 
Elgin National Watch Co. 

Spaces 27, 28, 29, 34, 35 and 36 


Empire Holloware Co., Ine. ....Space 100 
Encore Jewelry Co. .....+45+++04 ce 107 
Endura Time Corp. .......... Spur 8.3 
Eniear Watch lle he Space 72 


Enver Clock & Watch Corp. 
Spaces E-17 and E.18 
sre Borel Watch Co......... Space E-27 
Esterbrook Peo Company, The, .Space 235 
Evans Case Company 
Spaces 410, 411, 412 and 415 


Fantasy of Jewels ......... .o+, Space 15 
LTB gt Se ree ee Suite 
Feinstein, BE. &, & Ce. 6.420605 Space $17 


Ferri Bros, & Price, Inc. 
Spaces 153 and IM 


Firestone Trading Co........... Space 30% 
Firman Leather Goods Corp.....Space 215 
Fleischmann, Louis ............ Space @ 
Flex-Let Corporation ....Spaces 49 and 50 
Puewes. Gite. We i ci ves ot bis Space E-19 
yo, Pelt 2 Rare ., Room 595 
Forestville Clock Co. ... .. Space 323 
Forman-Cutler Co. ....... . Space 5 


Forman Family, Inc. .... ... Space 549 
Forstner, Ine. 

Spaces 73, 74, 75 and Suite 766-768-770 
Frackman, Harry & Ben, Inc. Room 
be Perera Space S84 
French Exposition in the U. 8. Ine. 


Spaces 170, 171, 172. 173, 186, 


. 188, 189, 190, 191 
G & 8 Mig. Co. Nash 
Lighter Division ........... Space 119 
Gem Trading Laboratory ........ Space 94 
Gemex Corporation, The 
= $53 — Rooms 847-849 
Cemological 


AGUS 6c ck dbnesi vi gvrtanies Space 94 
General Electric Co. Clock & 

Timer Department .... Spaces 67 and 66 
Glenwood Products Corp.. . Space 104 
Gold Filled Manufacturers 

Rants: TW  ckee vet Bec de recds Space B-Il 
Coodemn & Ci veiicssicccess Space 311 


—s OO, Sas bs deneves ie . Space oe 
: Import, ‘ e 16 
Gorham y, ‘The . Suite  siieoaes 


Corman, Henry, & Sen, Ine. 
Spaces 85, 86, 87 and 9%! 
Gotham Watch Company, Inc. ..Room 748 
Gruen Watch Sica - 6) am 
. + he 4 4. -}, 
4+-M.-2, 4-M.3, 4-N and 4-P 
(,utechneider, geen ay 


Me BOR iis Fisk estes eeime Space 15 
Hagler, Stanley & Co. ........ Space 234 
Hamburger, H.. Co. Inc... Reems 673-675 
Hamilton Watch Company......... Suite 


Handkraft Diamond Jewelry 

Suite 580-582-584 
Harlee Creations, Inc. . ..+ Space 212 
Harman Fashion Watch € ‘ompany. Space 3 


Harriman, Winia Miller, Lid... .Space 921 
Harris, L., Company, Ine.. |, Space 8.5 
Harves Jewelry ae 
Heirloom Clock Co. . Spaces 315 and 316 
Heirloom Git Corp. -++++ Space 158 
Helbros Wateh Company, Ine. 

Suite "aaae v 
Heller Tara, Inc, . Space 4) 
Holzer Watch Co, Ine. Space 5 
Honora Jewelry Co. .. Space 6 


Hant Hallmark Co. 
Spaces 313 and 314 
Huye Space Saving Box System, Ine. 
Spaces 95 and % 


ikora lm ers, Ine. 
Ilinois Watch Case Ce. 
Imperial Lamp & Shy ade Co. 
Imperial Pearl Syndicate, ine, 
Spaces 39 and 40 
Space El 


.. Space 239 and 240 
., Ballroom Stage 
Space 208 


Incabloe Corporation . 

International Silver Company, The 
Spaces 58-10, S-1l, 5-12, 5-13, 5-14, 
S-15, 5-16, 8-17, 5-18, 5-19, 5-20, 5-21, 
8.22, 8.23, $24 and 8-25 


Jabel Ring Mig. (0... 666604 ees Balto 
Jacohy-Bender, 1. ... Sate 664-670 
Jaffe. A.. & Son, hie:....%.... Rooms 761-767 
Jayposen Dosage & Jewelry 

Mix. ( Dads pos 08 bene Space 118 
Jean es Waich......! Spaces , 325 and 329 
Jelba, Warren, Lid, co 166 
Jensen, Svend, of Denm: wk, ‘Ine.. ee 162 


Jewelers Acceptance 
Corporation Space 41.2 
Jewelers’ Buyers Guide . Space 112 
Jewelers’ Cireular-Keystone,... Space 255 
Jewelers Guild . Space B-) and Room 643 
Jewelry Industry pe me Space 2572 
Jones & Woodlané Co.. Suite 866K68-870 


Judeon Jewelry Ce. . .. Space 327 





K-C Jewelery Mig. Co. Ine. .... Space $27 
K. 5. K. Jewelry Co., Ine..... Seite 794-795 
Kahn, I. & M. -Jscobson ros. tne, 


Suite 
Karp, David, Co., lone. .. Suite 580-582-584 
Karpeles. Maurice J. Ine. 
Spaces 33 and 149 
Karpeles Rowry Company 
oer” 33 and 169 


Kasper & Esh, Ine. Suite 680-642 
Kenfman. Bert L.. Co. ........ Space 72 
Katz, re Pee tks od on e 215 
Kayeralt Company, Inc, ........ Space 205 
Kessler Bros. Jeweiry Corp...... ce 1 
Keystone Camere Co. Inc....... Space 155 
Keystone Silver, Ine. 
Spaces 313 and 314 
Kienzle Clocks . Space 164 
Kim, Dan .......-. ... Space 166 
King Silver Co, .., 4 By mm 144 
Kin-Lock Diamond Rings teu ve pace 42 
4S eee eee .». + Space B-2 
PLEASE TURN PAGE 
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Kirk, Samuel, & Son, Inc.... Suite 579-5861 
Koch, Vred } im ried Clocks, . Space 207 


Kocher, Walter, ney oo: as scan a 
ces 201 @ 


Korn, William, & Co., Ine 

Spaces 77, 78, #1, #2, #8, 89 and 90 
Kornherg, M,. Space 144 
Kereisler, Jacques, Mfg. Coap. Suite 780-782 
Krementz & Co, ........! Suite 866-468-870 
Kusimer & Pines, Ine. ........ Room 565 


L.M.1D). Jewelry Mig. Corp. 
Spaces 55 and 56 
Lady Alice Pearls,.... Spaces 220 and 230 
Lampl, Walter .... Spaces 85, 66, 87 and 91 
Landau, Max, & Co., Ine.. Space B-7 
yor wes Watch & Clock Co, ., Space B-7 
Laser Jewelry Corp. .......... Space 305 
Laszlo, 5. E..—-Importer & Manufactarer 
Space 108 
Lederer, Victor B.. Co. ........ Space B-12 
Lieber & Lerner .............- Space E15 
Life Megazine ........Spaces 119 and 114 
Lifetime Wedding Rings . . Space 9 
Lignom-Vitae Products Corp. ...Space 142 
Linde Air Products Co. A Div. of 
Union Carbide and Carbon Corp. 
Space 5-32 
Lipper & Mann, Ine. Space 146 
Lievde of New York 
Spaces 122 and 123 and Room 865 
Longines-Wittnauer Watch Co., Inc, 
Suite 
ine. 
Suite 614-616 


Lovebright Diamond Co.. 


& Son, Ine. 
Chinese Room & Salon. 
Carpenter White Room and Foyer 


Luria, tL. 


Space 106 

.. Suite 

. Space 4 

.., Space B-15 
ryt pe Space 17 
one 102 
Space 213 

.. Space & 

, Space ev E-lS and E-16 
Spaces E15 and E-16 
. Space 326 


Magna-Lax Corp. 
Marathon Company 
Marhoux, Inc. ..... 
Mare Nicolet, Ine. .., 
Marhill Ce.. Ine. The 
Mork Vil. 
Maximillian Bonded L uggage 
Medana Watch Co. 
Mele Jewel Roxes . 
Mele Mig. Co. 
Merchandise Selectors. Ine. 
Mereary Farrings | 
Mercury Ring Corporation 
Metropolitan Graphic Arta, Ine. 
Milos Watch Co. : 
Minnesota Mining & Mig. oA .; 
Modern Onyx Mic. Co.. Ine. 
Monarch Watch Co., Inc. 
Monterey Jewelers, Ine. 
Morel Jewelry Displays, Ine. 
Suite 667-469 


Space Il 
7 Ape 23 
. Space 110 


Morri«. Norman MV. 


Corp 


Suite 980-982-984 


. Spaces 301 and 302 


Nupier Co. The 
.. Space 234 


National Jeweler 
National Silver Company 
Spaces F-20 and F.-2] 
National Silver Deposit Ware Co. 
Space 145 
New Hermes Engraving Machine Corp. 
Space 19 
New Hermes, sever epeace 19 
Noreleo . Spaces S-1 and S-2 
Norma Pencil Corporation ahaa Space 32 
North American Philips Co., Ine. 
Spaces Sl and 5-2 


Ine. .....Reom 744% 
., Suite 980.982.9804 


Ollenderl Watch Co.. 
Omega Watches 
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Oneida Lad., Silveremiths 
Spaces E46, E-7, ES, E-4, E-10, and E-11 
UE, MS: ii 6k bon os ver e 164 


Otis Com Space 64 
Oxhead Products Co, ........,. Space 105 


Pan American Barter Co., Inc. 
Paper-Mate Eastern, Ine, 
Spaces 115 and 116 
Paper-Mate Pen Co, ..! 115 and 116 
Parker Pen Company, 
Parser, A. G., Ine, . 
Paul Perregaux ae Tp eee Space 79 
Penguin Importing Co, ....,...Space 236 
yg 3 Brothers, Inc. ......... Room 691 
co Corporation ,.Spaces 5-26 and S-27 
Pho-Tak Corporation ...,.... Space 4-V-1 
Photo-Seulpture, Ime. ............, Space 6 
Piceard, Lucien, Watch Corp. ..... Space 7 
Polishook, K.. & Son Co 
Spaces 122 and 12 ‘and Room 865 
Pomerantz Jewelry Co. ........ Space 10) 
Poole Silver Company, Ine. 


Spaces 80 


Spaces 80 and 64 
sadness s Space 118 


_.-Dpace 61 


and 84 
Poole Sterling Co., Ine. 


Posner, J. & Sons. 


Quadra-Flex 


Ine. 


Reed & Barton Silversmiths ..Suite 779-781 
Regency Creations, Inc. ......... Space 92 
Reich, M. A. ....50++0000+++-Suite 567-569 
Keiman, By & i BA was obs Room 590 
Remington Rand Dealer Sales, Division 
of Sperry Rand Corp. ........ Space 14 
Remington Rand Electric Shaver 
Spaces 9 and 10 
Retail Jeweler ..........+++++..Space 223 
Richie Premium Corp. 
Spaces 175, 192 and 193 
Robbin Products .....+6+ir+++% 4 te 326 
Robbins, Ceil, Originals .........! Space 16 
Robbins, J. W.. Ine. ........ ... Space 16 
Robinson, Bdword B. .....,.:.. Space 226 
Rockwell Silver Company, The 
Spaces E-24 and F-25 
POM TINGE ccccce¥iédres veers Space 211! 
Renseon Corporation ...Spares S4 and 8-5 
Rosenthal, Herbert, Jewelry Corp. 


Suite 16 
Roth Brothers 
ee Ree A ee Space BR 
Royal Zireon Ring Co. ......... Space 317 


7-769 


Sarkin, David, Ime. ......... ein a Space 42 
Savoy Watch Company 
Saxton, Ine. 
Scandinavia House Importing .. | 
Schein, Louis, Co, 
Schick, Incorporated 
Schick, Max, Jewelry Co. ....... Space 
gE Ee anes ace 
Schindler, George D., Representatives 
Room 765 

Schless Harwood Co., Inc. .......... Room 
Schwares, A., & Son, Inc. ........ Space 79 
Selsi Company, Inc. ............ Space 148 
Semen Clock Co., Ine. 

Spaces E-17 and E-18 
Sessions Clock Co. The ........Space 307 
Seth Thomas Clocks ....Spaces 25 and 26 
Shaeffer, W. A. Pen Co. ........ Space 46 
Sheffield Watch, Inc. ce 61 
Shimon Bros, & Co. Ine. ....... Space 4-H 
Shriro Watch, Ine. ...... Spaces 65 and 66 
Silver by Seeks ......6.:650.4.. Space 204 


320 
165 


Silver City Glass Co., Inc., The 
Spac 


Silvereraft Co., Ine. 
Sinzheimer, Hans, Ce. «-++s0+- Space 330 
Solow, Harold, & Co, .......... Space 318 
Solow Watch Co ga 318 
Speidel + ih A Spaces and 31 
Stegor Division, Gorham Mig. Co. 
Room 948 
Stenzart ay SS Woe ses Space 167 
Stern & Stern, Inc. ............Space 211 
Stieff Company, The 
Spaces 407, 418 and 419 
Sunbeam Corporation, Electric Shaver 
Division _— E-26 
Superior Jewelry Company space 310 
Supreme Cutlery Corp, ........ Space 105 
Surnamer, 8, J., Co., ma sevvse peace 322 
Swift & Anderson, ge et meaetgts Space 43 
Syracuse Ornamental Co., Ine. 
Spaces E-3 and E-4 


Syroce, Ine. aces E-3 and EA 


Tanenbaum, B., & Co.. Ine. Space 83 
Tanne Rings is chides tae. eee 83 
Tanz, The Philip, Company 
Spaces 209 and 210 
Teena Creations Space 10] 
WE ovale ¢ vaedve wihebce dbo: Space 97 
Telectrosoniec Corporation ....... Space 97 
Tin Research Institute, Inc, (England) 
Spaces B-3, B4 and BS 
Tin Research Institute, Inc. (Columbus, O.) 
Speces B-3, B-4 and BS 
Tissot Watehes .............-+-».Space 45 
Towle Manufacturing Co. 
Suite 977-979-981 
Town & Country Strap Corp. 
Suite 867-869 


United States Camera Corp. ..Space 4-V-l 
United States Time Corporation, The 
Spaces 53 and 54 


Vacheron & Constantin-Le Coultre 
RN ET i 
Vo, 8 Seer rare ore Space E-2 
fe rye Spaces 62 and 63 
Vuleain of North America 
Spaces 65 and 66 


Wallace, R.. & Sons Mfg. Co. 
Suites 842-844-846-848 
Wallace Silversmiths 
Suites 842-844-846-848 
i AS Ee ee sponse 157 
Watchbands, Inc, ......+.+-+.+.! Space 102 
Watchmakers of Switzerland, The 
Spaces 11, 12 and 24 
Waterman Pen Company, Ine. 
Spaces B-9 and B-10 
Weatherite Instrument Co, .....5pace 108 
Wefferling, Berry & Co. ......... Bey ws 76 
Weitz, H, Co., Ine. Space 327 
Westclox spaces 25 and 26 
Wharton Manufacturing Co. ....Space 150 
Whiting, Frank M., & Co. 
Park Lane Hotel 
Wiesner, Joseph, Inc. .......... Room 557 
Withon Merchandise Co., Ine. 
Spaces 221 and 222 
ONS SETENE A ere Space 225 
Space 236 
Space B-15 


Winard, Ine, 
Winthrop Watch Corporation . 
Winton Watch Company, Inc. . 
Wood, J. R.. & Sons, Ine. 
Suite 915-917-919 


Zenith Radio Corp. of N. Y. ....! Space 4-G 
Zodiac Wateh Agency .......... Space 312 


Tue JeweLers’ CIncuLAR-KEYSTONE 





Please step inside, sir... 


for a preview of 





new Lucien Piccard Originals... 


in all-precious 


palladium 





A beautiful new line of jewelry 


created and produced 
in all-precious palladium by. 


® 


> 


Romance and 
lasting beauty 


live in gifts 
from this new line of 


ORIGINALS by 


Y 


created in all-precious 


PALLADIUM 


... beautiful, sparkling white 
metal of the platinum family 


-* OT 


e¢ 


cate uae 
A a 


PLATINUM METALS DIVISION, THE INTERNATIONAL NICKEL COMPANY, INC., 67 WALL STREET, NEW YORK 5, N. Y. 











This consumer advertisement will appear in the 
November issues of Harper’s Bazaar and Charm, and 
the December issues of Holiday and Mademoiselle. 
With a total circulation of more than 2,335,998 selected 
prospects : 

It will bring many customers into your store... 
prepared to buy ... already knowing the prices. 


Here are real values. Beauty and craftemanship are 
built into each piece. Plus the style leadership that 
always comes with Lucien Piccard Originals. 


Winner of 


Diamonds U.S. A. Awards 


Exquisite Designs! 

Broad, Popular Appeals! 
Backed by a Big Promotion! 
Consumer Advertising! 
Publicity! Sales Aids! 


Take a good look at the Lucien Piccard palladium jewelry 
reproduced at the left. 


A beautiful assortment, isn’t it? Bracelets, rings, brooches, 
lockets, cuff links, men’s and women’s watches. All with tre- 
mendous appeal. All in a price class that jewelry lovers can 
well afford. All designed and manufactured in gleaming white 
precious palladium. 


That gleaming whiteness ... and the ability to stand up and 
retain this whiteness ... are important reasons why palladium 
was selected for this new line by the Lucien Piccard Watch 


Corporation. 
And palladium is strong. It holds gems securely. 


You'll want to be in the front row when this new Lucien 
Piccard palladium jewelry is introduced to the public... 
through consumer advertising, newspaper, magazine, radio 
and TV publicity. 


In addition to this advertising and publicity .. . there are 
many business-building sales aids that are available for your 


own use. 


..» Now turn the program 
to see the other members of... 





Your Great 
Supporting Cast 


in the Lucien Piccard Palladium Promotion 


Here are a fine group of performers! Put them to work as 
“advance agents” for you. 

You can count on them to bring results . . 
good profit. 

And remember, they all come without charge 
..with your order of Lucien Piccard 


.and a 


palladium jewelry. 


Here is triple-purpose literature. Use it when 

you talk to customers. Use it as counter literature... 

for prospects to pick up. Use it as an envelope stuffer 
. to bring in your customers. 


A warranty of quality, backed by the 
famous name of Lucien Piccard, is in- 
cluded in each jewelry box. It’s bound 
to make an additional good impression. 





Gj 
4 iJ from the heart 
" for those you especially love 


created in afl precious palladium 


R OY Sociol * Sead 


Come if and see ther today 


Free copies of two booklets are also 
yours for the asking: “Palladium, 
a Precious Metal of the Platinum 
Group”... and “The Eight 
Precious Metals.” 


Jewcter's Name and Addrose 











A 
Use these free newspaper mats in your local papers. They pack 
real sales appeal and involve only space costs for you. Three radio 
scripts are also available. Here’s a free... and impressive 
.. velvet pad that shows off your 


merchandise to best advantage. 


eh 


ee eo 


This counter sign 
shows that you 
earry palladium 
stock, Get the full 
benefit of the con- 
stant and power- 
ful consumer advertising of palladium .. . 
prominently in your displays. 


You will also get a plastic 
laminated display sign of the 
“Romance and Lasting Beauty” 
consumer advertisement. 











by featuring this sign 





Piatinum Metals Division THE INTERNATIONAL NICKEL COMPANY, INC., 67 Wali Street, New York 5, N.Y. 
eeeeeeveeeeeeeeeeeeev eee eeaeaeneeeneeaeneaeeee ORDER TODAY: Use this Coupon oeeeeeveeew eee ee ee eae eeaeeeaeaeeeeaeaeeaeeeaenee 


Lucien Piccard Watch Corporation 
37 Weat 47th Street, New York 36, N. Y. 


Please also send me the following 
sales aids: 


Please send me the following 
merchandise: 


item Quantity item 


Quantity 


Keystone Price 


NE eee ng ever 


et ner ee ee 


Man's Watch 
Lady's Watch 

“I Love You” Bracelet.... 
Pearl Photo Dise 
Heart Pin-Pendant 
Cuff Links 

Heart Ring 

Single Pearl Ring 
Twin Pearl Ring 
Bird Brooch 
Initial Photo Dise 























newspaper mat A 
newspaper mat B 
newspaper mat C 
set of 3 radio scripts 
envelope stuffers 
booklet—“The Eight 
Precious Metals” 
booklet —“Palladium” 
laminated advertisement 
easel display sign 
velvet jewelry pad 
“Palladium” counter sign 


Street. 


City 





Zone. State 














































by Jerry Gewirts 
JC-K Fashion Consultant 


WATCH ATTACHMENTS: styled for fall fashions 


® In the midst of a year of dramatic, 


dynamic fashion surprises, the most 





radical style innovations are those 
that are encircling the watch attach- 
ment industry with unexpected and 
unprecedented impact. 

This force should produce many 
more dollars for a jewelry store that 
creates a powel ful link between ser- 
vice and products, 

Ready-to-wear designers for both 
men and women have drafted new 
fashion blueprints for fall and winter 


that emphasize color and lustrousness 





of textures and fabrics. This happy 
combination has an immediate and 
intimate relationship with all jewelry 
(as we will discuss in our September 
feature on costume jewelry), and 
affects watch attachments in par- 
ticular. 

What's the style score for fall and 
how does it mean more sales of 
watch attachments ? — 

It's a year of black basic dresses 


for women, with surprise colors, like 





green, making an unexpected appear- 
ance. The attachment makers have 
anticipated this color stress and for 
the first time have come up with a 
wide range of fashion colors on metal 
bands that are closely correlated with 
the colors of fabrics. 


PLEASE TURN PAGE 


Suiting fabrics for men are clear 


faced, with a hard, smooth finish. 


and no soft nap. The color palette is 


toned down, in the direction of 
lighter shades, with medium blues, 
bluish grays, brownish grays and 
greenish casts predominant. 

Men’s attachments, too, stress the 
lustrous metallic look, with new mod- 
els made so that even when they are 
fully expanded they do not lose their 
design on top. 

Color-wise, stones are used as well 
as blue or black enamel, to harmon- 
ize with the colors of new lustrous 


suits. 


Most important in the fashion spot- 
light are the new horizons for excit- 
ing and eye-catching attachments, 
especially for ladies. Sleeves are 
three-quarters in length for daytime 
wear, non-existent in the new very 
romantic sheath evening styles that 
are strapless. Many of the new glove 
styles are described as “wristwatch 
length.” 

The consumer fashion magazines 
are actually doing a pre-selling job 
for the jeweler. They are virtually 
creating a demand for more mag- 
nificence in a year that one style men- 
tor has described as the “era of 
luxury’’ when magnificent jewels are 


in good taste. 


The editors are conditioning thei: 
readers to think, for example, in 
terms of wrist accessories to spark 
the many new black costumes, or com- 
plement, through color mates, the new 
tones of brass-brown, blue-red, green, 


taupe and blue. (The fashion idiom 


PLEASE TURN PAGE 
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Bouquet” is the name of the new series of ladies’ bangle 
attachments by Jacoby-Bender, Long Island City, N. Y 
Designed in cloisonné with a choice of blue, brown, black 
or white with corresponding floral motifs, the attachments 
are gold filed and retail at $10.96. The attachment makers 
fashioned the line to complement the strong need for 


colored bands that do double fashion duty as bracelets 


Two of the new ladies’ bands in the 
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North Bergen, N. J., are fashioned to fit 
into the new fashion silhouette at the wrist. a = 
That is, & watch band that doubles as a 
bracelet. The gold-filled attachments come : —— : 

come. [Ula s9000000U20ocegenmE *. 
in yellow or white and are available at . " wy 


$0.95 retail for the metal model, $12.50 for 


the rhinestone-trimmed 


The importance of color and texture, so 
vital in next year’s new ready-to-wea' 
lines, is translated into these two new 


ladies’ expansion bracelets, two of a series 





that includes a wide range of colors. The 
top style comes with the gold-filled expan 
sion center and a choice of a wide range 
of colored anodized bangle ends. The band 


on the bottom is the same style with the 






bangle ends of lizard Each retails at 
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$42.96. The manufacturer is Bruner-Ritter, 


Inc... New York City 


a 
A technical tnnovation developed by Spei- E z ror te pape : 


del, New York and Providence, not only 
insures improved comfort but allows for 
intewrity of desiean that is unaffected by an 
expansion device hidden under a buckle- 
type center. Additional feature is the 
fact that the buckle lifts up with space 


for monogramming underneath. The length 


: + = 5 mone ome eee 
ean be adjusted as much as one-half an ‘LS — an , | AS Ff pe Y men ef fee 


inch Price of the white or yellow gold 


odes #3 
evs were 


filed attachment is £14.94 





Flex-Let, Providence and New York, is featuring a col- 
lection of new “invisible expansion” attachments for men 
and women that are completely self-sizing, with every link 
removable. The “Beau Moderne,” illustrated, is crafted 
of rectangles, with beveled angles that sparkle as the 


wrist moves. In yellow or white gold-filled for $11.96 retail. 





Forstner Chain Corp., Irvington, N. J., will give re 
i eee nail newed emphasis to advertising and promotion of the 


‘Komfit,” conservative style in men's attachments 
that is fashion-right for this year's men’s ready-to- 


wear silhouette 


The simpler, more elegant look is 
emphasized in this new metal ex- 
pansion bracelet for men by French 
Jewelry Co., Philadelphia. The 
metal expansion band is expected 
to have strong consumer favor as 
the partner to the new lustrous look 


in men's fabrics, 

The more conservative look is ap- 
parent in nylon watch straps as 
well as metal ones This nylon 
strap by jewelite, with a pushpin 
buckle, is by J. L. Popowich & Son, 


Philadelphia. 


Featured in the new Apex Quadra 


CLR eee 8 bs Fe ae Fiex line is this adjustable link at 
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ends that will fit any watch with a 
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model illustrated also emphasizes 
PORE OT RE ag 


; the new conservative design in 
men's bands Maker is Apex Ae. 


ceasories Co., Greenwich, Conn 


(Created to enliven the many biack 

costumes for women this Fall or 

: harmonize with the tonal ranges 

“ i pte, . a" ") > “peek Reg ; ’ . ee that promise to spark apparel sales 
Ws AY a MS a re = L=DG— t= (== 

seen anenememmmnameie Me , , is the scarab watch attachment by 

Admark, a product of Albert Adler 

Philadelphia, Pa The “Minea” in 


white or yellow gold filled is $9.05 


Gemex Corp., Union, N. J., introduces the “Monaco,” 
an expansion bracelet of gold and white, with three 
sets of interchangeable stones that blend or contrast 
with any ensemble. A flick of a clasp and one set 
of stones is removed, then replaced with another. 


Colors include white, turquoise and black. 89.095 
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for this color complement is the 
“tone-on-tone look. } 

We'd like to borrow the thinking 
of Charm magazine in suggesting 
stepped-up fashion promotion on 
watch attachments. That magazine is 
suggesting that department stores pro- 
mote a back-to-business look that 
starts in late August. 

The editors urge slogans that re- 
mind the customer that “your first 
fall purchase is accessories.” 

Get shoppers into the store on ac- 
cessories and keep them in sales mo- 
tion to buy the new fall costumes. 
Charm suggests. Women, it is ar- 
gued, are interested in looking for 
accessories, particularly in late sum- 
mer when hot-weather clothes look 
as sticky as the weather had been. 

We believe this kind of thinking 
can work in our little fashion world, 


vet the cus- 


na 


too. If the jeweler can 
tomer who comes in for a watch 
check-up after the moist summer 
days to look and then buy the new, 
exciting watch attachments, he'll have 
his first and important opportunity 
to swing them over from service to 
product, to the more costly items the 
customer may soon be hunting when 
he starts his Christmas lay-away. 
The watch attachment can virtually 
link service to merchandise and start 
trafhe flowing to the big-ticket items. 
Don't be a fall guy. Skirt the sales 
valley of summer not only by making 
sales but by gelling your customers 
back in time for pre-Christmas order- 


ing. 
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BRING THE CHERUB 


by Virginia Diron 


A. Two large cherubs hold up a copy 
banner against the window back. 
ground, Gaily-wrapped gift boxes 
are arranged in pyramids, Sprays 


of holly are in the bdekground. 


BB. Here, cherubs are busily trimming 
the Christmas tree. Key the reat 
of your window color scheme to 
the tree and ite trimmings. The 

merchandise ia arranged on steps. 


q:. Silhouette cut-outs of cherubs pull- 
ing on bell ropes ring the changes 

in thie window, Bright red, green 

and blue are good colore for the 
silhouettes and the bella. 


DD. Wide atripe of red felt hang here 
againet the window background, with 
hig ved felt bows topping them. 


Cherubs may be silhouettes or 


full and round figures. 


® Again this year, jewelers have the opportunity 
of joining in a nation-wide industry promotion 
with every prospect of repeating last year’s 
great success. 

Operation Cherub is spreading its wings over 
the industry and promises the returns that only 
a concerted effort can produce in protecting and 
building the jeweler’s Christmas business. 

Participation in this program is of vital impor- 
tance to every jeweler as competition with other 
lines of business becomes keener each year. 
Everything from pots and pans to sports cars is 
being aggressively promoted as Christmas gifts 
by manufacturers and distributors as well as by 
the retail merchants. 

Operation Cherub is the jeweler’s answer and 
the louder its chorus, the better the sales results 
will be for everyone. 

The jeweler’s Christmas windows are probably 
the most important displays of the whole year and 
so they become a most important part of Operation 
Cherub. Your chief window theme, obviously, 
will be the cherubs, but don’t be beguiled into 
thinking that the cherubs will do all the work for 
you! 

You can count on them to be gay and attractive 
eye-catchers and to contribute a very special 
charm to your displays, but they need well planned 
backgrounds and carefully thought out merchan- 
dise selections to back them up. 

Your participation in an industry-wide promo- 
tion does not mean that your windows are to be 
carbon copies of every other participating jew- 
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INTO YOUR CHRISTMAS WINDOWS 


eler's windows. On the contrary, the theme 
selected is one that lends itself to a great variety 
of individual interpretation. It is important for 
each store to plan a display program that expres- 
ses its own personality and its own merchandising 
policy. 

You may want to adhere very closely to the dis- 
play material and suggestions offered by the 
Jewelry Industry Council or you may want to do 
something quite individual with material of your 
own choosing. Do try in any case to use the cher- 
ubs with imagination. 

Don’t set them around like so many tin soldiers, 
but make them a part of the rest of the window's 
decorative theme. Don’t overlook the importance 
of in-store displays that tie in with your windows 
and further carry out the cherub theme, 


Start your cherub display early 


The J. I. C. again offers a kit of display materials 
including cardboard cut-outs and ceramic cher- 
ubs and other display cards for both window and 
interior displays. Write to them at 608 Fifth 
Ave., New York 20, for detailed information and 
costs. 

You will no doubt have sources of your own for 
additional material. You may want to use paper 
sculpture of papier maché cherubs made to your 
order by a local display house, or you may find 
ready - made figures in a variety of materials. 
Silhouette cut-outs can also make an effective 
cherub design. 
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The important thing is to assemble and organ- 
ize your material and your plans early so that you 
can do a really top notch job, Operation Cherub 
got off to a late start last year, but was put well 
under way early this year so that individual 
stores will have plenty of time to get their plans 
off the ground and well on their way to an early 
and successful campaign. 

Sketches indicate a few suggestions for Opera- 
tion Cherub windows. In Sketch A, two large 
cherubs hold up a copy banner against the window 
background. Merchandise is arranged in a pyra- 
mid formation with gayly wrapped gift packages 
included. Sprays of holly are scattered on the 
background. The cherubs may be cut-outs or half 
or full round figures hung from the window ceiling. 

The small ceramic cherubs from J. L. C. might 
be used with the merchandise grouping. The red 
and green colors of the holly could be carried out 
in the gift packages and display pads against a 
white or gold background. 

Cherubs are busy trimming the Christmas tree 
in Sketch B. A small tree can be used and deco- 
rated with both conventional trimmings and mer- 
chandise. A natural tree is the prettiest, but some 
of the new artificial trees are very lovely and usu- 
ally more practical for display use. They come in 
lovely pastel and metallic colors too, 

Key the rest of your window color scheme to the 
tree and its trimmings. Suspend several cherubs 
so that they seem to be hanging ornaments or 
draping festoons of trimming. Another cherub 
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CONDITIONS 


CHANGE 
AND SO 
MUST 


YOU 


“Probably somewhat contro- 
versial” is the author's can- 
did comment on this article. 
He treats with cold realism 
the jeweler’s need for flexi- 
bility in meeting the con- 
stantly shifting problems of 


his mercurial business. 


He 
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* At the start of this year, a leading houseware 
manufacturer announced a drastic reduction on 
his line of consumer prices. 

To win success for this new plan, he an- 
nounced new low margins for both distributors 
and dealers. 

This new plan was the main topic of conversa- 
tion at the Housewares Show by wholesalers, re- 
tailers, buyers and executives. It was also the 
main topic of conversation of all the leading ex- 
hibitors of nationally advertised lines — and in 
many cases, the subject of hasty conferences by 
their salesmen and executives. 

This announcement received tremendous pub- 
licity on TV and radio, in the daily press, maga- 
zines and trade publications. It continues to be 
the subject of study by all leading businessmen, 
merchandising and advertising men. 

It is not my desire or intention to take sides 
for or against this particular company’s price 
policy. They, and they alone, have the sole right 
to price their lines. However, I am convinced 
that no producer of consumer goods that require 
multiple distribution has any desire to antagonize 
his dealers or distributors. 

The problem presented here perhaps only makes 
a controversial subject even more controversial. 

You meet a group of merchants, distributors 
or dealers in consumer goods and discuss with 
them cost of distribution. You get various fig- 
ures, such as “My overhead is so much percent,” 
or “My gross profit is so much percent.”’ 

some even go a little further by giving more 
detailed figures, such as ““My rent is so much per- 
cent,” “Administration is so much percent,” 
“Financing is so much percent” and “Selling is 
so much percent.” 

Some even break up their figures with more 
details. 

The question is—can a distributor or dealer 
figure out his sales in advance? I, for one, do not 
think so. Sales cannot be figured like a motor 
which can be measured by the number of revolu- 
ions made in a minute, hour or day. 

The only thing we in our industry can properly 
figure is that a watch, to wive accurate time, must 
run 60 seconds to a minute, 60 minutes to an hour. 
Can sales and profits be measured the same way?” 

Distribution at all levels is going through an 
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by Hyman J. Cohen, President, A. Cohen & Sons Corp. 


evolution. You might even call it a revolution. 
Business in the country is good—very good. Em- 
ployment is greater than ever. In population, the 
country is growing. More homes are being built. 
More people are buying more goods—more qua!- 
ity goods—better styled goods—more than ever 
in our nation’s history. 

The number of jewelers in this country has 
grown less by percentage (based on the survey 
made by the Jewelers Board of Trade) than the 
population. 

But yet, when you speak to your fellow 
jewelers, you hear many complaints. Oh yes, each 
one knows the fault of the other fellow. Not only 
does he know his fault—he also has the remedy 
for the other fellow! 


Worry about sales, not statistics 


You are in business to make a profit. You can- 
not make profits without sales. Yes, profits are 
based on your mark-ups. Mark-ups on any per- 
centage of cost are of no value without sales. 

Your general overhead is not based on per- 
centage. It is factual—your rent, your light, your 
staff. They are fixed expenses. So the higher your 
sales, the lower your overhead gets. Therefore, 
it is the extra sales that you must strive for—a 
fact often overlooked by dealers who use only the 
slide rule for what they consider traditional mark- 
ups in our industry, and not recognized by dealers 
of our lines who do not always classify them- 
selves as jewelers, but who carry such lines, with 
ever-increasing sales. 

You, and you alone, must study the sales poten- 
tial of the lines you merchandise in your commu- 
nity. You must know what the competitive situa- 
tion is. You must know your competitor. Believe 
me, your real competitor is seldom the neighbor- 
ing jeweler on your street or in your community. 

Within recent years, from time to time, many 
merchandise deals were placed on the market to 
stimulate sales. The mark-ups on those deals were 
lower than the usual or traditional mark-ups. 
What happened? Some dealers refused to handle 
the deals. They wanted the full normal mark-ups, 
or no participation. The result? They had no 
deals—and no extra sales. Those who participated 
not only showed increased sales — but also in- 
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Tradition is evident in the exterior 
of the new Loring Andrews store, 
Cincinnati, Ohio, (opposite page), 
and in its merchandise, service and 


settings. But the framework of 


lighting and color (above photos) 


at this location are contemporary. 
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A NEW SETTING FOR AN 
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This 15l-year-old Cincinnati firm opened in a 
new location, bringing along its traditions in 


merchandise, display and service. 


® If the ghosts of southern Ohio pioneer families 
had been in Cincinnati this past spring, they 
would have nodded in recognition at the opening 
of a jewelry store. 

The shop was Loring Andrews, opening in a new 
location at 27 W. Fourth St. This firm was estab- 
lished 151 years ago, in 1805, only two years after 
Ohio became one of the United States. Business 
on the Ohio River was brisk when Alexander 
McGrew, a young watchmaker and silversmith, 
opened his shop, At first, he specialized in ser- 
vicing the watches of river captains, but in time, 
the firm began to develop as a jewelry store. 

Loring Andrews advanced under different own- 
erships and in various locations until, three years 
ago, it was purchased by Gordon Lang, owner of 
Spaulding and Co., Chicago jewelers. 

In its new setting, the Cincinnati store com- 
bines its old traditions of merchandise, display 
and service in a framework of modern lighting 
and color—-as the photographs on this and the 
following pages show. 





OLD BUSINESS 


© A marble statue of Bacchus helps 
carry over the feeling of tradition into 
Loring Andrews’ new setting. This 
identification piece occupies a place of 
honor in the center of the ground floor, 
welcoming old customers when they 
come into the new shop. For added 
emphasis, two black pylons flank the 
statue. 

And the firm’s display cases—large, 
elaborately carved, elegant pieces of 
rosewood and Chinese teak—bring a 
feeling of substance and quality to the 
atmosphere. More than that, they con- 
trast handsomely with the modern, light 
display cases used throughout the store. 
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Every visitor to Loring An- 


drews passes the marble 
statue of Bacchus, long the 
occupant of an honored place 
in the store. The display case 
(opposite page) is one of the 
many elaborate showpieces 
(PLEASE TURN PAGE 





* Loring Andrews’ large collection of im- 


ported and domestic china and crystal share 


the second floor of the new location. 

On the long (125 feet) first floor, the firm 
displays its jewelry, watches, clocks, silver- 
ware, antique china and silver, and sta- 
tionery. 

An atmosphere of calm and of richness of 
merchandise is evident in the display areas 


of this 151-year-old firm. 
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A close-up of the china and 


crystal section (opposite page) 


shows in detail the carved dis- 
play case and the type of mer- 
chandise. The photos below give 
overall views of Loring An- 
drews’ collection of imported 


and domestic lines 
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A VISIT TO A GEM CENTER IN GERMANY 


Idar-Oberstein, a world-famous center of gem cut- 
ting, is back in business. Dr. Pough visited these 
twin towns on his trip to Europe this past spring, 
and JC-K is interrupting his series on baroque and 
cabochon stones to publish two timely articles on 
this trip. The baroque series will be resumed in 
October. 


® To the jeweler, a visit to Europe would not be 
complete if he did not take advantage of the trip 
to visit the twin German towns Idar-Oberstein, 
near the border of France, on the Nahe river. 

To many American soldiers, the district has 
become very familiar, for one of the large troop 
camps is not far away. Despite the proximity to 
an old German barracks and the short distance 
from the border, Idar suffered practically no dam- 
age in the war and was able to get back to gem 


li2 


by Dy. B'vedev ich H Pough, Jt -K rem (i 


cutting on a large scale quite quickly, as soon as 
raw materials became available and markets were 
reopened. 

Idar is busy and thriving. People are working 
hard and making the comeback as conspicuous 
here as it is elsewhere in West Germany. The 
Idar lapidaries seem to be able to sell all that 


they can produce working at capacity, and one 


hears that a fairly high percentage of their pro- 
duction is not destined for the American market. 

In the routine production of the commoner 
stones—the synthetic corundums, the amethysts, 
pale aquamarines, the topaz quartz, and the fine- 
grained quartz cabochons and buff tops — the 
Germans have traditionally excelled. The reluc- 
tance of other cutters to conform to exact size 
specifications, and the tendency to cut too flat or 
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Plan a diamond lecture program to 






promote your diamonds and your store 
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On diamond facts and fallacies. 
Fascinating 45-minute talk—for both 
men and women. 


This interesting lecture has been pre- 
pared with the assistance of some of 
the country’s leading gemologists, di- 
amond cutters and other diamond ex- 
perts. Informative and factual, it’s 
aimed at correcting the most popular 
misconceptions about diamonds. 

Presenting this lecture gives you an 
opportunity to talk to many potential 
customers about vour diamonds and 
your store—to show rings and other 
diamond jewel pieces. 


(), 3 popular lectures 
1) FREE—in complete 
) text and note form 


On jewelry and diamond history. 
Popular 30-minute talk—ideal for 
women’s clubs. 


The history of jewelry, and of dia- 
mond fashions, from the earliest times 
through the Middle Ages, right up to 
today. It tells of kings and queens 
who have made diamond history and 
of today’s “queens of fashion.” 

With this leeture vou can whet in. 
terest in vour own diamond collec. 
tions. It lends itself to a display of 
your own diamond jewelry. gives you 
a chance to implant the idea of dia- 
mond gifts for family occasions. 


{\ Ideal for talks 
-*) before club, church 
and school groups 





On famous diamonds. 
Impressive 30-minute talk — appeals to 
both men and women. 


The histories of 30 famous stones, this 
diamond talk has romance, adventure 
and drama. It has been enthusiasti- 
cally received by audiences through. 
out the country 

This lecture, with its general ap- 
peal, helps you promote desire for 
diamonds among people of all ages, 
aceent the fact that “a diamond is 
forever.” You can display engagement 
diamonds, and diamond gifts from 
vour own collections 


De Beers Consolidated Mines, Ltd. 


Order any or all of these lectures now 


Diamond Promotion Dept., THE REUBEN H. DONNELLEY CORP., 290 sandford Bivd., Mt. Vernon, N. Y. 


Gentlemen: Please send me the FREE lectures checked below: 


Secrets of the Diamond Experts’ 


Name 


Address 


Who Sets the Fashion in Diamonds?” 


Diemonds with a Past’ 


Zone Stote 


too deep, depending upon the rough, that we mark 
in the Brazilian-cut stones, is not customary in 
German-cut stones. 

It is for this reason that American manufac- 
turers with machine-made mountings will pay a 
premium for the German stones, as opposed to the 
Brazilian random-cut or approximate-cut stones. 
However, it is becoming increasingly hard to get 
great quantities of such stones at the low prices 
of the past from Germany. German cutters have 
sometimes been heard to say that they have plenty 
of otner business and that they do not welcome 
hard-boiled American buyers who come insisting 
on perfect cutting and then drive hard bargains 
when it comes to price. 

Oberstein, about two miles away on the rail- 
road, has a jewelry industry, mounting some of 
the stones that are cut in Idar. There is little for 
the jeweler to see there, except a museum that 
houses an historical display of the cutting indus- 
try, and the Felsenkirche, an oddly situated 
church built against a cliff rising above the town. 
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This display of what the Idar crafteman can do, also shows « sense 
of humor on the part of the arranger, who included a few pearls in the 
same case that featured some white quarzite-red aventurine 


(‘eosite’’) earvings of some very fat and healthy pigs 


Anyone going down the main street of Idar, 
however, cannot fail to note the enamel name- 
plates on almost every building he passes, each 
proclaiming some aspect of the trade. There are 
gem engravers, diamond cutters, synthetic stone 
cutters, rough stone importers, agate cutters, 
lapidaries. Even the names are repeated over and 
over. Half the citizens of the town must be related 
several times over. 

One can spend days and days visiting shop after 
shop, but it would hardly have any purpose, for 
the techniques, equipment and products of one 
shop are almost the same as those of their com- 
petitors. Twenty-five years after the first visit 
to Idar, one still gets about the same impression 
as he did at first, with one exception. The skill, 
the precision of the work, and the scale of the 
production are the impressive aspects today, as 
they were a quarter century ago. 

What is missing, and this may be due in part to 
the writer’s own growth in experience, is the feel- 
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Winner of “Diamonds, U.S.A.” Award for outstanding achievement in Jewelry Design. 
| , 
. 


T veneuial 


TIMEPIECES 


Raymond Abrahams proudly 
presents a new, magnificent 
collection of specially priced 
Diamond Watches with 


guaranteed jeweled movements. 


Available on consignment for 
your special requirements 
Attachments are also 


avatlable separately. 


551 Filth Avenue, New York 17, WN. Y. 
Phone — VAnderbilt 6-0457-8 


For prompt attention please address all inquiries Dept. K-43 
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by W. B, Stoddard 


Watches, pens, pencils, luggage, 
stationery-—the jeweler’s is the 
logical place to shop for back-to- 
school presents. Here are ex- 
amples of how five retailers 
developed late summer promo- 


tions on this theme. 


® Next month, hundreds of 
students will be going away to 
school, many of them to college 
for the first time. They are go- 
ing to need pen and pencil sets, 
fountain pens, stationery, and, 
not to be overlooked, a good 
watch. 

These, with luggage, cameras 
and jewelry, both for boys and 
girls, are important going-away 
gifts from parents, other rela- 
tives and friends of the family, 
and should be emphasized in the 
jeweler’s displays and adver- 
tising. Here are some things a 
group of western jewelers did 
along these lines last year: 

Kay Jewelry Co., San Diego, 
Calif., had a long window in 
which were three separate units. 
The first showed typewriters. At 
the other end cameras were fea- 
tured, 

The central fixture showed a 
little figure of a man fishing, 
mechanical! arrangement causing 
the rod and line to rise and de- 
scend, A card suggested, “Before 
you fish for a good catch, cast 
for a Kay guaranteed watch. 
For accuracy and dependability 
this watch will show you that 
your cast was a good one.”” When 
the line arose a watch was seen 
attached at the end. 
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promoting BACK-TO-SCHOOL GIFTS 











TOP PHOTO: Bubar Jewelers, Santa Monica, Calif., made a double 
promotion in this window, for the fall bridal season and back-to- 
school gifts. Most stress was laid here on gifts for youngsters 
ending their summer vacations and heading back to classes. 


LOWER PHOTO: Silton & Co., Los Angeles, was gratified with a 
“back-to-school” campaign conducted by downtown merchants col- 
lectively. The men’s jewelry display in this window was an impor- 
tant part of Siiton’s promotion for back-to-school gifts. 
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TRADITIONAL SYMBOL OF LOVE AND LUCK 


The original, and still the finest of rings that lock together’ 


Prestige building beauty! Guaranteed lifelong satistaction ! 
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TIME COUNTS 


ACT Vill OF 


Showmanship in Business 


By Zenn Kaufman 


* Victor Schwab, one of America’s top-flight 
advertising men, tells us that the word “new’”’ 
is one of the most powerful words that can be 
used in selling or advertising. Schwab has spent 


millions of dollars in “couponed” advertising so. 


he knows whereof he speaks. 

Why is it that people will pay a dollar to see 
firat-run pictures the day they hit town when, by 
waiting two or three or four weeks, they can see 
the same picture in neighborhood playhouses— 
with the addition of a double feature—for 30 or 
40 per cent less? 

In Florida, last winter, I paid 23 cents for a 
same day copy of my New York Times, whereas 
by waiting until the next morning, I could have 
got it for a dime, or the next afternoon for a 
nickel. Thousands did the same thing because 
they instinctively craved newness. 

Perhaps one of the shrewdest examples of time- 
liness was furnished years ago by the Empire 
Gold Buying Service watching for the U. §. 
Supreme Court decision on the price of gold and 
changing their copy in New York papers be- 
tween decisions in such a way as to take advan- 
tage of the decision. 

Pontiac ran a whole campaign under the theme 
of “the hat of the month plus the car of the 
year.” Tied in with fashion editors, it showed 
the “hottest” hat fashion of the month — thus 
created a fashion interest in a particular car. 

Automotive manufacturers have grown rich 
by the ballyhoo of obsolescence—more popularly 
known as “next year’s models.” And the sale of 
fashion merchandise is another indication of the 
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cash value of newness. Women spend four times 
as much for clothes as men—largely because of 
the existence of style and fashion interest. 

In Toronto, a store showed 13 black cats on 
Friday the 13th. The public was told that the 
cats spelled good luck because they were bring- 
ing customers a special good luck sale—at dis- 
counts of 13 per cent. 

In Portland, Ore., Feldenheimers tied up with 
“Railroad Week” through a timely window dis- 
play featuring the accuracy of their watches. 
Atmosphere was created by a painting of a rail- 
road traveling up a mountain and a realistic 
model of a modern streamlined locomotive. 

Arthur A. Everts, a jewelry retailer of Dallas, 
Tex., was selected by the Cotton Bowl Associa- 
tion to supply Hamilton watches for members of 
the 5.M.U. and Oregon football teams. A win- 
dow display, “Cotton Bowl-inspired,” placed large 
pennants of the schools as a background for two 
running and tackling football-player manikins. 
Above the display were featured the timepieces 
to be awarded. 

In St. Louis, one jeweler sends baby books along 
with timely congratulations to proud new parents. 
The books contain no advertising, but give in- 
formation regarding appropriate birthstone and 
anniversary jewelry. 

Josephson Jewelers, in Moline, Ill., tied in with 
a high school graduation by using an enlarged pic- 
ture of the graduating class in the window. Sepa- 
rate ribbons led from each girl’s photo to a par- 
ticular jewelry item in the display. Copy read: 

PLEASE TURN TO PAGE 13! 
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— CATCHING FIRE / 


THE BIG, NEW LINE— 
STARFIRE DIAMOND RINGS 


— is skyrocketing to success in 
jewelry stores all over the nation. 


Diamond ring customers are attracted by 
Starfire’s powerful national advertising in 


LIFE e LOOK e« SEVENTEEN 


Diamond ring customers are sold by Starfire’s 
lovely, larger diamonds .. . popular prices... 
modern styles . . . reliable guarantee . . . and 
exchange privilege. 


You can make profitable sales with Starfire — 
the nationally advertised line with ideal credit 
selling features. 


For information about a STARFIRE Franchise 
Write to A.H. POND CO., INC., SYRACUSE 2,N.Y. 


DEALER AIDS: 


WINDOW and IN-STORE DISPLAYS « WNEON-SIGNS « MOVIE PLAYLETS 
NEWSPAPER MATS « TV FILM SPOTS ¢« DIRECT MAIL PIECES « FOLDERS 
GUARANTEE CERTIFICATE «© EXCHANGE PRIVILEGE «+ SPECIAL RING BOXES 
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by Jeweler Austin E. Gray 
Middletown, N.Y. 


as told tal, Shyvke 


farmers 


He doesn’t mind if they enter his store in their 
work clothes, a New York State jeweler explains. 


Rural customers have become vitally important, 


© Theoretically, any retailer in any business knows bet- 
ter than to judge a customer by his clothes. 

Yet, every day sales are lost because potential custom- 
ers, able and willing to spend money, are treated with 
less than full consideration because they are casually, 
or perhaps sloppily dressed. 

Where | live, it is especially important to ignore the 


WAY A han of woran who Comes into the store is 


are 


good customers 


dressed. Middletown is a small city of about 23,000, in 
a prosperous agricultural region of southeastern New 
York State. 

There are many, many dairy and produce farmers in 
this Orange County section of the famous mid-Hudson 
Valley, and it is not at all unusual for them to come into 
town to shop still wearing their overalls and boots. 

Farmers have demonstrated that they can be good 
jewelry customers. Essentially, they are conservative. 
They must be convinced that they are getting their 
moneys worth and they will not be rushed or high- 
pressured into making up their minds fast. 

But when they have confidence in the merchant and 


his store, they are willing to pay a fair price for quality 
PLEASE TURN TO PAGE 142 


Clothes don't make the customer in the opinion of Middletown, 


N. Y., jeweler Austin kb. Gray. It is not unusual in his 


experience to sell an excellent quality diamond ring to a farmer 


while the well-dressed city resident may limit himself to a tie bar. 
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to all ANRJA 


Convention Visitors... 








or three generations, Baumgold Bros. 


have been FIRST IN DIAMONDS 





because they were FIRST to give you, 


isa at no extra cost, many exclusive 





features that increased our sales. 

For example—Circle of Light, 

Heart Shapes and Jagersfontein. 

NOW... Baumgold Bros. are pleased to invite you 
to see their newly completed diamond cutting 
factory containing the finest automatic equipment. 
Remember, when you buy from Baumgold, 

you buy directly from the manufacturer. Baumgold 
Diamonds are of consistently exquisite quality 


and are available in all sizes, shapes and price ranges. 


BAUMGOLD BROS., INC. 


580 FIFTH AVENUE NEW YORK 36, N.Y. 


NEW YORK LOS ANGELES LONDON ANTWERP MONTREAL VANCOUVER TORONTO TEL AVIV 
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aid to sellin 


fine JEWELRY 


by 
JACK 
HARRITON 


Floral designs are 
suggested in these 
pins and earrings, 
made of diamonds and 
pearls. A customer's 
stones may be reset 


in these flowing forma. 


Original creations designed exclusively for THE JEWELERS’ CIRCULAR-KEYSTONE 


Many precious jewelry sales can be made by 
capitalizing on the customer's interest in design. 
By becoming familiar with these designs you will 
be able to sketch suggestions that will impress 
your prospects. You need not be an artist to do 
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this; a pad of tracing paper and some practice 
should give you the necessary confidence. Cut out 
and save these pages. They can be kept in a filing 
folder for quick reference. They can even be 
framed and displayed in your store. 
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ANRJA CONVENTION (from page 94) 

Jewelers will have two major objectives dur- 
ing their stay in New York: to listen to and take 
part in discussions on varied subjects, all center- 
ing around the convention theme, “Working To- 
gether for a Better Retail Jewelry Industry,” and 
to inspect the jewelry, watches, silverware and 
other lines of merchandise on display. 

At JC-K’s press time, the number of exhibitors 
was close to 400. And Charles M. Isaac, executive 
vice-president of the ANRJA, expects the 1955 
record attendance of 14,017 to be surpassed this 
year. 

Jewelry industry representatives will get a 
searching view of “The Business Outlook” on 
Monday morning, Aug. 27, in an address by 
Stahr! Edmunds, manager, Economic Studies, 
Ford Division, Ford Motor Co. 

ANRJA President Oscar Kind, Jr., will make 
his welcoming address the same morning. A. W. 
Zelomek, president of the International Statistical 
sureau, Inc., will discuss “Why Consumer Credit 
Is Important,” and James M. Rudder, of C. 5S. 
Bennett, Inc., Atlanta, Ga., and chairman of the 
Jewelry Industry Tax Committee, will answer the 
question, “What Are We Doing About the Excise 
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‘Tax’ 


mounted or 
unmounted 
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A merchandising session, devoted to the theme, 
“Downtown and Suburban Shopping,” will start 
off the second day. Speakers and their topics will 
be: A. W. Lewin, president, Lewin, Williams & 
Saylor, Inc., “How to Be a Better Retailer’; 
Walter B. Jaccard, chairman of the board, Jewelry 
Industry Council, “The Operation Cherub Pro- 
gram for 1956,” and William Kendrick Ewing, of 
William Kendrick Jewelers, Louisville, Ky., ‘“Tra- 
dition and Merchandising A Jeweler’s Proud 
Heritage.” 


How smuggling can affect you 


On Wednesday, Aug. 29, George Fine, past 
president of the Diamond Manufacturers and Im- 
porters Association, will speak on “How Smug- 
gling Affects Retail Jewelers.” 

Other speakers will be William S. Preston, Jr., 
F. J. Preston & Sons, Burlington, Vt., on “The Im- 
portance of Maintaining Operating Margins,” and 
Alvin Levine, Foote, Cone & Belding, Inc., New 
York, on “How to Sell Fine Watches.”’ 

The last day’s business sessions will be high 
lighted by the election and installation of officers. 
In the evening, the ANRJA convention will be 
climaxed with the traditional assembly, banquet, 
entertainment and dancing. 


DIAMONDS 


Emerald oF 


and A la rguis ¢ 


STAR SAPPHIRES 
RUBIES 
STAR RUBIES 


EMERALDS 
CAT’S EYES 
PEARLS 


We have a large stock of 
Precious Stones, mounted 
and unmounted from which 
to make your selection 
Let us cooperate with 
you on your special calls. 


* 














COSTUME JEWELRY 


helps lo attract 


TEEN-AGE 


customers 


Vincent Mirabella, manager of Horstmeyer 
Jewelry Co., Weliston, Mo., encourages high school 
girls to select from his collection of costume 
jewelry, knowing how important teen-agers may 
become as customers for other lines. Mirabella’s 
story, below, is told to author Robert A. Latimer. 


© Like so many other jewelers, we have found the 
teen-age girl an increasingly important person in 
our business. 

Since today’s high school gir! will be tomor- 
row’'s bride, she is invited to start selecting from 
our stock of silver, china and glass. For several 
years, we have been actively seeking the business 
of the young ladies who soon will be established 
homemakers. 

More recently, we took another step to cultivate 
her interest and convert her into a regular cus- 
tomer. In talking with high school girls, we 
learned that costume jewelry is one of their in- 
terests. Consequently, we have built a program 
around our line of costume jewelry, opening up 
the department so that every gir! is encouraged 
to come in and browse. 

Our formula for attracting and building teen- 
age traffic has been: merchandise displayed on a 
self-service basis, the opportunity to browse with- 
out being interrupted by salespeople, and a warm, 
friendly atmosphere without any of the aloofness 
or restraint that many teen-agers, and adults too, 
mistakenly associate with jewelry stores. 

Our costume jewelry used to be displayed in- 

PLEASE TURN TO PAGE 146 


THE JEWELERS CIRCULAR-KEYSTONE 





SEE THE STARS AT 














LINDE’ STARS 
INVITE YOU TO VWSIT BOOTH *8-32 
AT THE ANAJSA SHOW 
AUGUST 26TH TO BOTH 


. od 
Star attraction at this year’s ANRJA Show .. . and in your own showcase DEMAND for ‘Linde’ 
oe jg Bs Stare ... created and 
throughout the year . . . ‘Linde’ Stars, the magnificent gems made by man 
4 7 . . 4 supported by selec tive 
-a. to duplicate the perfection of nature's own star sapphires and star rubies. high-fashion national 


advertising Your rust 


See the Stars at the Show .. . Feature them in your store, in your 
; ‘ ready-and-able to buy 


advertising. 
, i ti customers are reading 
‘Linde’ Stars are a good way to attract new customers... to meet the more and more about 
‘Linde’ Stars in the pag 
es of The New Yorker 


Magazine 


demand for a “special but different” gift . . . to ring up the year-round extra 
profits you want! 





The term ‘Linde’ is a registered trade mark of Union Carbide and Carbon Corporation. 
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Frank Ames, a West Coast jeweler, was able to set up this spacious store because he 
chose a side street location, rather than the town’s main shopping street. He has com- 
bined fluorescent and incandescent lighting in an unusual way, setting incandescent spots 


at the ends of the fluorescent tubes that run across the width of the aisle. 


PROSPERING ON A SIDE STREET y fewardR. Lucas 


The decision of this jeweler to move from a small city’s main shopping street 
to a less prominent location was carefully thought out— and it resulted in 
a 30 per cent increase in sales. 


* If there is one thing jewelers from coast to coast agree on, it’s the desira- 
bility of a good location on a busy shopping street. It would certainly be 
difficult for them to imagine a jeweler voluntarily moving his store away 
from the most important shopping street in town. 

Yet, that is exactly what Frank Ames, ewner of Ames Jewelry, Inc., Ren- 
ton, Wash., did about a year ago when he moved from Renton’s main street 
to a comparatively quiet location on a nearby side street. Ames made the 
move purposely, and with full knowledge of the risk he was running. 

His reasons were simple: he believed it would be better to have a secon- 
dary location if it gave him the improvements he wanted. As Ames saw the 
situation, he had a choice of two possibilities: a good location with inade- 
quate facilities or a secondary location with excellent facilities. 


He chose the latter. 
Was he being short-sighted? Even foolish? Not at all. During the year 


since his move to the side street, Ames has realized a 30 per cent increase in 


sales! 
Ames credits this remarkable sales record to five factors: 


PLEASE TURN PAGE 
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Supplying large watch firms 
for their diamond needs. 
We wish to serve you too. 


SUIT 


Memorandum selections 


9 ag sent upon request. 
CENSOR BROS. & ROSENBLUM 


Diamond Importers & Manufacturers 


71 West 47th Street New York City 
JUdson 2-4184-5 


KITES 











Above: Improved window displays were one of the induce- 
ments that led Frank Ames to leave a main street location, 
The windows are angled slightly, to attract passersby 


from both directions, 


Below: More store space permits this jeweler to have his 
gift-wrapping service in a more convenient location. Panel- 
ing around the wrapping desk helps make this section of 


the atore more attractive. 


FROM PRECEDING PAGE 


la larger, more attractive store front 
2—~increased window display space 


+—increased floor space 

4—-better interior displays 

5-——the addition of new traffic-building lines. 

The first four of these factors, appropriately 
enough, represent the very which 
prompted Ames to move his store. 

“There is only one important shopping street 
in Renton, a town of 16,000,” says Ames. “Our 
new store is thus in a secondary location. This 
slight disadvantage is more than compensated for, 
however, by the improvement in our facilities; the 
increased floor space, for example has been a boon 
for some of the larger items like hollowware, in 
which sales have more than doubled. 

“Our side street location has also been compen- 
sated for by our much more impressive store 
front,” Ames continues. “My belief is that people 
tend to judge a store by the size of its front.” 

Another advantage of the new location is that 
it permits better window display. To make the 
best use of the increased display space, Ames 
angled the two front windows slightly, so his dis- 
plays would face passers-by walking in either di- 
rection. The windows do not have a back wall, so 
window-shoppers can see beyond the windows into 


reasons 


the store. 

As a further means of drawing passers-by into 
the store, Ames set the doorway several feet back 
from the sidewalk and the outer edge of the win- 
dows. In addition to creating a small alcove where 
shoppers can examine the merchandise without 
being jostled by people on the sidewalk, this ar- 
rangement allows Ames the full length of his win- 
dows for displays designed to draw the shoppers 
into the store. 

“If I had to build over again,”’ Ames declares, 
“T’d put the entrance back another two feet.” 


Better lighting in new location 


The new location also made it possible for Ames 
to install a better lighting system. Modern fluores- 
cent fixtures running over the center aisle serve 
as the main source of illumination. Incandescent 
spotlights, suspended from the ceiling, provide 
highlighting of special displays and showcases. 

Perhaps the most important advantage of the 
side street store is the increased floor space. It 
permits Ames to arrange his counters and cases 
in keeping with the tone of the quality merchan- 
dise he sells, with no need for jamming cases to- 


gether in an effort to make the most out of lim- 
PLEASE TURN TO PAGE 134 
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F LEX-LET OPENS A SENSATIONAL 
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© BAND SIZES... 


SO SIMPLE you'll wonder why you never thought of it! SO QUICK you'll be 





SIZE-O-MATIC FITS 

EVERY WRIST SIZE! 
NOW! NO MORE 
STOCKING LONGS, 

REGULARS, SHORTS! 








1. Expand band, depress 2. Links separate for size 8. Re-lock by snapping 
push-pin. adjustment. push-pin into next link. 


ONLY WITH SIiIZE-O-MATIC ONLY WITH SIZE-O-MATIC ONLY WITH SIZE-O-MATIC 
can you sell the very band you show — All links, not just 1 or 2, are completely you reduce and release inventory $$$! 
make moat sales with least stock! removable! 


FLEX-LET 
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just # SIZE-O-M 


, amazed...takes only 9 seconds! $0 EASY achild can doit! 


SiZE-O-MATIC FITS 


, At 
EVERY WATCH END! - . Be y oe 
NOW! NO MORE 4 // YV | 
HEADACHES WITH , | 4 





5/8", 11/16",3/4" ENDS! 








To adjust ends from 1. Select proper end size. 2. Slide on to band. 3. Use any pointed tool to 
5/8” to 11/16” or 3/4” lock in position 
do you always have the right band as with all superior quality Flex-Let do you get torsion-spring construction 
length and the right end width at the bands, do you get an unconditional re- provides greater expansionability 
right time! pair guarantee? for the life of the band! and incredible durability! 
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emmy Pen Bummel ‘TP pang 


Bold beauty! Flawlessly smooth links 
with mirror finish serve as a luxurious 





SHOCKED? 
HARD TO 
BSELIEVE? 


Thousands of other jewelers 

will be amazed by 

SIZE-O-MATIC, too! Don't 
delay, don't wait! You must 
see it to believe iti ORDER 
vee OF EACH STYLE 
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FLEX-LET SIZE-O-MATIC* gives you superior self-sizing: quicker... 
easier...and you can remove and replace every link because all links, 
not just 1 or 2 are completely self-sizing! 

B * 














easy? 
why it’s easy & 


as ABC .. 


Inge rt satnte ad boot into Separate links by sliding Re-assemble by moving hole 
opening and move hole to apart. to “lock” position. 
“open” position, 


At last—one telescopic band to fit every woman customer! 


INVENTORY-WISE 
doesn’t tie up $$$ in longs and shorts! 








think 


what this means 
to you! SALES-WISE 
gives you the right size at the right time! 


....and here are the exquisite FLEX-LET SIZE-O-MATIC ladies’ 
bands that revolutionize watch band buying and selling! 


~ Bophisticated styling! Each link fady Cfove ~ Breathtaking beauty! Incredible 


exquisitely beautiful, expertly shape- slenderness for even a telescopic 
mated for each other, The fine-ribbed motif creates an over- band! An exquisite scallop design accentuates the sleek 
all pattern of dazzling charm. A continuous circle of brilliant silhouette. Lovely links flair into ends that blend band into 
beauty. watch in perfect fashion harmony. 


Style No. ano~ 1/20 10K yellow or white gold filled — Style No. 285~—-1/20 10K yellow or white gold filled — 
retails $7.96... retails $9.96... 


Don't Wait! See Them Now! FLEX-LET CORPORATION, 


FLEX-LET SIZE-O-MATICS 580 FIFTH AVE., N.Y. 36 


eT ened hee 6 catamarans FACTORY: EastProvidence, 


in Canada: Guiidcraft, Ltd., 
119 Adelaide St. W. Toronto 


1906 Fiexn-Let Corporation 
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W elcome to New Y ork — 






Visit us at our offices in 
Rockefeller Center, 630 
Fifth Avenue, during the 
ANRJA convention. You 
will find a warm welcome 
in cool surroundings. 











FACETS MIRROR THE SKILL OF THE CUTTER. IN PROCESSING 


A DIAMOND, THE MASTER HAND TRANSFORMS WHAT WOULD 









BE AN ORDINARY GEM INTO ONE OF UTMOST BEAUTY. 






A DIAMOND CUT BY LAZARE KAPLAN IS A MASTERPIECE. 


Imaginative planning and 
masterly cutting , e 


result in Competitive prices. 








The “cutters of the Jonker Diamond” Importers, Cutters of Fine Diamonds 
cordially invite your inquiries 
concerning diamonds. 630 Fifth Avenue, New York, N. Y. 
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COURTNEY reaches ¥2 million future brides for you . . . 


AS NATIONALLY ADVERTISED IN Modern Bride ano Seventeen 


¥ 
ae 
Pa - ‘ 


Every bride wants a 





y 


DIAMOND RING 


and every groom knows why: 


“Courtney diamonds 
ore cut for brilliance’’” 


The Courtney” signature or symbo! ki 
on the inside band of each ring, guarantees 
the integrity and value of your selection. 





FREE: Vaivable “diamond-facts” booklet by 
Courtney to help you select your ring wisely. 





JOHN J. COURTNEY & CO. 
452 FIFTH AVENUE * NEW YORK 18, N. Y. 


. © NC 1956 = *Trady Mark: 


! 
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f het Fe ase apr eT iia 


Rings slightiy enlarged to show deteti 


RATED JEWELERS: Write for information about our “guaranteed selection offer” today 


A CORDIAL INVITATION IS EXTENDED TO SEE JACK COURTNEY AT A N R J A SHOW, SUITE 914 - 16 
180 Tue Jeweiers’ CrrcuLaR-KEYSTONE 





SHOWMANSHIP IN BUSINESS (from page 118) 


“Give her the gift she prefers—the ribbons des- 
ignate each graduate’s personal choice.” 

In Yonkers, N. Y., the Gotham Jewelry Co. tied 
in with the baseball season by presenting a watch 
to the most valuable player in the Industrial 
Baseball League of that city. The winner was 
chosen through a newspaper poll and Gotham 
cashed in on some valuable publicity. 

In Knoxville, Tenn., the Royal Jewelers Inc. 
contributed a large silver trophy to the best of 
70 floats in an auto safety parade. The parade 
furnished the climax of a much publicized safety 
drive. These events were making local news— 
hence it was smart to tie in with them. 

A jeweler in New York held a timely sale in 
connection with the opening of the circus in Madi- 
son Square Garden. His windows were made up to 
resemble the circus, an animal cage housed dozens 
of gold animal charms presented as the “Most 
Amazing Value in Captivity—Key to the Cage 
Inside the Store!”’ 

When Duncan Johnson’s store was robbed in 
Twin Falls, Idaho, he ran a timely ad reading: 
“If the person who broke this window will come 
in when I am open, I will give him some very 
pretty boxes for the beautiful diamonds he so 
rudely took.” 

Possibly the thief misunderstood the meaning 


of the word “boxes” or mistrusted the generosity 
of Duncan Johnson—who is also the Mayor of 
Twin Falls—whatever the case, he never accepted 
the invitation. 

When columnist Earl Wilson reported that Bar 
bara Ann Scott, skating champion, spun so fast 
that off-balance watches were quite an expense, 
one watch distributor tested one for a week and 
found that it was unaffected by counter-clockwise 
motion. A watch was then presented to Miss 
Scott, who was photographed wearing it. 

Your public is interested in anything that’s 
new. Time counts. Just don’t let it count you out! 





HOW’S YOUR SHOWMANSHIP? 

Each month our autographed copy of SHOW- 
MANSHIP IN BUSINESS is given for the best 
example of showmanship sent in by a reader 
of JEWELER’S CIRCULAR-KEYSTONE. Tell us of 
something you've done — or even something 
you’ve seen that has helped add that extra 
touch of dramatic interest. 


FREE—The Showmanship Yardstick 

Send a self-addressed envelope for your free 
copy of The Showmanship Yardstick—a 12- 
point check list of the elements that make a 
good show. 

















Importers and Cutters of Diamonds 


Originally established 


L&M: Kahn- Jacobson 8B 


1866 





ros-[2. 





President, Walter N. Kahn 


Vice Prea. 4 Sales Manager, Walter L 


Kahn 


Chairman of the Board, Sereno P. Davis 


608 Fifth Avenue New York 20, N. Y. 


Representativer 
Herbert L. Gardner 
Kenneth Scher 
Warren P. Eckel 


32/34 Holborn Viaduct, London 
Cable Address: “Redliace” New York 


Telephone: Circle 6-4318 
6-4314 
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Progressive Utica Guild Builds Sales 
With “Know Your Jeweler’ Theme 


Members of the Utica, N. Y., Retail Jewelers 
(,uild joined recently in a cooperative promotion, 
built around the theme, “Know Your Jeweler.” 

Principal medium for the promotion was a spe- 
cial tabloid supplement in the Utica Observer- 
Diapatch, in which the participating stores placed 
display ads and which carried stories about the 
jewelry business in general. 

The front page of the tabloid featured a photo 
of a woman inspecting a watch at a jewelry 
counter while a jeweler offered advice. This was 
the general promotional message employed: 

“Your quality jewelry is a family friend. When 
you want to buy jewelry, watches, gems or sil- 
verware, he offers you the best in advice and 
merchandise. Because they are the best, you are 
satisfied,” 

Window and interior displays carried out the 
“Know Your Jeweler” theme. Stores participat- 
ing were: Harry A. Cramer, Inc.; M. Freeman & 
Son; Gift Shop Jewelers; Harris Bros. & Co.., 
Inc.; Daniels; Evans & Sons, Inc.; Kay Jewelry 
Co., Inc.; Sonne Brothers, Inc.; Utica-Rudolph’s, 
Inc.; Gary Jewelers, Inc.; Lennon’s, Inc.; Jewel 


Shop; Diamond Shop, and Dom’s Jewelers. 
Mayor John T. MecKennan of Utica set aside 

“Know Your Jeweler Week” as part of the pro- 

motion. 





YOUR CHRISTMAS WINDOWS [from page 103) 


might be drawing a small sleigh full of gift pack- 
ages. Merchandise is arranged on step elevators 
on either side of the window. Decorative stars are 
scattered across the background. 

Silhouette cut-outs of cherubs pulling on bell 
ropes are suggested in Sketch C. Bells may be 
cut-outs or half-rounds attached to the upper 
right of the window background or suspended 
from the window ceiling. Cherubs are arranged 
on window floor and elevations with colorful rib- 
bons extending to them from the bells. 

Background may be decorative paper or fabric 
or star or snowflake cut-outs can be pinned to the 
background. Silhouettes and bells can be bright 
red or green or blue rather than black. Merchan- 
dise is arranged on circular elevations. 

Wide strips of red felt hang against the window 
background in Sketch D, topped with big red felt 
bows holding Christmas greens. Cherubs may be 
silhouettes of full round figures either attached 
to the background or hung from the ceiling. 
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Rubies, Star Rubies. 


Sapphires, Star Sapphires 
Emeralds, Catseyes , 
Loose or in Platinum 


Diamond Mountings 


of Exclusive Design... 


BARNETT ROBINSON, Inc. 


Formerly Robinson & Sverdlik 
610 FIFTH AVENUE, Rockefeller Center 
New York 20, New York 


Over 35 Years of Service to the Leading Jewelers 
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NEW YORK 
607 Fifth Ave. 


the hit of the show: 


IMPERIAL'S SENSATIONAL 
FALL PROMOTION 





Yes, Imperial is ready with the biggest 
promotion in their history. It was the hit 
of the National Jewelry Fair in Chicago 
where it was first introduced. More jewelers 
saw it—more jewelers scheduled it for 
this fall than any other promotion in 
Imperial’s History. When you see it, you'll 
want this powerful selling idea for your 
store, too. Mr. Joe Goldstone. President 

of the Imperial Pearl Syndicate has spent 
almost three months in the Orient, per- 
sonally selecting the finest cultured pear! 
values available. The Imperial design staff 
headed by Mademoiselle Bloch has styled 
the most beautiful cultured pearl jewelry 
in our history. All this to complement 
this new outstanding fall promotion. 

To be backed by Imperial’s Biggest 
Advertising Campaign. Be sure you see it 
at your Jewelry Show. It will be a 

hit there, too. 
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SEE IT AT THESE 
JEWELRY SHOWS 


8/1215 Pittsburgh Jewelry and 
Gift Fair 
Pittsburgh, Pa. 

Hotel William Penn 
Rooms 552-554 


8/26—30 ANRJA—Bist Annual 
Convention and Trade Show 
New York, N. Y 
Waldorf-Astoria Hotel 
Booths 39-40 


9/2—~6 Allied Gift & Jewelry 
Show 
Dallas, Texas 
Hotel Adolphus 
Rooms 1033-1034 


9/16—19 Denver Gilt & Jewelry 
Show 
Denver, Colo. 
Hotel Albany 
Room 624 


9/23--26 Western Jewelry & 
Silverware Show 
Les Angeles, Calif 
Biltmore Hotel 
Room 2225 


IMPERIAL PEARL SYNDICATE 


CHICAGO DETROIT 
5 No. Wabash Ave. 914 Michigan 
Theater Bldg. 


LOS ANGELES TOKYO 
607 S. Hill St. 


2.34home, Yotsuya 
Shinjuke, Ku 





PERFECT QUALITY e@ PROVEN SALEABILITY 


FULL PAGE, FULL POWER- 
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STEVE ALLEN Sells Keepsake on “TONIGHT” 


Special Keepsake commercials by Steve Allen are timed to step up 
store traffic and sales during the important pre-holiday selling 
season. Tie-in merchandising kits for all dealers. 


Cooperative Listing 
ceepsnue jeweuer || in the YELLOW PAGES 


See Votiow Pages identifies the local Keepsake Jeweler and 


brings more sales and profits to his store. 
Symbol appears in all Keepsake maga- 
zine ads, 
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“NATIONAL ADVERTISING 











° All Full-Page Magazine Schedule 
* Network TV with Steve Allen 
* Outstanding Dealer-Aid Program 


Only Keepsake has the unbeatable combination of guaranteed 
perfect quality and the most powerful selling program in the indus- 
try. That's why no other diamond ring is known so well, why no 
other diamond ring sells so well. 


FULL-PAGES— Keepsake advertising in leading magazines reaches your 
best customers and builds confidence in the lifetime benefits of 
Keepsake’s perfect quality. 


FULL-IMPACT—Keepsake advertising on network TV is forcefully de- 


livered with the convincing personal salesmanship of Steve Allen, 
popular star of NBC-TV's “Tonight” program. 


FULL-BENEFIT—Keepsake advertising is “dealer-localized” to work di- 
rectly for the jeweler through cooperative “yellow page” listings 
and the coupons in Keepsake ads. 


FULL-SUPPORT— Keepsake advertising is backed up at the store level 
by a complete program of display-sales-advertising aids for local 
dealer identification, more sales and traffic. 


Get your FULL measure—and more—of diamond ring 
business by featuring the name that’s known the best, the 
name that sells the best — 


DI AMON O RING § 





America’s Largest Selling Diamond Rings 


For Franchise Details, See Your Keepsake Representative or Write 


A. H. POND CO., INC. 120 £. WASHINGTON ST. SYRACUSE 2, N. Y. 
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PROSPERING ON A SIDE STREET (from page 128) 


ited space, Ames has been able to departmentalize 
much of his stock, separating his fine jewelry from 
his extra lines and speciai traffic-building items. 

Another benefit is that Ames has been able to 
“open up” his cases so customers can walk behind 
them to examine merchandise in the wall cases. 

The increased floor space has also allowed Ames 
to locate his gift-wrapping department in the store 
itself, instead of in the back room as it was in his 
main street store. 

“Since we gift-wrap virtually everything we 
sell, it used to be necessary for us to leave the 
customer while we gift-wrapped her package in 
the back room,”’ Ames points out. “Since we are 
a small store, with limited personnel, there was 
often only one salesperson on the floor during gift- 
wrapping jobs, therefore, there would be no sales- 
person out front.” 

Despite the disadvantage of wrapping packages 
in a back room, Ames believes that gift-wrapping 
materials do not fit in with jewelry store merchan- 
dise. He overcame this problem in his new store 
by constructing a low partition around three sides 
of the wrapping desk which conceals the materials 
from everyone except the customer standing right 
at the desk. 

As Ames expected, one of his continuing prob- 
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‘JEWELERS. 


lems in the new location is that of building store 
traffic. Generally, he has rclied upon new lines 
of merchandise to bring in new customers. One 
such line, which has proved quite valuable, is an 
assortment of low-priced costume jewelry. Ames 
displays this line on a table in the center of the 
store. 

As a further inducement, Ames regularly mixes 
in with this costume jewelry various pieces of fine 
jewelry which has failed to move at its regular 
price. Placing it on the same table not only helps 
bring in customers, who are then exposed to other 
lines, but helps Ames clear out his slow moving 
items. A display of inexpensive pottery sets, ash- 
trays and coasters has also helped build traffic for 
the new store. 

These lines will be continued as long as they 
prove valuable as traffic builders. Meanwhile, 
Ames is constantly on the alert for new ideas and 
methods of increasing traffic. His latest innova 
tion, an electric razor repair service, is proving 
to be an excellent method of bringing customers 
into the store. 

“Kach person who comes into the store is ex- 
posed to all of our merchandise,” says Ames. 
“Even if they do not buy something during their 
visit, they often come back later to purchase an 
article they admired.” 


i 


BS WEST 46TH GTREEYT. NEW YORK 36. N.7. 


Visit our display at ANRJA Convention, Waldorf-Astoria — Booths 325 and 329, Jade Room 
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NATIONALLY RECOGNIZED AUTHORITIES IN MERCHANDISING 
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Paper that’s stronger than 


gunpowder 


Neither gunpowder nor nitroglycerin could 
destroy the protection given you by a Saint 
Paul Companies’ Jewelers’ BlockPolicy —the 
most inclusive Jewelers’ Insurance available. 


The exact coverages you need are written 
into the policy designed to fit your specific 
condition. You buy and pay for just that— 
nothing more. You get broader protection 
—maximum protection with the 

Saint Paul Companies’ Jewelers’ Block Policy. 


No need to worry about several separate 
policies that may overlap or leave loopholes. 
Get the most inclusive protection available 
in a Saint Paul Companies’ Jewelers’ 
Block Policy. 

SEE YOUR SAINT PAUL AGENT OR BROKER 


HOME OFFICE... 111 W. Fifth Street, St. Paul 2, Minn, 


PACIFIC DEPT. 
Mills Building 
San Francisco 6 


NEW ENGLAND DEPT. 
10 Post Office $a. 
Boston 9, Mess. 


EASTERN DEPT. 
*) 90 john Street 
New York 36, N. Y. 
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Policy on Appraisals Is Explained 
In Jeweler’s Letter to Customers 


Like many other jewelers, John Penn Fix, pres- 
ident of George R. Dodson Inc., West 517 River- 
side Ave., Spokane, Wash., is approached fre- 
quently for an appraisal. 

Finally, he wrote an appropriate letter, had it 
multigraphed and distributed to all those who 
sought appraisals. As Fix explains, “This letter 
contains information that we have tried to give 
our customers verbally. If more jewelers used this 
same procedure, the information would eventually 
help the so-called fine jewelers in America, and 
they certainly need help.” 

The letter reads: 

“A reputable, leading jewelry store with a long 
record of experience, such as Dodson’s, is con- 
stantly asked to make appraisals for various pur- 
poses. Our appraisers know the factors that deter- 
mine the value of diamonds. 


Considerable time is spent an appraisals 


“Four men work in our diamond department, 
and each year making appraisals takes a lot of 
their time. Even when a charge is made, this ser- 
vice is largely an accommodation for our friends 
and customers. 

“For insurance valuations we make relatively 
high appraisals so clients will be sure to get full 
replacement costs in case of a loss (usually after 
adjustments). 

“For estate taxes, etc., we make a low appraisal 
based on a quick sale value regardless of the 
original cost—demand, wholesale market price, 
and condition after use are considered. 

“For resale or liquidation we can appraise low 
for a sure quick sale, or higher if an interested 
buyer is found. 

“For reassurance or curiosity after making a 
purchase (possibly represented as a bargain) we 
appraise at a true retail market value if possible, 
but we try to avoid passing on other dealers’ mer- 
chandise. 


it’s hard to please on appraisal client 


“Often if we appraise anything high, the client 
gets a false impression that our prices are higher 
than where the article was purchased and we lose 
future business. If we make a low appraisal, then 
sometimes customers believe we are knocking a 
competitor’s merchandise, and again we lose busi- 
ness. 

“For 50 years the controlled world market price 
of fine diamonds has been better stabilized than 
that of most other commodities, but poor quality 
diamonds rarely have a consistent market price 
and often have very little value.” 
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On NBC Television’s TODAY, Dave Garroway’s tim- 
ing is just about perfect. He knows exactly when to 
spoof a little...to sell a lot! That’s why Westclox has 


chosen Dave to sell its Clocks, Watches and Timers. 


It’s his commanding presence that turns the trick 
for you. Whether he’s on the screen or featured 
in attractive TODAY merchandising aids on 


your shelves, you'll find him a star at- 


wonderful time... for selling! 








traction. And you'll find customers mention his name 


and the products he sells like clockwork, 


Display Westclox products with TODAY selling 
aids. And order more! When the T-H-T stars— 


Dave Garroway, Arlene Francis and Steve 


Allen—go to work, jewelers have the 


pat 


time of their lives selling! 





TELEVISION NETWORK 
a service of in) 


T-H-T: TODAY starring Dave Garroway HOME starring Arlene Francis TONIGHT starring Steve Allen 
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Missouri Store Invites Youngsters; 
Gives Pins to High School Grads 


“The high school student represents an excel- 
lent sales potential for the jeweler, not only in 
future years, but in the immediate present.” 
This is the thought of Jerry Bearman, of Atlas 
Jewelers, Maplewood, Mo. 

One of the more immediate reasons for giving 
special personal attention to the graduste is that 
it provides the young man or woman with an op- 
portunity to see for himself those items which 
he may reasonably expect to receive as gradua- 
tion gifts. 


Graduates take a tour of the store 


If the graduate is given plenty of time, taken 
on a tour of the store and shown various depart- 
ments and items, he will generally spot a number 
of things which he would like to receive. Then, 
when asked by family and friends what he would 
prefer as a graduation gift, he will remember and 
mention particular items and the store where he 
saw them, Bearman has found. 

Since many industries and retail stores openly 
compete for the attention of the graduate and his 
family, a strong and attractive promotional idea 
is needed to bring them to the jeweler. Atlas has 


for some years been using a particular device with 
notable success. 

Each year, all members of the graduating class 
of the local high school are invited to come to 
Atlas Jewelry, where they are given a free school 
emblem pin. 

Each member of the senior class is sent a letter 
congratulating him on the completion of his high 
school career and extending an invitation to him 
to visit the store and receive his free gift. 

Atlas has arranged a system whereby letters 
are sent at a given rate per day, giving the gradu- 
ates appointed times to come to the store. When 
students arrive on their appointed dates, they are 
carefully shown around, told of various specialties 
—for example, the bridal registration system is 
carefully explained to all girls —and generally 
given considerable attention. 

As a result of all this, according to Mr. Bear- 
man, “By the time the student leaves here, spend- 
ing anywhere from 15 minutes to half an hour, 
he is usually well sold on our store.”’ 





The ancient Egyptians buried scarabs of green stones 
with rims of gold in the hearts of deceased persons or 
laid them upon their chests, jor protection on the Day of 


ludgment. 
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EMERALD CUTS —MARQUISE~FANCIES and ROUNDS 


SQUARES 
TRIANGLES 
BAGUETTI 

ROUNDS 

TAPERED BAGUET] 
PEAR-SHAPI 
NALE-MOON 
MARQUIS! 
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62 West 47 St. 


NEW YORK CITY 36, NLY 
Jl dson 2-0740 - 074) 
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where you will see the finest in 
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Fashion First - 


Scarab Watch 
Attachments 


Latest 
Fashion | 
innovation. . 





see our new 
exclusive fashions featuring: 
© first quality Evropean stones 
e superbly crafted mountings 

@ promotion-wise prices ...or write for catalog 


@ T.M. Reg. U.S. Pat. Of. 
WIGS 


714 SANSOM ST , PHILADELPHIA 6, PA. + cHicaco: 10 so wasasn ave, “OME 






















120 Main Balireom 
ANRJA SHOW 
Waldorf 











MEASURE DIAMONDS 


Quickly and Accurately 
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With the Precision-made Accurate Diamond Gauge. 
(,auges round and baguette stones from 1/100 to 2 
carats. Guaranteed accuracy, Simple to use. Made 
from Stainless Steel and Nickel Silver to give a 


lifetime of service Folds to the size of a half dollar. 


FITRITE No. 781 
Accurate Diamond Gauge $2.00 | PERFORMANC! 
J WITHOUT EQUAL 


Order from Your Jobber SINCE 1907 
M. J. LAMPERT & SONS, Inc. 


Exclusive Wholesale Distributors 


352 Fourth Ave. New York 10, WN. Y. 
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e When you attend the 
A.N.R.J.A. Jewelry Show 
in New York, 

August 26th- 30th 


You are cordially 
invited to visit 
our offices 


(Only 4 short blocks from 
the Waldorf-Astoria) 
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— Created by— 


A. tdward Fisher 


“Serving Jewelers for 45 Years” 


665 FIFTH AVE. 


Corner 53rd Street 
NEW YORK 22, N. Y. 


_ Talcott Bros. is Older Than State 
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Of Washington; Made State Seal 


Few firms can boast of being older than their 
own state, but that is the record of Talcott Bros., 
Olympia, Washington. These jewelers were al- 
ready prominent in their field when Washington 
was admitted to the union in 1889. 


One of the brothers who founded the store, 
George N. Talcott, is still connected with the 
business, though he has given over active man- 
agement to his son, Richard. 

When the time came for designing and making 
the great seal of the State of Washington, this 
singular honor fell to Talcott Bros. Here is how 
George Talcott tells the story of this important 
event: 


“A short time previous to statehood, a com- 
mittee came to my brother, Charles, at our store, 
with a design for the proposed seal, to be com- 
pleted when the first legislature met in November, 
1889. The design submitted by the committee was 
a very complicated sketch. Charles told them that 
such a seal would be outmoded with the growth 
of the state. 


“He picked up an ink bottle from his desk and 
drew a circle around its base. Next he placed a 
silver dollar in the circle and drew the inner 
circle. He then printed between the circles “The 
seal of the State of Washington, 1889.’ He pasted 
a postage stamp in the center saying “That rep- 
resents the bust of George Washington.’ His de- 
sign was immediately accepted by the legislature. 

“In preparing the design for embossing, my 
brother, Grant, did the lettering and I did the 
sinking of the die. The cutting, to emboss the 
picture of George Washington, was done under 
difficulties. It was my first attempt to cut a die to 
emboss a person’s picture, and it was done under 
rush orders. I really believe a much better piece 
of work could have been turned out under normal 
conditions. 

“The picture of Washington was copied from 
an advertisement of Dr. Janes’ cure for coughs 
and colds. Such were the conditions under which 
the seal of the State of Washington was pro- 
duced,” ee 





FARMERS ARE GOOD CUSTOMERS (from page 120) 


merchandise. | have found this to be so in my jewelry 
store, and in comparing notes with other businessmen in 
this community, I have found this has been their experi- 
ence also, 

| have seen jewelry become increasingly accepted by 
farmers and their families as part of their life. A number 
of factors has brought this about—increased travel has 
exposed once-isolated farm families to new influences 
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and helped them deveiop uew interests; television has 
enlarged their range of ideas, better incomes, compared 
to pre-war days, have made farmers potential customers 
lor jewelry stores, and better communication has made 
farm lile more social. 

Although farmers have often come into my store in 
their everyday work clothes, | have also seen them dressed 
just as well as their city cousins. The point is, for us, 
larmers are an increasingly important source of busi- 
ness. Nothing is less important than the superficial im- 
pression they make through the way they dress. 


Farmers appreciate business-like methods 


| have found that sound operating principles on my 
part appeal to my farmer customers, as well as to city 
residents. For example, except for 30-day or 60-day 
charge accounts, i do business on strictly a cash basis. 
And my money-back guarantee is rigid—refunds are 
made on articles returned within a reasonable period of 
time, for any logical reason. 

As a matter of fact, in every phase of the conduct of 
our jewelry business, we must remember that we are 
dealing with both rural and urban men and women. 

In our window displays, for example, we put the 
emphasis on variety. My wife, Marie, takes care of the 
window displays. She changes most of them weekly, 
often showing top quality items near much less expen- 


TWO NEW CONCEPTS IN 
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sive items to insure wide appeal. Incidentally, prices are 
not posted on window displays. While we receive our 
share of manulacturers’ display materials, Mrs. Gray 
hersell makes most of our window decorations. 

Our advertising also covers us both in Middletown and 
in the surrounding rural area, through the local news- 
paper and radio station. 

One of our most successful special events was our open 
house. We invited everyone to come to our store-—and 
nothing was on sale, 

Mrs. Gray and mysell, our watch repairman and sales 
personnel were on hand. It was a successful social eve- 
ning. We met residents of the town and from the coun- 
tryside-—and for this evening event, the farmers did not 
come in overalls and boots! 

I know it sounds like “just plain common sense” to 
say, treat everyone with courtesy and attention. When | 
think of the farm families to whom | have sold engage- 
ment rings and silverware, and the well-dressed city 
dwellers who may buy nothing more than a goldplated 
tie bar, | realize the folly of trying to judge a customer 
by the way he dresses. 

There are many jewelers like me, living and working 
in small cities and towns, surrounded by an agricultural 
area. It is vital to our business for us to learn to deal 
with this great range of customers, without any precon- 
ceptions about their ability to buy or their taste. 





e « Both ladies rings... both lovely. . . both in 


the well-known tradition of Church craftsmanship. 


3092 - Lustrous cluster of cultured pearls with 4 diamonds, 


set in 14K yellow gold. 3088/1 - Cool-as-ice aqua with 2 diamonds, 


set in 10% iridium platinum. 


CHURCH & COMPANY Manutacturing Jewelers, 2 Gorden Street, Newark 5, N. J. 
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VISIT US AT THE CONVENTION, ROOM 591, WALDORF-ASTORIA 
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Oklahoma Jeweler’s Gift Sparks 
Interest in Annual Spelling Bee 


For the fourth consecutive year, George Sloan, 
of Sloan’s Jewelers, 20 E. 4th St., Tulsa, Okla., 
has presented a gift to the winner of the North- 
east Oklahoma spelling bee, sponsored by the 
Tulsa Tribune. 

This year, a wristwatch was awarded to a boy 
winner. When a girl wins, the prize from Sloan’s 
is a diamond daisy chain bracelet. The Tribune 
has credited Sloan with providing “a valuable 
incentive to youngsters competing in the spelling 
bee.”’ 

The winner also gets: a desk set, a 24-volume 
encyclopedia, a week’s trip through the East and 
the right to compete in the national spelling bee, 
Washington, D. C. 


BACK-TO-SCHOOL GIFTS [from page 116) 


During the entire month of August typewriters 
were shown on a stand near the entrance, and 
could be seen through the glass door when the 
store was closed at night. 

Bubar Jewelers, Santa Monica, Calif., called 
attention to gifts both for the student and the fall 
bride. A two-foot figure of a bride was shown 
surrounded by gifts—rings, necklaces and several 


flax Dury ourg Gem 


576 FIFTH AVENUE, NEW YORK 36, N. Y. * JUdson 2-2922 


silver candelabra. The greater stress, however, 
was laid on gifts for school going youngsters. 

The display was backed with red velvet cur- 
tains, and stepped-up fixtures were covered with 
similar curtains. Popular-priced school watches 
were featured. A framed picture of a small boy 
starting to school suggested a dependable, sturdy, 
popular price watch for the youngster. On the 
wall a big strip card said “Back to School.” A 
card simulating a slate had chalked on it “Back to 
School Watches—$25.”’ 

QO. C. Tanner Co., Inc., Salt Lake City, Utah, 
had a child’s blackboard at the top of a stepped- 
up fixture. On it was chalked, “School Needs— 
pens, pencils, watches, watch bands, alarm clocks, 
key chains, lighters, compacts.” All of these were 
shown, some in satin-lined cases. 

Crothers Credit Jewelers, Inc., Yakima, Wash., 
stressed pens and typewriters for students, their 
big advertisement being headed, “Improve their 
grades — speed up school work — make better 
scholars—with these ‘required subjects’ for your 
returning students—help insure their progress.”’ 

Four types of pens were illustrated, priced and 
briefly described. The window was adorned with 
high school and college pennants. On a stand in 
the corner one of the typewriters was shown, with 
a card giving the information contained in the 
ad. Pencils, pen and pencil sets, as well as quality 


VL, 


distributor of 


INDE STAR* sapphires & rubies 


since the birth of these man-made 
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gems 10 years ago 
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stationery, were shown on satin mats at each 
side. 

“What benefits one benefits all,”’ said the man- 
ager of Silton Co., Los Angeles. This was proved 
he recalled when the Downtown Businessmen’s 
Association sponsored a “Back to School” cam- 
paign with exceedingly gratifying results. Bill- 
boards blazoned the slogan “Downtown Los An- 

‘a. geles Has Everything for School,” on all the high- 
ways leading into the city. 

At the same time they came out with a page ad 

. fy with the same picture that appeared on the bill- 
boards (a boy and a girl sitting at school desks). 


Attention-getting events played up promotion 


One day there was a Wild West show on a big 
platform in Pershing Square, in the heart of the 
retail shopping district, with Indian dances, lariat 
throwing, and a western movie star with his 
horse. Another day there was a big juvenile fash- 
ion show in Philharmonic Auditorium. Other 
events included the choosing of a school girl to be 
Miss Los Angeles, a pet parade and a show in the 
park, a contest to choose the most popular twins 
(350 couples participated in this event). 

The papers played up every event with pictures 
and news stories and the whole city became 
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JUST WAIT TILL YOU SEE IT! 


Heres one of the beauty buys that's excitin’ all the jewelry 
guys A dazzling brilliant combination of marquises and 
baguettes available in 14 fashion bright colors 
every stone is oan Austrian rhinestone ina rhodium finish 
sefting Pin and matching earrings $15.00 
Keystone 


A promotion Kit packed with profit 
for you! 
Your B. Devid representative has one 
. for you or write direct and we'll 


send you one 





acutely conscious of school and its various needs. 

Silton’s linked up with the campaign by devot- 
ing its entire series of windows to displays of in- 
terest to the students. Because so little attention 
is paid to suggesting gifts for young men going 
away to college, the store devoted one of its win- 
dows to them. The background was of pleated 
yellow silk, with sprays of autumn leaves for 
decoration. 

The stepped-up floor was also covered with yel- 
low silk. A large oval of red velvet on the wall 
was lettered, “Silton’s for Nationally Advertised 
Men's Jewelry.” At one end cameras were fea- 
tured, and at the other, mechanical pencils. In 
the center, watch bands, key rings, signet rings, 
and other men’s jewelry was displayed. Leaning 
against the wall was a three-foot pencil, labeled, 
“Back to School Again.” 

Many other stores took advantage last year at 
this time to promote a great variety of items for 
the early September going-back-to-school season. 

This August, retail jewelers everywhere hav: 
an opportunity to begin their fall business up- 
swing in a similar way, by reminding parents. 
relatives and friends that everyone returning to 
school, from first graders to college men and 
women, are logical recipients of useful and attrac- 
tive gifts. 
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St. Joseph of Copertino 
Flying Medallion 


designed by 


C. Paul Jennewein 
This medallion, not limited to a single creed, and made {am- 


ous during World War II as a special guardian of air travel- 


ers, is available again for the firet time since 1946. 


Comes in dime, quarter and dollar sizes in bronze, sterling 
silver, gold plate and 14Kt. gold. 


5.5. medallion and 14Kt. gold medallion on S.S. and 14Kt. 
gold Horseshoe key chains. 


5.5. medallion and 14Kt. gold medallion on S.S. and 14Kt. 
gola Clips. 


®@ Write for price list @ 


AIRBORNE MEDALLION CO. 


163 dest 70th SF. New York 21, WN. Y. BU. 86-2718 




















ARLEN 


THE WORLD'S LARGEST AND FINEST 
SELECTION OF TROPHIES 
i AND AWARDS 


GENUINE PEDRARA ONYX 
BLACK & GOLD ITALIAN MARBLE 
FINE WALNUT WOODS 


“MARBLETTE” — THE GEM 
OF PLASTICS 


@ “RICH-GLO” FIGURES 


ARLEN’S NEW, 
ECONOMICAL “OSCARS” 


Write for sew, copyrighted ° ‘Trophy 
Selection Guides” with your im- 
print, —- @ streamlined selling sid 
to increase trophy orders and to 
reduce customer time in ‘select- 
ing” trophies. 


ARLEN TROPHY U0. i 


SO GOLD STREET 








Dreams, Diamonds Belong Together, 


Jeweler Stresses in Full-Page Ad 


“Did you ever see a dream walking?” asks B. C. Helz- 
berg, president of Helzberg’s Diamond Shops, Inc., in 
the latest of his series of full-page newspaper advertise- 
ments, 

Helzberg, whose midwest stores’ headquarters are 
in Kansas City, Mo., is pictured in the top half of the ad 
at his desk, selecting diamonds, 

The copy in the bottom half of the ad, answering the 
headline question, reads: 

“Did you ever? Of course—countless times! For when 
you see a woman wearing a diamond on the third finger 
of her left hand, you may be sure that her dream walks 
with her wherever she goes. You may be sure, too, that 
the engagement ring on her finger symbolizes her love 
for a man who has pledged his eternal devotion to her!” 


“Diamonds worthy of the dream" 


Helzberg says in his message, “I like to think that | 
deal in dreams as well as diamonds. | like to be sure 
beyond any doubt that every diamond | sell is worthy 
of the dream it represents.” 

After describing the quality of the diamonds he offers, 
the jeweler continues, “Diamonds, like dreams are for- 
ever. For the happy, ambitious time of youth . . . for 
the years that lie ahead. There is no age limit on dia- 
monds or on dreams. As long as people live they want 
with them the symbol of their love, the sparkling promise 
of a happy tomorrow! 

“A dream and a diamond belong together! And the 
distance between your dream and your diamond is only 
the distance between you and your nearest Helzberg 
store! I have spent a lifetime making very sure that the 
perfection of a Helzberg diamond is symbolic of your 
dream of happiness. Let me help make “Your Dream 
Walking” worthy of us both!” the jeweler concludes. 


The advertisement appeared in the Kansas City Séar. 


TEEN-AGE CUSTOMERS (from page !24) 


side a single glass case on the right side of the 
store. Here, we had attempted to concentrate on 
the better-price market, with costume jewelry in 
the $5 and $10 range. Sales from the case dis- 
play, however, were less than satisfactory. 

In changing over, we expanded the inventory 
not only with a considerably broader choice of 
styles, types and colors, but likewise with a lower 
price range. Currently, we are featuring two 
large table displays, down the center of the store, 
offering costume jewelry at a price of 50 cents on 
one, $1 on the other. 
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The two tray displays are 6 feet long by 3% 
feet wide, the costume jewelry being kept from 
careless coattails and elbows by a 4-inch polished 
hardwood rail which runs all the way around. The 
tabletop is of non-snagging, tightly-woven display 
material, which provides an attractive, contrast- 
ing background for each piece, and lends itself 
well to arranging eye-appealing patterns, without 
catching in the material. 

In each of the table fixtures, we display more 
than 100 choices, ranging through such staple 
favorites as earrings, bracelets, brooches, clips, 
pins, into specialty barrettes for modern hair-dos, 
extremely-heavy necklaces, identification brace- 
lets and belt buckles. 

The result, in both traffic and sales has been ex- 
cellent. Inasmuch as the two large tray fixtures 
are visible from the doorway, which is open ex- 
cept in inclement weather, and displays of the 
costume jewelry appear in both of our windows, 
the costume jewelry stock has been a consistent 
traffic-builder. 

Particularly indicative of the appeal to the 
teen-agers is the fact that the store fills up rapidly 
after 3:30 in the afternoon, closing time for most 
local schools. In groups of twos and threes, teen- 
agers come around the display tables, commenting 
happily when they find a piece which fits in with 





a new 
creative 


idea... by 
CHAS. GOLD 





* Sawa 







Smart new fashion with 

Ro an original and distinctive 
look — crossword charms 
that say “I LOVE YOU,” 
“YOU ARE MY LUCKY 
STAR,” “GOOD LUCK” and 
“NOEL,” beautifully made in 
14kt gold with matching 
rope design bracelet. 














Send for loose leaf catalog. 
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their current wardrobes, and quite frequently be- 
coming excited over future gift possibilities. 
These youngsters are, of course, likely to break 
an item or two through carelessness, but they 
show little or no predilection toward pilferage. 
Most of the youngsters who take advantage of the 
opportunity to buy a 50 cent or $1 piece of costume 
jewelry from our jewelry store invariably take 
time to look over open-stock china, flatware pat- 
terns and other features which will be of prime 
importance to them in later married life. 


Housewives Also Buy Costume Jewelry 


The appeal of the costume jewelry “self-ser- 
vice’ arrangement is, by no means, limited to teen- 
agers. Housewives shopping in our community, 
a busy St. Louis suburban retailing area, have 
formed the habit of dropping in to look through 
the costume jewelry display, both to pick up un- 
usual pieces for themselves, and to solve the 
perennial gift-giving problem. Men too, in search 
of a little gift for wife or daughter, enjoy the 
serve-yourself atmosphere. 

Sales increases which have been brought about 
in this way have been substantial. At the same 
time, our traffic has been obviously increased, and 
we believe that this department is laying the 
groundwork for a better future. 
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CHAS. GOLD & co. 


47TH STREET, NEW YORK 36 
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“Don’t worry, it’s a FLEX-LET ... and 
ALL Flex-Let Bands are guaranteed!” 














JEWELRY—CHINA—OBJECTS D’ ART 


A professional auction service 
by a professional jewelry auctioneer 


A service that hos been put to use for firms and situations 
as varied as: The Steiner Liquidation, Sutton, Neb., population 
1600; Our two history making sales, Feagans Company, Los 
Angeles, inventory values over three million, and our cele- 
brated group sale for the six leading jewelers of St. Louis, 
Mo., consisting of approximately $800,000 taken from thoir 
six stores for the auction. 


A FEW OF OUR MANY AMAZING COMPLETE 
LIQUIDATIONS OF THE YEARS 1954-55-56 
Robert Meyer, Jr., Pres. Nebraska Retailers, Scottsbluff; L. W. 
Terry, store Est. 1884, Kalamazoo, Michigan; C. W. Meyer, 
Benton Harbor, Michigan; Shanks Jewelry & Music Store, 
Waterloo, lowa, a firm that grossed $500,000 their last year 
in business; Bob Reneau, Alva, Ok.; Weldon Jewelers, Paw- 
houska, Ok.; Neubouer Jewelers, Dayton, Ohio; Omaho's Oldest 
Store for Finance Compony; Wren's Jewelers, Clinton, Ok.; 
Frank M. Knoell, Mt. Sterling, Ky.; Thomas & Thomas, Colo- 
rado Springs, o sale attended by the elite of the Rockies: 
Adm. Sales for H. P. Sutton, MeCook, Neb. store est. 1888; 
Geiger & Ament, Louisville's fine old store; Jack Workeringer, 
Litchfield. ill.; And many others in the states of Texas, Calli- 
fornia, Ohio, Nebraska, Oregon, lowa, Indiana and the 

Dakotas. 

$200,000 Removal Auction for Middletons, Ft. Leuderdale. 
Florida, the head of which was four times President of Florida 
Retail Jewelers. 

WHEN MATTERS CANNOT BE 
SETTLED BY LETTER WE WILL 
COME AND SEE YOU AT OUR stock will bring either in 
EXPENSE bulk or at auction. 


AMERICA’S FOREMOST JEWELRY AUCTIONEER 


Thomas J. Fousset? Howell, Michigan 


We can tell as close as 
humeniy possible what a 








148 


Suburban Store Reports Success 
With Silver Program for Teen Agers 


A small store in a Philadelphia suburb is successfully 
aiming an advertising program at teen-agers, to encour- 
age them to begin building their silver service. 

“This program,” explains store manager George Paris. 
of Roberts, Inc., 205 W. State St., Media, Pa., “costs 
us about $1000 a year including the gifts, printing and 
mailing. After five years, we are beginning to see real 
results.” 

Each May and June, the store sends an invitation to 
every girl in the graduating class of the local high school. 
offering her the opportunity to call at the store and 
register her favorite sterling silver flatware pattern. 

She is also told that at a later date, she will receive a 
sterling silver spoon of this pattern as a starting piece for 
her set. 

To be able to make this offer, Roberts stocks a num- 
ber of patterns of seven manufacturers. The store is sole 
jewelry outlet for some of these firms in the area 
between Philadelphia and Chester, Paris notes. 

The simpler, lightly decorated patterns are the most 
popular with the girls, the manager reports. “Flowe: 
patterns, particularly rose designs, are the most fre- 
quently selected,” 

When the balance owed by a girl becomes low, the 
store then begins to talk up its lines of china, suggesting 
place settings in the $6.95 to $16.95 bracket. While this 
phase of the program has had moderate success, the store 


reports greatest results with its silver promotion. 


GEM CENTER IN GERMANY [from page //4) 


ing of discovery, of hearing about new things, 
and of seeing wonderful specimens brought in 
from all over the world in an impressive array. 
Today one has the feeling that the new develop- 
ments are taking place abroad, that any new 
stone comes to Idar only after it has already been 
marketed by foreign markets (the greened ame- 
thyst and the Indian moonstone, for example) 
and that Idar is no longer a vital source of gem 


information. 


Gem center absorbs information from abroad 


It is like a sponge, instead of radiating new 
knowledge and information, it is absorbing infor- 
mation from abroad. One new stone has come 
from Germany in recent years, the sintered syn- 
thetic spinel imitation of lapis lazuli, and, later 
than in the U. S., synthetic star sapphires and 
rubies. The chief new developments in testing 
techniques, in new synthetics, and in the recog- 
nition of new stones have come from abroad. We 
even saw the American chrysocolla-chalcedony- 
malachite mixture, known in the American trade 
for five years and to the amateurs for 50, appear- 
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ing us au unrecognized “gemstone” in the labora- 
tory at the Gewerbehalle. 

The Gewerbehalle is one of the things to see in 
Idar, well worth a morning's visit. The ground 
floor contains a display of the many different 
jewelry stones that are cut in Idar. The facetted 
stones are outnumbered by the carved objects 
which today are a very interesting part of Idar’s 
production. The large display room is filled with 
modern, attractive cases and the objects within 
are displayed with very nicely arranged surround- 
ings and backgrounds. 

The artistry of the arrangement is immediately 
evident. In some cases the stones are displayed 
as objects of geographical interest — stones of 
South America; stones of North America, stones 
of Australia, and so on. In others there are dis- 
plays of the development of a cameo and the 
steps in its cutting, the stages in the cutting of 
a facetted stone, rough gem mineral specimens, 
or synthetics. 

A sense of humor on the part of the arranger 
is evidenced by the few pearls laid in the case in 
which there are some white quarzite—red aven- 
turine(“eosite’’) carvings of some very fat pigs. 
The African trophies that accompany the African 
carnelian stone money, and the maté gourd that 
accompanies a Brazilian agate display teil at a 





giance the source of the stones. One need not be 
able to read German to get knowledge as well as 
pleasure from this outstanding display. Although 
there are no important stones in the display, other 
than a magnilicent cameo of the Virgin, this is un- 
questionably the most attractive gem display that 
can be seen anywhere in the world. It should not 
be missed by any visitor to Idar. 


Laboratory is directed by a top expert 

Upstairs in the Gewerbehalle is the laboratory, 
now under the supervision of the famous Dr. K. 
Schlossmacher, reviser of the Bauer “Edelstein- 
kunde”’. The Schlossmacher-Bauer work is the 
outstanding book on gems. It is hard to visualize 
any publisher today undertaking the publication 
of so large a work for such a limited audience so 
it will probably remain unique among gem books 
for years to come. The laboratory has recently 
become a part of the University of Mainz, and 
students can now get academic credit and even- 
tually degrees for work in the gem field and theses 
on gem subjects. 

Dr. Schlossmacher also accepts students for 
abbreviated gem courses, aside from the Univer- 
sity degrees, and students of gemology can com: 
to Idar and take a concentrated course on gem- 
stones right in the heart of the industry. They 
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“Advertised-in-LIFE” 
CLICKS WITH 
YOUR CUSTOMERS 





LIFE puts you smack in the middle of the sales 
picture by bringing more traffic into your store. 


And no wonder. LIFI 


pre-sells the brands you 


sell to the largest audience of any weekly magazine. 
It sells at the local level, prompts sales to your cus- 
tomers... because, in the average community, LIFE 
reaches 3 out of 5 households in the course of 13 


issues, 


That's local impact you can bank on, Take ad- 
vantage of it by displaying the“ Advertised-in-LIFE”’ 


symbol regularly, 


These products are featured in the July and 
August issues of LIFE 


Alco Pens—14 lines 
Ansco Cameras—4 pages, color 
Aureole Watch Corp,-—-28 lines 
Bell & Howell Cameras—'4 page 
Bell & Howell Cameras—2 4 pgs. 
Better Rhinestone Jewelry—14 li, 
Comptone Co,—Sungiasses — 

42 lines 
De Beers Diamonds— page, color 
1847 Rogers Bros,—2 pages, color 
Esterbrook Pens——page, color, 

facing page 
Esterbrook Pens— page 
Fosta-Grantly Sunglasses 
Hawthorne Watch Co, 


V4 pe. 
14 lines 


Due to last-minute changes, 


Holmes & Edwards—page, color 
Holmes & Edwards—' page, c. 
IBM Typewriters—page, color 
Imperial Cameras—14 lines 
International Stainless— page 
International Sterling —2 pages, c. 
Keepsake Diamond Rings— page 
Polaroid Cameras—2 pages 
Revere Cameras—'4 page, color 
Royal Typewriters—spread, c. 
Scripto, Inc,—page, color 
Smith-Corona Portable Type- 
writers page, Color 
Sheaffer Pens—page, color 
Voigtlander Cameras—2 4 pages 


some items may be omitted, 


Audience source: 4 Study of the Household Accumulative 
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LIFE ranks first as a 
merchandising tool with 
jewelry retailers 





can apparently come at any time, go through 
the series of lessons and take an examination on 
what they have learned. Several students were in 
the process of doing this work this spring, some 
with the expectation of actually working in the 
jewelry trade, some purely from an academic 
standpoint. Dr. Schlossmacher is extremely help- 
ful and cooperative and it is an unusual privilege 
to study gemstones under these conditions. 


The laberatory is also a testing laboratory for 
the Idar lapidaries, equipped fairly well for the 
testing work that they have to undertake, but still 
lacking in some of the essentials that are to be 
found in Paris and London. 


However, and perhaps surprisingly, they do not 
seem to have a fraction of the testing business 
that keeps the personnel of the latter laboratories 
constantly on their toes. New and unusual mate- 
rials appear to be most exceptional in Idar so the 
need for more assistance and more equipment is 
not so marked. Nevertheless, one has a feeling 
that one would prefer a London certificate for the 
next few years, until Dr. Schlossmacher has had 
time to build up the laboratory to the intellectual! 
level it will eventually regain with the support of 
the local lapidaries’ organization and the prestige 
of the new university connection. 

As a tourist attraction, the citizens of Idar have 
been careful to retain in operation one of the old 
and picturesque water-powered agate cutting 
mills, just outside of the town and near the road. 
Above it lies an active stone quarry, where basalt 
is being taken out for crushing for road material. 
Scattered through the basalt and lying on the floor 
of the quarry are small agate nodules and pale 
amethyst geodes, reminiscent of the agate that 
was found in the Nahe bed years ago and which 
was responsible for the beginning of the agate 
cutting industry. 


Little interest in local agate deposits 

It was after the exhaustion of the local agate 
beds that the young men of Idar went all over the 
world seeking out agate and other stones to send 
back home for cutting. Today’s Idar agate can 
still be cut, but the rest of the world proved to 
have far better agate deposits than Idar ever had, 
so there is little interest in local agate today. 

A dammed stream supplies the power that 
turns the undershot water wheel, and inside the 
shop one sees men lying with their chests on the 
traditional benches, using the weight of their 
bodies to hold the agate bowls and ashtrays 
against the slowly turning sandstone grinding 
wheels. Elsewhere it seems to be economically 
sounder to use electric power, and certainly far 
healthier to work in an upright, rather than a 
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prone position. It is only the historical and pictur- 
esque aspects of the ancient shops and the local 
pride in the history of Idar that makes it prac- 
tical to retain one shop where the old techniques 
still find a place. 


Unique emphasis on carving 


Ordinary cutting in Idar does not differ appre- 
ciably from cutting in New York or Rio de Janeiro. 
There is a greater skill, more division of the work 
among specialists, and accordingly a better prod- 
uct perhaps, but no important difference. The 
unique aspect of Idar cutting today is the in- 
creased emphasis on carving, both in the cutting 
of small flowers, flower petals and leaves for 
mounting into jewelry and in the cutting of large 
figures from obsidian, tiger eye, and agate by 
very skillful craftsmen. 

Since the war, the skills in the field of larger 
carvings, as opposed to the older and long prac- 
ticed cameo engraving, have been developed to a 
point where the modern products, at their best, 
are the rivals of any Fabergé work of the Imperial 
Russian days. The production of these fine carv- 
ings requires unbelievable skill and the number 
sold is understandably small, but they should be- 
come heirlooms of the future. 


Another notable trend is the excavation of 
agate bowls that are irregular in outline, follow- 
ing the shape of the rough more than the regular 
“Paul Revere” shapes of pre-war days. Many of 
the new bowls are undyed and have a pleasing 
gray color that is really much more subtly charm- 
ing than the strongly colored, dyed agates of the 
past. 


Business booms in idear 


To summarize the Idar impressions: there is 
little new in stones, but business is booming in 
conventional materials, skills have increased and 
carvings are gaining in importance. As every- 
where else, prices are going up, but Germany is 
still a relatively low living cost country in terms 
of dollars. If it should reach the French standards, 
for example, we can look for appreciable price in- 
creases. They are short of new and interesting 
raw materials, and are probably in the market for 
good decorative stones from North America to 
swell their stocks of stones. 

Anyone wishing something distinctive in inex- 
pensive stones should be on the lookout for mate- 
rial to send abroad. The new carvings are the 
most impressive products of Idar today. They 
are the equals of anything seen in the past. 
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WE'RE NO MAGICIANS 


but when it comes 
to putting profitable 
action into your sales 





CULTURED PEARLS & CULTURED PEARL JEWELRY 
WORKS LIKE MAGIC 


HERE ARE 4 REASONS WHY TOGA DOES THE TRICK 


1. We are direct importers and manufacturers (no 
middleman). 


2. TOGA Cultured Pearl Jewelry is ayled right. 


~ 


. TOGA Cultured Pearl Jewelry is priced right. 


— 


. TOGA GUARANTEED SALE PURCHASE PLAN 
enables you to order any item from our catalog, 
and if for any reason it doesn't sell EXCHANGE IT 
for an item that will sell in your locality. 


Toga offers a comprehensive merchandising plan which 
includes displays, and a beautifully illustrated catalog 
showing the complete Toga line of Cultured Pearl 
Jewelry from which you can sell your own customers. 


WRITE FOR FREE CATALOG TODAY 


See our complete line during the National 


Jewelry Show oat our MAIN OFFICE: 


MAURICE GOLDMAN & SONS 


10 W. 47th St. + Suite 903 + Mew York City + PL 7-5764 
REINO cE MEN RI 
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Exclusive 
HEART O’ DIAMONDS 
Bridal Sets . . . the most 
spectacular sale-success 
of the year! See them 
at your wholesaler today! 


"Pat Pending 


CG oildstein- ————— co.,inc. 


/he Tiibe of Vishlatle 


130 WEST 46th ST NEW YORK 36 WN Y 

















Hi0la—Medern brass lantern cleck. 8” « 54%” « 4%". Engraved 
beveledged clear plexighaes with satin finish case. Silverplated 4” 
diel with geld sumerals. Lewer on base releases and starts pre- 
assembled pendulum 


SEND FOR NEW PRICES AND CATALOG 


HENRY COEHLER CO., INC. 


101 FIFTH AVENUE NEW YORK 3, WN. Y. 
1624 Merchandise Mert Chicege, Iii. 








How uninhibited 


can a man be? 


© Apparently, the custom of taking a mid-afternoon 
siesta is no longer confined to the warm and sunny 
lands. If the recent incident reported by Nick 
Cooschin, manufacturing jeweler, P. O. Box 151, 
Anchorage, Alaska, is a sample, the siesta seems to 
be heading north. 

One afternoon recently, Mrs. Gooschin happened 
to glance outside the store. There in the doorway, 
she saw what appeared to be a little boy wearing his 
father’s hat. When she stepped closer for a better 
look, she saw that it was actually a man in work 
clothes. He was lying full length across the doorway ; 
his hat was pulled down over his face and a lunch 
box rested on his chest. 

“Are you ill? Can I help you, sir?” she inquired 
anxiously. 

Very slowly, the man raised his hat from hi« face 
and peered up at Mrs, Gooschin. 

“Nope!” he said calmly, and settled back down 
again, 

Understandably surprised that a man should com- 
pletely block the entrance to the store in such a 
nonchalant manner, Mre. Gooschin was momentarily 
taken aback. Then she leaned over and declared: 

“I’m sorry, sir, but you are blocking the entrance.” 

At this, the man crawled to his feet unhappily 
and blurted: 

“Well. ll be gol’ durned! It's gittin’ so a man 
can't even rest around this meck of the woods!” 





Write us a note about your unusual business experience 
(literary style is unimportant). $5 will be paid for each 
story published. Address JC-K Editorial Dept., Chestnut 
& 56th Sts., Philadelphia 39, Pa. No manuscripts returned ; 
all become property of JC-K. Jeweler’s name and town 
will be used in story unless request is made to omit u. 


Amethyst means “without wine,” a name used by the 


Greeks who believed that it had the power to protect the 


wearer from the effects of strong drink. 
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CONDITIONS CHANGE [from page !05) 
creased profits to show for all of their initiative. 

May I give you a perfect example? This past 
spring, two leading silversmiths retired some pat- 
terns at a reduction of 50 per cent to the con- 
sumers, from the original retail prices. 

It was the greatest volume sale in silverware 
history. 

These planned sales were based on lower mar- 
gins to the producers, distributors and dealers. 
Some dealers complained, “What am I going to 
do with my inventory?” (sometimes imagi- 
nary). Some said, “We either get our regular 
full mark-up, or we don’t participate. Peddle the 
deal to some one else.” 

That is exactly what happened. They failed 
to participate in the greatest sale ever in the 
silverware industry. Oh yes, they still have their 
slide rule—and some still have their original in- 
ventory. 

A similar situation existed on electric shavers. 
In order to clear the shelves of shaver inventory 
at all levels (to make room for new models), some 
producers offered to accept old razors of question- 
able value—allowing the consumer $7.50 as a 
trade-in. Dealers who backed the special cam- 
paigns not only cleaned their stocks, but also pur- 








A COMPLETE SELECTION OF 
FINE GUREQLE WATCHES AVAILABLE AT 


“S: 3 ae oo ee 
580 FIFTH AVENUE, NEW YORK 36, N. Y. 
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chased —and sold — substantial quantities of 
shavers. Now they are in a position to purchase 
and sell the new models that are being, or will be, 
introduced. The others still have their stock 
which is now obsolete—not wanted—which they 
will be forced to sell at a real sacrifice to move 
them. 

We are now in a fast-moving economy. Only 
those of us who will be able to change and lead in 
the new trends will share in our present prosper- 
ous economy. Others will have a real problem. 

You read a great deal today of mergers. A 
great effort is being made for diversification. 
You see a watch company buying a pen com- 
pany—a hat manufacturer buying a watch band 
plant—a razor manufacturer buying a hair 
preparation. One can go dewn the list and name 
many such mergers or outright purchases. It is 
only a symbol of present revolution or trade diver- 
sification, the fear of a single line producer to 
stay in one line. 

(The company that owns the very magazine 
you are reading now, recently bought three other 
business magazines in three fields new to it in 
order to diversify, protect itself, increase its 
volume and reduce its overhead). 

Whether you believe in it, is not too important. 


Visit us at BOOTH £143 
ANRJA Convention, N. Y. 


TIN 


WATER 


UNBREAKABLE MAINSPRING 


by... 
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ZG] 4 J J. M. FISHER COMPANY 
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COMPLETE SELECTION 
of 


BETTER JADE JEWELRY 


Imported directly from 
Hong Kong and mounted 


in our factory 


ART-CRAFT JEWELRY CO. 


1 West 47th St. New York 19, N. Y. 














These are the events that are taking place each 
day right before your eyes. 

The retail jeweler is indeed in a more favorable 
position than any other single line dealer. He is 
more diversified or has a greater opportunity to 
diversify. His sales scope is unlimited. A jeweler 
‘an sell and serve his community with some items 
all the time. Let us look at how aggressive 
jewelers have diversified. They carry : diamonds—- 
watches—stone rings—silverware—china—elec- 
tric appliances—glassware—shavers—gifts—lug- 
gage—radios—TV sets—housewares—cameras— 
stationery and greeting and playing cards. 

Compare the support given those lines by na- 
tional advertising, TV and radio. Take a look at 
any leading publication. The number of com- 
bined national ads is far greater than any indus- 
try of light consumer durable goods. Advertisers 
are competing for the consumer dollar, but the 
sales are directed through the retail outlets— 
through you. 

Some get the impression that to do business, 
all that is needed is to hang out a shingle and 
then ring sales in the register. Unfortunately, 
it is not that easy. First of all, we must select the 
proper lines—for no matter how alert one might 
be, electric fans cannot be sold in Alaska, nor 
snow shoes in Florida. Again may I repeat, you 
must know the shopping needs of your com- 
munity and the ever-changing mood of your cus 
tomers today. 


Do you understand your market? 


Failure to know and appreciate a market is not 
limited to dealers or distributors. Some manu- 
facturers believe that just because they run a few 
national ads, the consumers will flock to the retail 
stores to grab their line. If that does not happen, 
they quickly blame the distributors (if they se!l 
through distributors) or blame the retailer, if 
they sell direct. 

I have in mind a conversation of a leading 
jewelry manufacturer who, in discussing distri- 
bution, made an amazing statement—that the 
average jeweler does not have the know-how of 
selling his lines. I dare say that should this man- 
ufacturer divert the distribution of his lines 
through other channels, his sales will go down— 
way down. 

In the present revolution of distribution, some 
hasty decisions have been made. Steps were 
taken that were considered as the all-out cure. 

Some suppliers who felt they were not getting 
their proper share of the market potential, 
changed from a selling policy through distribu- 
tors to selling direct. For a while they were in 
a preferred position. That preference did not 
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last too long, for their competitors followed some- 
times with a better deal. 

Now some of them are in the unpleasant situa- 
tion of wheeling and dealing. Therefore, in by- 
passing their distributors, they by-passed them- 
selves. 

Some wholesalers, or alleged wholesalers, saw 
an opportunity for a fast buck, and started to 
sell direct to the consumer. Here again, in most 
cases, the move proved to be disastrous. The 
mortality rate among them is extremely high— 
the number of those hanging on extremely low. 


Change—but with caution 


One must be able to change with the ever- 
changing times and marketing situations, but this 
does not mean an impetuous jumping from one 
thing to another every time a change is suggested. 
It is necessary for one to go along with the tide, 
but following every current and cross-current 
leads only to indecision and confusion. 

Let me cite an actual story. Several months 
ago, a young merchant came in to consult me. He 
has his shop on a prominent shopping street. He 
worked with his father, who was in the retail 
jewelry business for over 35 years. Their aver- 
age sales totaled about $200,000 annually. 

His father died three years ago. ‘The sales are 


now down to $100,000 a year, with the trend still 
going lower. I asked him what he has done to 
improve his sales and how big was his mailing 
list. All he could account for was that he is in 
the store each day. It is the same inventory. 
Yes, it is the same street, the same store. But 
how the shopping population has changed! He 
was losing the trade his father had built by fail- 
ing to keep contact with them (no mailing list.) 
He also failed to cater to the new type of shop- 
pers. Oh yes, he told me he reduced his sales 
organization, in order to reduce the overhead. 

Is this an exceptional case? I don’t think so. 
Those of us who do not recognize the changing 
conditions and change our course to get the bene- 
fit of the tide, will face similar problems. 

Re-examine your market. Overhaul your plans 
to meet the marketing changes. We must sell 
more goods to more people for less money. Can 
it be done? Not in all cases—but in most of them 

Do not worry or complain about your fellow- 
jeweler. He is not necessarily your main com- 
petitor. But do worry about your own flexibility 
of thought and actions. For, unless we are able 
to change, we are drifting (with our rigid devo- 
tion to the slide rule) in the disastrous direction 
of profitless prosperity. 

Let’s face it now, before it’s too late. 





GOLD ¢ SILVER ° 


Strictly Refiners 


Not Manufacturers 








| 21 West 46th Street 








Metals of Guaranteed Purity 


PLATINUM * 
IRIDIUM * RUTHENIUM * RHODIUM * OSMIUM 


W, solicit your Sweeps 7 


Filings—Scrap Gold and 
Platinum—Metals 
Your Old Gold Shipments 
WILL RECEIVE 


Special Altention 
Kastenhuber & Lehrfeld, Ine. 


Tel. JU 2-2320 
Fest. 1895 


PALLADIUM 


New York 36, N. Y. 
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CASH for Your 


Surplus Silver 


We will poy cash for any of your sterling potterns 
“any quantity, large or small — active, inactive, 
obsolete, new or used, 


We are particularly interested in buying Gorham, 
Reed & Barton, and Weidlich active, inactive and 
obsolete flatware, either new or used. 


Send shipment for immediate offer. Our check 
covering peyment in full mailed same day. Silver 
will be held intact awaiting your occeptance or 
rejection. 


We ore also interested in cooperating with jewel- 


ers who receive calls for older starling patterns that 
ore no longer available. 


Reference: Jeweler's Board of Trade or 
Dun and Bradstreet 


Julius Goodman 
& Son 


Memphis Jewelers Since 1862 
113 MADISON AVENUE @ MEMPHIS, TENNESSEE 














STYLED BY 


Sthisishhih 
duds. tLe 


( Vive BUA. Sted ly lo. 


SALES OFFICES: 
MER. GEORGE KRAMER MR. HARRY Z.KURS MR. JAY RAICH 
560 Fifth Avenue 55 €. Washington 5. 4486 5S. Hill St. 
New York, NY. Chicago, Ii. Los Angeles, Calif, 





THE 916-CARAT PAPERWEIGHT 


From India, writer Theodore W. LaTouche tells 
of a stone that, in spite of ite long history, for a 


time went unrecognized by its owner. 


This impressive sapphire 
was used as a paper- 
weight and toy until the 
owner learned of ite his- 
torical background and its 


real value. 


* A curiously carved stone that was used by its unsus- 
pecting owner as a paperweight and by his children as a 
plaything turned out to be a sapphire weighing 916 
carats, 

This gem now is a properly treasured possession of 
Riaz Ahmed, of Hyderabad, India, capital of the Hydera- 
bad State. (The Nizam, former ruler of this State, is 
the owner of one of the world’s largest collections of 
gems and jewelry.) 

Ahmed had the stone for many years until one day, 
long before India gained its independence, the director- 
general of revenue in Hyderabad State saw it on Ahmed’s 
desk. 

The revenue officer, G. E. C. Wakefield, recognized the 
object as a valuable gem and had it photographed, From 
the photograph and description, a London jeweler to 
whom Wakefield sent it put a tentative value on it and 
suggested it be put up for sale. The owner kept the 


stone. however. 


Stone reputedly is bearer of good luck 


Like many other gems with a long history, the Riaz 
Ahmed sapphire has a reputation—not of bringing dan 
ger to the owner, but of being the bearer of good fortune. 

It has been in Ahmed’s family since 1794. In that year, 
the local sultan gave the sapphire to Ahmed’s ancesto: 
in honor of the return of two of the sultan’s sons, The 
bovs had been held as hostages by the British since 


THe JeweLers’ CrrcuLaR-KeYSTONE 











they defeated the sultan in battle two years earlier. When 
his sons were returned, the sultan distributed gifts of 
great value among the officers of his court, one of whom, 
Syed Mohamed, was a forebear of Riaz Ahmed. 

Believed originally to have been oval in shape, the 
sapphire now roughly resembles a water lily with folded 
petals, The 916-carat gem measures 31% inches in length 
and 2 inches in breadth. 


goes back to the 


The legendary history of the sapphire g 


12th century, when a king of Mysore went on a pilgrim- 
age to Ceylon, a center of Buddhism, The sapphire is 
believed to have been presented to him on Ceylon by a 
Buddhist monk. 

The gem passed through the hands of successive rulers 
of Mysore until its presentation late in the 18th century 
to Riaz Ahmed’s ancestor, 


8 Peoria Jewelers Participate 
In Plan to Ease Parking Problem 


Faced by a parking problem which constituted 
a serious threat to business, eight jewelers of 
Peoria, Ill., joined with 85 other merchants and 
the operators of 18 parking lots in organizing a 
customer-parking plan. 

According to the provisions of the new Peoria 
Downtown Parking Plan, member shops and park- 
ing lots are identified by window cards. Shoppers 
who park at a member lot receive the usual park- 
ing ticket. When they make a purchase at a mem- 
ber store, they receive parking stamps which are 
affixed to the parking-lot ticket. 

The stamps are given out according to the fol- 
lowing schedule: one 5-cent stamp for the first $2 
purchase; an additional 5-cent stamp for each ad- 
ditional $1 werth of merchandise purchased. 

A parking-lot ticket filled with stamps is hon- 
ored for 50 cents in parking fees by member lots. 
A partially filled ticket is honored for the face 
value of the stamps attached. The parking stamps 
must be attached to the parking ticket by a clerk 
or some other member of the personnel of the 
store where they are distributed. They are not 
given unattached to a shopper. 

This seems like an excellent plan, one that will 
benefit both the merchants and consumers of 
Peoria, businessmen report. There are many cities 
throughout the country that are contending with 
similar problems. Perhaps they ought to take a 
look at Peoria’s plan and see if it can’t be adapted 
to their own needs. 

The eight jewelers who are participating in this 
plan are: Bremer Jewelry Co., 209 S. Jefferson 
St.; Garrott Jewelry Co., 333 Fulton St.: F. L. 
Fueger, 439 Main St.; Kay Jewelry Co, 325 Main 
St.; Lioyd’s Jewelers, Inc., 335 S. Adams St.; 
Moore’s Jewelers, 436 Main St.; Singer’s Jewelry 
Co., 420 Main St.; and Weisser’s Jewelry & Optical 
Co., 313 5S. Adams St. 
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Stainless Steel Blades 


by “Woethamplon 


For New Goods or Repairs 


| A. Bottle Opener (Ring Type) 8. Cap Lifter (Hook Type 
| C. Knife Blade (Medium) D. Cheese Scoop 


Leading silversmiths and repair shops look to 
Northampton for finely finished forged stain- 
less steel blades. Unequalled for ye 
beauty and craftemanship since 1871, North- 
ampton offers a wide variety of specialty items 
in addition to a complete line of tableware. 
Prices and illustrations gladly furnished. 


NORTHAMPTON CUTLERY COMPANY 


NORTHAMPTON £ MASS . ESTABLISHED ther 





Artfully etyled for the 
diseriminating, yet 
priced to produce im- 


with that. 


“designed pulse sales. Known 
for over a half a cen- 
for you”’ tury for diamond and 
precious stones, gold 
look and platinum jeweiry. 
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Jewelers’ Circular-Keystone 


Invites 
You to Visit 


the JC-K booth 


at the ANRJA convention 
(In the Silver Corridor as you step off the 
Ball Room elevators) 
Material available includes booklets on 
* The Bridal Market 
* How To Sell Diamonds 


* America Turns to the Jeweler 


* Men's Jewelry—and the Jeweler 


* The Importance of the Jeweler 
in China, Glass and Giftwares. 
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“TEA HOUSE TABLES” 
Classic Simplicity 
Modern Elegance 


EXQUISITE DISPLAY TABLES 
for WINDOWS and CASES 


Bleck Lecquered ‘«'' Maple Wood with 
Removable Veivet or Felt Pads 


Set of 6 as shown 


$4): .50 


2 Unite 7" « 7° 2D” high 
2 VUaite 7" «= 7° «2 &” Bieh 
i Vat '- x 10° 2 3” bigh 
iUeit 7" « 7° 27” Bigh 


Phetes & Coler-Swotches on Request 


CHARLES LEONARD DISPLAYS 6004 Gracely Or., Cincinnati 33, Obie 
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BOOK REVIEW 


“Echt oder Synthetisch,”’ by Prof. Dr. 
Chudoba and Dr. E. Gubelin, Ruhle —- 
Diebener Verlag K. G. Stuttgart, Ger- 
many, pp. 156, 1956 


The constantly increasing importance of syn- 
thetic stones makes it desirable that more atten- 
tion be devoted to the distinction between genuine 
and synthetic gemstones than will be noted in the 
gemology texts available till now. 

It would be very desirable to have this work 
translated into English, for it is entirely devoted 
to this subject and there is nothing in English 
that compares with it. However, even if one does 
not know German, it is possible to learn much 
from the numerous photographs that illustrate it. 

The book begins with the historical develop. 
ment of gemstone synthesis and the various scien- 
tists who have undertaken experiments with gems 
as their goal. The different processes which have 
achieved success are described, and while the 
historical aspects are not as thoroughly covered 
as in Michel’s book, “Die kunstlichen Edelsteine,”’ 
it is much more up-to-date. 


Stones treated in three categories 


It is interesting to note that they break their 
stone groups down into three subdivisions: the 
true synthetic gemstones, the synthetics that have 
no natural gem occurrences, like titania, and the 
non-mineral “research gem” division that includes 
silicon carbide and strontium titanate. Diamonds, 
in which no attempt to make gem material as yet 
has been reported, are inadequately covered be- 
cause the data have not been made available. 

The next section deals with the major methods, 
the Verneuil burner and the hydrothermal! quartz. 
emerald synthesis. With this introductory mate 
rial out of the way, they get into the meat of the 
problem with the descriptions of the character- 
istics of the different synthetic jewelry stones. 

The balance of the book, about two-thirds, is 
taken up with the various means of distinguish- 
ing between the synthetics and genuine stones. 
The first part eliminates the easy distinctions, 
like the synthetic spinels which resemble no nat- 
ural spinel and the synthetics which imitate other 
quite unlike gemstones (imitation aquamarines, 
zircons and alexandrites). The characteristics of 
the synthetically grown corundums and spinels 
are described, first as growth lines, then the char- 
acteristic inclusions of both synthetic and natural 
stones. 

From these authors one would expect to find, as 
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we do, considerable emphasis on the microscopic 
characteristics of the inclusions. Usually, it is far 
faster to use some other method for the distinc- 
tion, instead of spending hours gazing at tiny in- 
clusions and trying to make up one’s mind if the 
bubbles are round or angular, and so on. 


The authors discuss luminescence effects 


Following a description of the inclusions they 
come to the luminescence effects, response to 
ultra-violet and X-rays, and follow this with a 
description of the absorption spectra and a tabu- 
lar summary of the differences. In view of the 
importance of culture pearls to the trade, and the 
fact that this is supposed to be directed toward 
the jewelry trade, it would not have been in- 
appropriate, perhaps, to have included them. 

In a very short time there will be more data on 
the synthetic diamonds, so there is a good chance 
for an English translation and expansion, should 
some one care to do it. Meanwhile, however, this is 
a book that can be recommended even to those 
who do not read German, and for jewelers who 
do, it will be found quite useful. 

EF. H. Pough 





Newspaper Ad Warns Consumers 
To Look Behind ‘Bargain’ Offers 


“Must the 
hard way? Beware of dia- 


we learn 
mond bargains.” 
This is the blunt warn- 
ing of Seymour’s Jewelers, 
415 McKean Ave., Char- 


leroi, Penna., in a recent 





newspaper advertisement, 


columns by 


two seven 
inches. 
“There is usually a 


reason behind a so-called 
‘bargain,’ otherwise a 


merchant would not be 


forced to offer a special 





price inducement to make 





a sale,” the advertisement reads. 

“It is a logical assumption that the merchant could 
not sell for more what he is now offering for less, as 
he is not motivated by charity, but by profit. Fine dia- 
monds, unlike seasonable, fashionable or perishable 
merchandise, have a comparatively constant demand and 
there isn’t the necessity to unload them before the market 
is gone, 

“Be duly skeptical about ‘slashed diamond values’ 
‘half-price sales,’ ‘wholesale discounts,’ ” 
ment concludes. 


the advertise- 
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— STOPWATCHES 


Sold Direct to Jewelers 


Write for booklet — tells the 

inside story of stopwotches 
Ilustrates spore ports compartment 
Shows what to look for in 

a timer Complete, thorough, interesting 
Must reading for users of stopwotches 


: 
: 






Brand new (iebor catoleg 
Wlustrates ond devcribes more 

than a wore of stopwotches and 
chronographs for every timing purpose 
Write for your copy today | 






wash Full information, catalog, wholesale price list r 
and illustrated booklet 


CLEBAR WATCH AGENCY+15 W. 44th $4... WY. Be H 
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RUNNING A 
SUCCESSFUL 
SALE 

IS AN ART 


by Manny 


Silverman 


| WILL SEE YOU IN NEW YORK 
AT OUR OFFICE 580 FIFTH AVE., 
ROOM 207 NEW YORK 
SHOW TIME 
AUGUST 26-30 


Face Your Problems Now! 
Protect Your Christmas Business Now. 


Our object is to conduct a promotional sale in your 
store EVERY YEAR, 


Our object is to PROVE to you that it will pay YOU 
to pay US our commission. (Which by the way is the 
only difference between conduoting the sale yourself 
and using our know-how and experience.) 


Our object is to do tor you what we do tor many 
others. 


lwo Examples: 1. A high class sterling store 
2. A high volume credit store 


August Meyer & Son—Grand Island, Nebraska 
We just concluded our third sale for Mr. Meyer, 
strictly a prestige store and a prestige building 
sale. Object . . . to annually clean house and 
maintain a favorable cash position. Mr. Meyer 
has every major sterling, silver and china line and 
still has them. 


2. Utterback Jewelers—Evansville, Indiana 
We conduct an annual promotional sale for Mr. 
Utterback designed: 
i, to put new accounts on the books 
2. to reopen old accounts 
3. to raise cash 
Mr, Utterback is a live, wide awake merchant 
who enjoys a wonderful rating, does a large vol: 
ume, and makes oa profit. He finds that it pays 
him to employ us annually. SO WILL YOU. 
Meet me Show Time New York—580 Fifth Ave., 
Room 207 or... 


WRITE! WIRE! PHONE! 
SILVERMAN SALES ENTERPRISES 


580 Fifth Avenue, New York, N. Y. 
Telephone: Plaza 7-4693 








Arizona Jeweler Regularly Promotes 
Gifts for Men in His Display Window 


An example of the window-display promotion employed at the 
Rosenzweig store in Phoenix devoted exclusively to men's gifts. 


Recognizing that it is all too easy to neglect 
the masculine side of the jewelry market, Rosen- 
zweig’s, Phoenix, Ariz., has guarded against such 
oversight by window displays devoted entirely to 
the sale of men’s gifts. 

In making up such displays, the Arizona jewelry 
store attempts not only to catch the attention of 
women who are buying birthday and anniversary 
gifts for their men folk but also to provide plenty 
of appeal for the men themselves. 

General practice is to use a scroll sign, cut from 
heavy parchment paper, hand lettered and sus- 
pended from the top of the window, with the lower 
edge of the sign rolled up for an eye-catcher. 
Typical gift suggestions include electric shavers, 
manicure sets, bottle guards, travel liquor cases, 
barometric instruments, thermometers, field 
glasses, desk calendars and accessories, money 
clips, identification bracelets, wallets and _ bill- 
folds, spectacie cases, pocket reminder notebooks, 
heavy bracelets, rings, pen and pencil sets. 

One of the most effective items in the display 
shown was a tray of unusual and newly designed 
cuff links featuring flint arrowheads, miniature 
silver jet planes, miniature bottles, sports me- 
dallions and Arizona stones. By use of such a 
wide variety of suggestions the display is geared 
to general appeal, and the result is a decided 
overall pick-up in sales on the men’s side of 
Rosenzweig’s store, the owner reports. 
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Rings to Remind You... 
Never Lets You Forget! 














.WORLD FAMOUS 





ORIGINAL .. 


cricket 


WRIST ALARM 
“The Watch of Presidents” 





100% WATERPROOF" MARINE CRICKET 


A nautical masterpiece in gleaming Ke 
Stainiess steel with matching 4 a 2 
expansion band. 17 jewel wh , a 
Vulcain Exactomatic : \ oe: 
Wrist Alarm movement. Oar 

18K gold markers, or" 

luminous dots 

and hands. 


Cricket 2008 | . D € : y . 4 AS : / 


cal <egy Potamiig 
“a SS . 
% hl ’ SS 4 

EWN | 
New style concept. 10K gold filled x a 
case of outstanding design with SO et 
stainiess steel back. Matching SS , 
expansion bracelet. Uniquely : aie 
etched golden dial. 17 jewel , ~ : 
Vulcain Exactomatic 4 ut 
Wrist Alarm movement. . 


18K gold markers. 
Cricket 44/8 * 
$125.00 


Aw 





_ 
Magnificent Commemoration mode! 
... impeccably styled in heavy 
14K goid, 18K gold markers. 
17 jewel Vuicain 
Exactomatic Wrist Alarm 
movement. 
Lusurious ailigator 
band Genuine leather 
presentation case 
converts to a fine 
cigarette box. 
Cricket $1 

$306 00 


ADVERTISED IN... 


that assures uniformity of timekeeping in all positions... 
an exclusive feature to be found only in these world 
performance is complemented by their outstanding styling. 


® World famous 17 Jewel 360° Sell-Winding Vuleain 
Exactomotic Movement. .....% Thock-Resistant 

* Anti-Megnetic © Unbreakable Mainspring 

® 16K Gold Markers * Fully Guoranteed 


¥ 


rr os 


Femininely teltered 
waterproof* case in ive 
trous stainiess stee! with 
metching expansion 
brecetet. 17 jewel 360° 
eelf- winding Vulcain 
Exactomatic movement 


. movement. Delightfully 
Eye-cetehing 18% geld decorative 18K geid 
marker disi, luminous marker dial, 
. Aute Lody 96.....9206.08 
CHS ORG BERES, Auto Lady 4008...9110.00 
Aute Ledy 20/8.. $106.00 
ADVERTISED IN 


VULCAIN CORPORATION OF NORTH AMERICA 
Division of Shriro Watch Ine. 


276 Fourth Avenue, New York 10, WN. Y. 400 Ontarie Street West, Montreal J ie — “< | 2 | oo dae 


spe 





Seattle International Trade Fair 
Features Oriental Jade, Flatware 


The Washington State International Trade Fair 
was held in Seattle, Washington, for a full week. 
Among the most popular and attractive dis- 
plays seen were those from Oriental countries such 
as Hong Kong, India, Pakistan, Thailand, Korea 
and Japan. 

The government of Hong Kong sent a large col- 
lection of green jade in both karat gold and plat- 
inum settings with diamonds. One large necklace, 
brooch, earring and bracelet ensemble was of high 
quality carved clear green jade. 

Other pieces in this collection ranged from small 
ring and earring settings to large pendant ear- 
rings and men’s rings. Numerous ivory pieces in 
the Hong Kong display included carved ball- 
puzzles, some having as many as 14 intricately 
carved balls set one inside the other. 

The Thailand exhibit featured chased - silver 
bowls, and some very attractive bone-handled 
table flatware of bronze. There was also some gilt 
dancing-headgear with colorful masks in this col- 
lection. 

The Oriental nations were represented both di- 
rectly, with displays sent by respective govern- 
ments, and by exhibits of various importers. 


Style... the new standard in 
luxury stainless. Here, in this 
handsome pattern, is the per- 
fect marriage of modern sim- 
plicity and breath-taking three 
dimensional detail... comple- 
menting the table for those 
casual, relaxed settings and 
equally beautiful for the most 
formal occasion. Designed by 
the master craftsmen of the 
oldest flatware manufacturers, 
famous for flatware perfection 


since 1824, made by 


Style has a rich lustrous finish, 
perfectly balanced weight, 
caretul detailand distinct grad- 
ing in each piece... qualities 


which mean value, spel! sales! 


Specials on starter 
sets os low as 14,95 retail 


For full information write to 


St 


the Stainless Division of Reed & Barton 


ay 


>. 
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Jade products are being examined by Mrs. Virginia Olen, of 
the "Shop of the Gulls,” Chorlevoix, Mich. The jade items ore 
on exhibition at the Washington State International Trade Fair, 





The word jade comes from the Spanish “piedra de 
ijada” (stone of the side), so named for its believed 


efficacy in curing a pain in the side. 
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Scientific Silver Service Corporation, 690 Broadway, New York 12, N. Y. 
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Lejt--A ring made of palladium and set with a 
cultured pearl is one of a group styled by Lucien 
Piccard Watch Corp., New York. Intensive 
advertising and merchandising program will 
concentrate on Piccard’s palladium rings. 


Far Lejt-—-Finger detachable links permit tool- 
less adjusting of No. 2803, “All-Size,” Tele- 
scoping watchband by Kestenman Bros. Mfg. 
Co., Providence, R.1. Retail prices; gold filled, 


$12.95, stainless, $8.95. “Africowood” inlays. 


Lejt-—Karlan & Bleicher, Inc., New York, have 
added two shapes to their ring styles: the mar- 
quise and the pear. In “Spectaculight” setting, 
center round stone is used, surrounded by 
melee that give the desired shape. 

far Le{t-—-Anson’s new genuine jade set is de- 
signed to complement today’s slim-line styling 
in men’s clothing fashions. Jade is secured by 
prongs in gold plate settings. Three-piece set 
retails for $10; links only, $6.50; clip, $3.50. 


Lejt-—Tuned to bold trend in men’s fashions, 
Speidel Corp. presents “Inset,” the new expan- 
sion watchband with colorful, simulated stones 
that offer signet ring appeal. Retail price 


is $12.95. Backed by national advertising. 


Far Left—Styled in non-corrosive “Talenium,” 
the Tale expanding watchband sells for $5 
retail, The gold-filled model is $7.50. Each 
comes packaged in a velvet lined wooden tray. 
By Tale, Inc., East Providence, R. I. 
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Right—Baroque pearls in textured settings are 






































feature of these Jeweled Links by Forstnet 
Creations, which emphasize the look of bulk 
for autumn jewelry. Link necklace, $12; 
pin, $6; earrings, $4, and bracelet, $10. 


Far Right—-fk our-jewel movement battery-oper- 
ated decorative clock by Endura Time Corp.., 
New York, has hand-rubbed mahogany case. 
Model Mark IV, available from L. Harris Co., 
1443 Fourth Ave., N. Y., sells at retail for $30. 


Right-—“Maylair Duet,” by Longines-Wittnauer 
Watch Co., Inc., New York, includes pair of 
ultra-thin, matching watches for men and women. 
With suede strap, they are $79.50 each, FTI. 
With bracelet, the price is $99.50 each, FTI. 


Far Right—-Like its male counterpart, “Lady 
Galaxy,” by LeCoultre Watches, Inc., New York, 
has two markers without visible support point- 
ing to the hours, encircled by 36 diamonds. In 
14-karat gold, it is priced at $325, FTI. 


Right-—-Wilshire pendant barometer, by The 
Taylor Instrument Companies, Rochester, N. Y.., 
combines modern and traditional styling. Barom- 
eter, thermometer and humidity indicator 


are set into walnut cases. Retail: $27.50. 


Far Right—Only 22 ounces in weight, this new 
Bulova Transistor radio features modern styl- 
ing, durability. It is 644 in. by 3%. in. by 

14 in. in “texon” cabinet. Retail price, $59.95. 


Bulova Watch Co., Bulova Park, Flushing, N. Y. 





yours to profit by. 
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Le/t—Cross with center kite-shaped diamond 
and 11 round full-cut diamonds. Custom-made 
in palladium, The center stone weighs over 

a carat. Keystone: $1,350. By Maurice 
Goldman & Sons, 10 W. 47th St., New York. 


Far Left—A fresh idea for graceful gift giv- 
ing is the new Semca portable, a 30-hour clock 
with musical alarm, gilt figures, with raised gilt 
luminous hour indicators. The grille has a colored 
background. Retail price, $18.95 plus tax. 


Lejt-—The Starflite by Hamilton Watch Co. is a 
time zone watch for women. It shows at a glance 
the four U. S. time zones, along with Green- 
wich (England) time, by means of colored zone 
markers. Retail: $85 with matched bracelet. 


Far Le{t—Always news in silver, International 
Sterling makes fashion headlines this season 
with “Rhapsody,” a “romantic” design that has 
surpassed all records in its pre-testing sur- 
veys. Strong national promotion, is planned. 


KA yp | Left—-A transparent face and hands 
Sd / ly t,. that seem to float in space are outstanding 
yt LL features of the “Golden Sunburst” a unique 
(fe clock that is indirectly lighted. Lists at 
$21.95. Haddon Products, Inc., Chicago, IIL. 


OPO ey 
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Far Le{t—Portable radio by Arvin Industries, 
Inc., Columbus, Ind., comes in light tan leather- 
ette with handy shoulder strap. Set plays on 
batteries or AC/DC. Suggested retail price 

is $39.95, without the batteries. 
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Right—Sculptured ovals of hand-polished silver 
flatter this hot beverage service in “Achieve- 






ment” from Community Division of Oneida Ltd., 






Oneida, N. Y. Retail price for all four pieces 
is $92.50. Server holds nine full cups. 







Far Right—The tailored look of Delinda, a new 
watch by Elgin National Watch Co., is empha- 






sized by the square case and tapered end pieces. 






Coming in a 10-karat gold-filled case with 19- 






jewel movement, it retails for $59.50, F.T.1. 










Right—-A new centerpiece bowl in the Henley 


























pattern of O.C.L. hollowware has been intro- 

duced by Oneida Ltd. Silversmiths. The 11-inch | 
multi-purpose bowl with one-piece hand applied Bg jie 7 
border will retail for $12.50. ——e a — 


Far Right—‘“‘Carousel,” by Medana, a wide- 
braided link bracelet enhancing a dainty case. 
Exclusively distributed by Louis Aisenstein & 
Bros., Inc., 16 E. 40th St., New York. 

The retail price is set at $14.95. 





Right—A lightweight, “Pearlex” handle is 
featured on this graceful bride’s knife, 16% in. 
long, with serrated edged blade of stain- 

less steel. Retailing for $3.95, it is a gift 
special from Kirk’s, Ltd., New York City. 


Far Right—General Electric’s portable appliance 
department offers a 10-inch electric skillet. 
Features include built-in automatic thermostat, 
cooking chart and control light on the handle. 
Recommended retail price is $14.95. 


yours to profit by. 
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Lefjt--Aimed at the school opening season, 
Parker Pen Co., Janesville, Wis., announces 
its new “41” pen and pencil set in easel-type 
display package. Available in a variety of 
colors, Pen price is $8.75, pencil is $4. 


Far Lejft—-Durability and beauty highlight these 
watchbands from Superior Leather Goods Co., 
Last Main Street, Avon, Mass. Baby Alligator, 
$5; Alligator-Lizard, $2.50; Genuine South 
African Ostrich, $5. All retail prices. 


Lejt--teaturing the new black “Monomac” 
handles that resist continued wear, this “Table 
Mate” stainless by the Imperial Knife Co., Inc., 
1776 Broadway, N. Y., retails at $9.95 for a 


service of four: $14.95 for six. 


Far Lejt-—-Tie-Tie creates two new paper 
designs to supplement its “Everyday” 25 cent 
“Gold Label” line, “Far East,” on the back- 
ground boxes and “India,” foreground. From 
the Chicago Printed String Co., Chicago, IIL. 


Left—Lux Clock Mig. Co., of Waterbury, Conn., 
enters the Christmas season with a new travel 
Alarm Clock in a genuine leather case. The 600 
non-jeweled model is $5.95; the 630, with 
jewels $6.95. Suggested retail prices. 


Far Lejt-—-R. F. Simmons Co., Attleboro, Mass.. 
enters the ladies’ watch band field with two 
quality straps in fine alligator lizard. Narrow 
band, $2.50, Keystone; wider band, $3.00, Key- 
stone. Complete information offered on request. 
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best time of all A) 


to sell S7 EHGOR — 
tho Aristocrat of Stainless 


Already people are making plans for Fall entertaining. 
This season Stegor Stainless tableware will be in even 
greater demand as the trend toward casual living continues. 
It has the “party look” of quality your customers want. 
Stock and sell Stegor, the Aristocrat of Stainless, 
and watch your profits grow. 
eecaues rang nie war vous | You'll sell it at Christmas — for business gifts and as a 
—- family gift. Stegor Stainless will build store traffic . .. 
bring new customers into your store during the 


Pers 


Christmas shopping season. And because they can always 
add place settings and serving piects, a gift of Stegor 
Stainless means plus profits for you for years to come. 


Stegor national advertising for Fall 
keyed to these great selling themes 


Stepping up its dramatic new advertising 


campaign, full-page advertisements 


MAKE A LASTING IMPRESSION with 
a gift the whole family will weleome 
‘ . . ¥. 7, ’ 
; ie or F ighene'y wt 6 iii ; 
for Christmas! 3 one seitwee 


ven 2 


featuring Stegor Stainless for informal 


don't beheve = ‘ , 
Co oats im the Kitchen drawer if you don't bel entertaining and family Christmas gifts 


<< your family would welcome 
TT  icsutiel Segor 
cove innaesibeal = batever October and December respectively... 


and in Bride's Magazine and 


Guide for the Bride. 


In addition, a full-page Stegor advertise- 
ment is scheduled for the special 
Business Christmas Gifts issue of 

Sates MANAGEMENT magazine 
(September 10). Be ready to meet the 
demand for Stegor Stainless during the 
volume sales and profit months ahead, 


In place settings, in sets for 
4, 6, 8, and 12, 
and in open stock 


For complete information, write 


STEGOR DIVISION * THE GORHAM COMPANY 
Providence 7, Rhode Island 
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NEW CRESCENT 
APrE RECORDERS 


In rich luxurious luggage 
leather cases for true 
portability and easy travel; 
with new and exciting 
features that will set new 
and higher standards of 
excel for tape 
recorders. See them! 
Hear them! 
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HEAR FOR YOURSELF! 


Facts are that there is nothing in the market that will look 
as good to you or sound as good to you as the new 1957 
CRESCENT Tape Recorders and Automatic Hi-Fidelity 
Phonographs. The phonographs are so richly styled they 
make a major addition to the room in which they 
are played. And they sound like front row center at 
Carnegie Hall. CRESCENT Tape Recorders, led by the new 
luggage leather model shown above, are way out front in 
performance and features in what promises to be the 
juiciest tape recorder year in history. See for yourself! 
Hear for yourself. See and hear CRESCENT! 


CRESCENT INDUSTRIES INC., 

5900 W. TOUHY AVE., CHICAGO 45, ILLINOIS 
WORLD'S LEADING MANUFACTURER OF 

HIGH FIDELITY TAPE RECORDERS AND PHONOGRAPHS 


NEW CRESCENT 


PrHONOGRAPTHHIS 


The record-playing business 
is epinning to new and more 
profitable high levels of 
profit. Creacent has beauty 
a-plenty to look at, to 

listen to! New sales-making 
features in these NEW, 
ALL-THROUGH 
CRES( 


SENTS. See them! 
Hear them! 
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Le{t-——Graceful bowl in crystal, char- 

coal, spruce or bark is 1044 in. wide, tapers 
down to slender satin-finished ebony wood 
base; bow! and stand retail for $12.50. 

By Fostoria Glass Co., Moundsville, W. Va. 


Far Le/t-—Period piece in heavy Waterford 
lead crystal from Ireland is this footed 
bowl, 12 in. in height and richly cut in a 
diamond design; it may retail at $120. 
From Gee. Borgfeldt Corp., of New York. 


Lejt-—“Audrey” pattern in imported 
china shows center floral in pink and 
gray with gray band trimmed in gold; 
%%-piece dinner service, $79.95 retail. 
From American Commercial, Inc., N. Y. 


Far Left-——“Fushan,” Danish gold ruby glass 
decorated with gold pheasant design, in 
group of accessory items; 16 in. square 
plate, $17.50 retail; round plate, $16.50. 
From D. Stanley Corcoran, Inc., New York. 


Lejt—Toned in subtle grays and blues 
is the “Vision” pattern of fine points 
and lines done on Impromptu cook-and- 
serve china; 16-pce. set, $16.95 retail. 

By Iroquois China Co., Syracuse, N. Y. 


Far Left--New “Trousseau” pattern on the 
“Corona” shape has pink rim decorated 
with white flowers and gray leaves, plati- 
num edge; 5-pe. setting, $21.75 retail. 

By Castleton China, Inc., New Castle, Pa. 


top fashions .. . 
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Right—-New “Encore” pattern in Francis- 
can china has lyric effect in white enamel, 
ebony and aquamarine against pearl gray; 
5-pe. setting retails for $21.75. 

From Gladding, McBean & Co., Los Angeles. 


Far Right—Trio of decanters in sparkling 
clear crystal made by the Kosta factory 
in Sweden. Varied in style, they are 
characterized by squared lines. Imported 
by Ebeling & Reuss Co., Philadelphia. 


Right—“Piazza”™ design in Spode earth- 
enware has Greek key border in charcoal 
against old Chinese covering pattern in 

soft pink; 5-pe. setting, $10.30 retail. 
Stocked by Copeland & Thompson, Inc., N. Y. 


Far Right—New “Century” shape in Hallcraft 
dinnerware designed by Eva Zeisel has an 
asymmetrical petal-tip on plates, melon- 
shaped hollowware: 16-pec. set, $11.95 re- 
tail. From Midhurst China Co., N. Y. C. 


Right—-*W oodside”’—pattern of finely 
engraved field grasses in soft grays on 
contemporary shape in English bone china; 
pe, place setting retails at $15.50. 
Distributed by Bertson House, Lid., N. Y. 


Far Right—“Starglow” design shows bursts 
of blue, yellow and brown tipped with 
gold, and gold edge lines, on Baronet 
china; 5-pe, setting retails at $16.95. 

From Fisher, Bruce & Co., Philadelphia. 


and home 
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No. 3in a series of sales and merchandising news 
of Community, the finest silverplate. 


SILVERWARE NEWS 


INCREASED DEMAND FOR HOLLOWWARE 

The trend away from stark simplicity—toward more 
elaborate decoration in the home—brings with it an 
upswing for silver hollowware. Another reason for 
stepped-up hollowware appeal is the increase in home 
entertaining. More lively and versatile serving dishes 
are needed for extra dining occasions. Because of its 
handsomeness plus usefulness, hollowware provides 


dealers with strong sales potential to fill thia need. 


What many customers don’t realize (and it’s up to 
dealers to convince them otherwise) is that fine hollow- 
ware need not be solid silver... often out ot reach of 
most pocketbooks, Community offers a full line of 
quality hollowware in heavy silverplate, whien will last 
(and retain its beauty) through a lifetime of constant 


use. Yet prices are moderate to inexpensive. 


NEW PATTERN EMPHASIZES VERSATILITY 














Achievement* hot beverage server, $37.50; sugar bowl, $17.50; 
cream pitcher, $15. 


Just as utility is no longer enough in home decoration, 
beauty alone is not sufficient in hollowware. Today's 
hollowware has undergone a change in this respect, 
which should be pointed out to the customer. It is 
newly versatile, each piece having many uses; thus giv- 
ing the modern hostess real service. Achievement, the 
new pattern in Community hollowware being intro- 
duced this month, combines an all-new concept of 
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you can use to increase sales 


multi-use with an entirely new type of American design. 
True contemporary, Achievement departs from the 
ornate, while still retaining the traditional look which 
American women favor in hollowware. 
























Achievement five-way serving dish, $35; three-way tray, $27.50. 


Examples of how pieces have been designed to serve 
many purposes are given for the pieces shown. Hot 
beverage server holds 9 cups, and is ideally sized for 
coffee, tea or chocolate. Sugar bow! may be used as a 
tea or instant-coflee caddy : the creamer for serving 
syrup. Five-way serving dish combines covered vege- 
table dish, centerpiece bowl, open serving dish, oven- 
proof glass casserole, and roll tray by removing jet 
handle. Three-way tray provides serving tray, plus anti- 
warping maple carving block 
with well and tree. Reversed, 
carving block becomes a party 
board for cheese and cold cuts. 


Shown to dealers throughout 
the country before being put 
on the market, Achievement 
met with great enthusiasm. 
Kenneth |. Van Cott of 
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of A.N.R.J.A.. made these remarks: 


“This new Community hollowware. we feel, has great 
appeal both for its simple yet distinctive design . . . and 
for its variety of uses. Besides the versatility angle, giving 


us a fine sales advantage, it’s also an opportunity to get 


the customer to trade up.” 


VARIETY OF COMMUNITY HOLLOWWARE PATTERNS 
When a customer is choosing her silver flatware, it’s a 
good idea to ask her to make her hollowware preference, 
too. This way you plant the idea of acquiring hollow- 
ware in her mind, besides registering her choice for 
future gift occasions. In addition to the new Achieve- 
ment, Community offers dealers three other hollowware 
patterns—Melon,* Ascot,* and Georgian Gadroon,* 
available in a complete line of pieces. Both Melon and 
Ascot are authentic English-designed reproductions. 
All three patterns reflect the stately, leisurely way of 
life . . . again becoming the rule today. 
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Georgian Gadroon combination platter, $37 


$32.50. 


JU: water pitcher, 


HOLLOWWARE IS WITHIN REACH OF BUDGET 
CUSTOMERS 

Today, silver hollowware is not a luxury. Show your 
customers the quality hollowware available at budget 
prices in @ ©) Oneida Community Ltd. And remind 
them it can be accumulated piece by piece at anniver- 


saries, birthdays or (Christmas. 


Oneida Community Ltd. offers five elegant pat- 
terns, each designed and crafted in heavy silverplate, 
which is practically indestructible. Yet prices are as- 
tonishingly low. The newest pattern, shown here, is 
Hi-Light, which is noted for contemporary lines and 
versatility of pieces. As an example of its low price, the 
complete coffee and tea service shown can be purchased 


Van Cott Jewelers, Binghamton, N. Y., former president 




















Hi Light* o-piece tea and ‘ otlee service, S72 50 


for under $75. Other @@ UW Oneida Community Ltd. 
patterns are: Henley,* Haddon,* Lakewood* and Gala.* 
Most individual pieces, with the exception of the largest 


ones, are priced under S15, 


INEXPENSIVE GIFT ITEMS 

















Jam jar and spoon, $5; silent butler, $9.75; salt and pepper 


shakers, $2.25. 


For the many gift seekers always looking for inexpen- 
sive items, Oneida Ltd. offers a variety of unusual 
pieces priced from as low as $1.20 to $9.75. It's wise to 
, and that 


frequent use makes them acquire a lovely patina, be- 


stress that gilts of silver hollowware last. . 


sides needing less polishing. 


> 
TRAGECHMARES OF OCHEiOaA LTS... Ontioa a. F 


Created in the Design Studios of Oneida Ltd. Silversmiths 


A Service of Oneida Ltd. Silversmiths 


Reprints of this article make handy guides for sales staffs, and can be obtained by writing Oneida Lid, Silversmiths, Oneida, N. Y, 


ror AuGusT, 1956 





173 








VO ae Any oe RO AN mA AY tty TH 











e] Like other sections of the 
new B. D. Howes and Son 
store in Beverly Hills, Calif., 
the jewelry suite (top photo) 
has its own color scheme. 
One of the entrances to the 
store (lower photo) offers 
passersby a sweeping glimpse 
of the interior through an 
expanse of giass, plus a se- 
lection of merchandise in 
the small display window. 





FIFTH MEMBER OF AN OLD FAMILY 


B. D. Howes and Son, with an 86-year retail 
jewelry background, is proud and pleased with 
its newest operation, a large and complete store 
in a swank Beverly Hills, Calif., hotel. 


° B. D. Howes and Son, southern California 
jewelers, began another chapter in its 86-year 
history when its fifth store—this one in the Bev- 
erly-Hilton Hotel, Beverly Hills—opened for busi- 
ness. 

This store, designed as a dramatic setting for 
Howes’ collection of jewelry, silverware, time- 
pieces, china, crystal and accessories, is a long 
way in time and place from the family’s first 
jewelry store—opened in 1870 in Clinton, lowa. 

In that first business venture, the firm quickly 
began creating its reputation as a source for 
precious gems. There, B. D. Howes, Sr., grew up 
in the business and, around the turn of the cen- 
tury, became convinced Los Angeles would be one 
of the nation’s future centers of prosperity. 

He moved his family west, and in 1919, with 
his son, Durward, Jr., established B. D. Howes and 
Son in Los Angeles. After his death in 1939, the 
firm continued to grow, acquiring stores in Pasa- 
dena and Santa Barbara. 
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Ten years later, the third generation Durward 
Howes entered the family business. Opening of 
“Howes in the Hilton” is a peak in his own career, 
as well as a significant event in the family’s 
jewelry business history. 

President Howes emphasizes that the newest 
store was planned “with a view first to customer 
convenience in making selections, and second to 
most effective presentation of individual items.” 

The Beverly Hills store comprises about 4000 
square feet, including display and customer ser- 
vice areas, offices, workshop and storage area. The 
entire selling area is provided with acoustical tile 
ceilings and acoustical walls. Wall paneling, dis- 
play cases, fixtures and chairs are all of hand- 
rubbed walnut. 

The Howes jewelry store is divided into three 
major sections, each with its own color scheme. 
The areas are: a jewelry suite, in pebble white; 
the table appointments section, in the center of the 
store, decorated in desert sand, and the silver 
suite, in shadow blue. In each «ection, carpets, 
upholstery and wall and ceiling paint are designed 
to carry out one color scheme. 

Behind the display areas of the first floor are 
executives’ and buyers’ offices, storage rooms, 
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by Hazel Palmer 


A SETTING 
JUST FOR 
SILVER 


When they suddenly had an op- 
portunity to open up the rear of 
their store for display, these 
Nashville jewelers decided to 
devote the entire space to silver. 
Their initiative paid off in profits 
and prestige. 


®* In a room set aside exclu- 
sively for silver display and 
sales, Coles & Waller Jewelers, 
519 Union St., Nashville, Tenn., 
does about 40 per cent of its 
total business. 

Partner John H. Coles, a 
jeweler for 44 years, points out 
that the establishment of the 
silver room came about quite by 
chance. About four years ago, a 
room about the same size as the 
rear of the Coles & Waller store 
became available next door. (The 
front was the office of an op- 
tometrist, who had more space 
than he needed.) 

Coles and Waller took over 
the next door space, moving 
their offices and watch repair 
departments into it. This made 
available for display and sales 
a room 34 feet long and 16 feet 
wide, reached by going through 
the length of the store. 

After deciding to use this 
rear area exclusively for silver, 
Coles and Waller began a care- 
ful and elaborate program of 
renovation. 
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in the silver room of Coles & Walier, Nashville, Tenn., the countet 
height showcase (top photo) dieplays 72 different patterns in flatware 
The right side of the room (center photo) is used for displaying 

large trays, ice buckets and water pitchers. The bottom photo 


is an overall view of the alliver room. seen from the store centet 
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A fascinating new 


I. ALVIN 


STERLING PATTERN 


with a particular, 
youthful appeal ! 


rx. 


fi 


Retail price for a 
6-piece luncheon- 
size place setting 
from $35.00 Feder- 
al Tax Included. 





Youthful and modern with classic simplicity, best 
describes this lovely new pattern in ALVIN Sterling . . . 
Spring Bud... at ome on every table. Our exhaustive 
pretesting methods show a strong sales demand for this 
lovely, new ALVIN design — especially in today’s large, 
youthful market. 
This demand will be increased by a heavy schedule of national 
advertising — a total of 13 full pages during the next 6 months in 
House Beautiful, Charm, Seventeen, Modern Bride and Guide for 
the Bride with a combined readership of over 32,758,100. 
Be first to show and you're sure wd x your share of sales in this new 
pretested ALVIN pattern, Spring Bud. 


Order now from your Alvin jobber or direct — prices the same. 
THE ALVIN SILVERSMITHS 


Makers of exclusive Silver Designs for Seventy Years 
PROVIDENCE 7, RHODE ISLAND 











Price folders gladly sent on request, showing Spring Bud and other Alvin patterns. 
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vaults, the watchmaking shop and a silver clean- 
ing room. 

In B. D. Howes and Son’s table appointments 
section, a silver and crystal chandelier serves as 
not only a focus of visual interest, but as a bit of 
dramatic history. 

Made in Czechoslovakia, it was among 65 chan- 
deliers hidden in the salt mines when Hitler’s 
troops invaded that nation, just before the out- 
break of World War Il. After the war, the chan- 
deliers were smuggled outside the country by their 
owners, and several have been purchased by west- 
ern Kuropeans and by Americans. 

The one purchased by the Howes firm is of a 
style known as “Maria Theresa,” characterized by 
graceful prisms in the outline of a bell. Two of 
this type hang in the library of Sir Winston 
Churchill, 

While this chandelier is the most spectacular 
lighting fixture in the Howes store, it is one of 
the least significant functionally. More important 
are the concealed lights and other elements of the 
illumination system, to make the displays of 
jewelry, silver, china and crystal most effective. 

Howes’ architects chose incandescent, rather 
than fluorescent lights for display areas, because 
they considered incandescent illumination softer 
and more mellow, capable of bringing out the rich- 
ness of silver, for example, and the sparkle of 
precious stones. (An exception was the use of 
fluorescent Shipley Diamond Display lamps in the 
jewelry windows. These new lamps, according to 
the designer, Robert M. Shipley, are an answer to 
the problem of a fluorescent lamp that would not 
deaden the appearance of diamonds and other 
stones, but would make them sparkle.) 

In this store, indirect lighting is used in silver 
cabinets to bathe the pieces in a warm glow, with- 
out distracting reflections. Crystal is back-lighted. 
Spotlights have been placed to help customers see 
pieces most clearly—as in the diamond room. 

The merchandise shown to advantage by this 
elaborate, carefully planned lighting system, in- 
cludes an extensive collection of fine jewelry, table- 
ware and accessories, 

The table appointments section houses imported 
and domestic lines of silver, china and crystal. 
Place settings of 72 different flatware patterns 
are on display, with additional patterns available 
in exhibit drawers. A bridal registry is main- 


tained in this department. 
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> A secand entrance to the new 
B. D. Howes and Son store, in the 
Beverly-Hilton Hotel, carries out 
the same theme as the one on the 
previous page — a luxurious ex- 
panse of glass for a full view, and 
a choice selection of merchandise 
in the small window, set in a white 
brick wall. Howes’ customers have 


parking space on the hotel lot. 


> In Howes’ table appointments 
section, more than 70 patterns cof 
sterling silver flatware are on dis- 
play. Dramatic backlighting is 
used for the adjacent crystal 
pieces, The chandelier suspended 
from the bell-cove ceiling is a 
Czech import, a replica of a pair 


owned by Winston Churchil! 
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A Overt! etment 


AS A BUSINESS BOOSTER-— 


sell the practical 


1 


piece, seamless handle that is completely water- 
tight and will not discolor or loosen when washed 
in the hottest water. 


Gorham sterling flatware can safely be placed in 
any automatic dishwasher. Illustrated is Gorham’ s 
Chantilly pattern with Gorham’s exclusive, one- 


hether we like it or not, the fact is that sterling flat- 

ware competes for the customer's dollars directly 
against automatic washing machines and driers, air con- 
ditioners, and a sizable list of other costly household ap- 
pliances and other products. 

With our increased population spending the greatest 
disposable income in history, it would seem that the jeweler 
should be getting a larger share of consumer purchases. 
This thought plagued me for a long while, until one day 
| decided to do something about it—right in my own 
sterling flatware department! 

Perhaps our people are not using the right sales ap- 
proach, | said to myself. Perhaps, in our anxiety to con- 
vince the consumer that sterling is fine and beautiful and 
luxurious, we're handling it and displaying it as if it were 
a fragile and delicate object. Yet, the fact of the matter is 
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that no other flatware combines luxury and durability and 
practicality so magnificently and economically as sterling! 

Take stainless steel as an example. It’s eminently prac- 
tical. And, today, excellently designed. But, is stainless 
steel what a woman wants to deck her table with when 
company calls...is it what she wants to use when she is 
setting the table for a really festive dinner? And take plate 
—a very good-looking substitute for sterling. But still a 
substitute. And still unable to take, over the years, the 
punishment that sterling will take. 

But how many among the general public are aware of 
this? How many people that come into our store? And, 
more important, the people who pass by? Perhaps if the 
people who pass by were sold on the practical side of 
sterling, they wouldn't pass by. Perhaps they would come 
in and buy! 
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by FRANK W. AMES 
Thomas Long Co., 


If our government statistics show that people are in a 
practical frame of mind and buying practical things to 
the tune of hundreds of dollars per family per year, I'm 
going to sell them—and I’m going to instruct my sales 
staff to sell them —on the practicality of owning sterling. 
I’m not going to depend solely on what sterling does for 
their pride! 

And what do I find when I sell the practical side of 
sterling ? 

I find that a startling number of people are afraid to 
buy sterling because they feel a possible scratch might 
ruin their investment in it. These are the people that I make 


a point of telling, that until they get hundreds and thou- 


sands of tiny use-scratches on their sterling (through daily 
use, morning, noon and night), their sterling will not 
acquire the depth of glow and lustre that gives it a true 
luxury appearance — an appearance of tradition and char- 
acterful beauty. 

I tell them that, on the practical side of entertaining, if 
they go in for cheap flatware they’re going to need at least 
two sets —one for daily use and one for special occasions. 
But with sterling flatware they need only one set — since 
the more sterling is used for “everyday”, the better it looks 
for special occasions. 

Now I know why some people are afraid of sterling — 
and why some sterling owners only bring it out on Sunday 
or when company calls! 

Ridiculous! 

[ find also, when I —or my sales staff —talk the prac- 
ticality of sterling to our customers, many of them have 
misguided notions about washing sterling. They feel that 
too much washing will dim its luster. So we tell them the 
facts: that not only won't daily washing dim its luster, but 
it will cut out the need for all too regularly getting out 
every single piece, subjecting it to a careful polishing, 
then putting it away and having to polish it all over again 
next time it’s used. 
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side of sterling 


Boston, Mass. 











“But, Mr. Ames,” they say, “won't the hot water loosen 
the knife handles?” 

When they ask this question —and some of them do— 
I tell them about the greater attention to detail in today’s 
manufacturing of sterling. And, if that doesn't appear to 
satisfy them, | show them Gorham’s one-piece knife handle 

made from a single, seamless tube and guaranteed water- 
proof and dentproof—to my mind, one of the most prae- 
tical developments in the most practical of flatwares. 

Actually, all I'm doing is following that old political 
advice of “if you can’t beat ‘em, join ‘em.” 

Everyone knows the sales of practical things are up. And 
with sterling the most practical flatware a family can buy, 
why not sell its practical side? 


Take my sales figures for it ~ it works! 





Sterling flatware need not be fragile. Gorham's exclu- 
sive one-piece handle is made from a seamless sterling 
tube that will resist denting if accidentally dropped, 
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China 
Glass & 
Giftwares 


by MADELINE LOVE 


ICH AND RARE” are the adjectives used 
by one New York newspaper to describe 
the new styles in clothes and fashion 

accessories introduced by leading designers dur- 
ing the Dress Institute’s Press Week early in July. 
“Each fall,” said the fashion editor, “designers 
talk about bringing back elegance—but this time 
it looks as if they mean it.” 

Heavy silks, velvets, large feathered hats—all 
of these are part of the fashion picture for the 
coming season and one can easily assume that 
the same trend will make itself felt in home 
decoration. 

Quite a bit has been said here recently about 
the probabilities of such a trend, with emphasis, 
of course, on tableware. To get the benefit of 
another opinion, we asked Albert Weber, presi- 
dent of Herman C. Kupper, Inc., who has just 
returned from Europe where he worked on new 
designs with the china factories in Germany and 
france which his firm represents. 

Mr. Weber agrees——with one proviso. “If,” he 
says, “by elegance you mean grace and symmetry 
of line and genuine beauty of color, that is one 
thing. But too many people define elegance as 
ornateness and lavishness of decoration. The 
market for ware like that is extremely limited 
and | see no signs of any increase of interest in 
it. There is certainly, however, a move away from 
the starkly modern and our best market lies 
somewhere between these two extremes. And we 
believe that these transitional patterns, if they 
are soundly designed and executed, represent 


elegance in its truest sense.”’ 
a * & 


HE MIDHURST CHINA CO., of New York, 

was host at a cocktail party for the press and 
trade at the Savoy Plaza Hotel on July 16 to intro- 
duce its new “Century” shape in Hallcraft din- 
nerware, Designed by Eva Zeisel, who was also 
the designer of Hallcraft’s “Classic” shape, a suc- 
cess since its introduction four years ago, the new 
shape is built along flowing lines with basic form 
suggested by the harmonious curves of petals and 
fruits. An asymmetrical petal-tip appears at one 
side of each size of plate and two sides of the 
platters and hollow pieces. These latter, based on 
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a melon shape, have handles placed at the narrow 
sides rather than at the ends. The “Century” 
appears in pure white or with one of three color- 
ful patterns—the “Garden of Eden,” “Fern,” and 
“Sunglow.” 


* ~ ” 


URING the New York Gift Show, which will 

be held Aug. 19 to 24, a dinner dance will be 
held Aug. 23 in the ballroom of the Hotel Statler 
in honor of William E. Little’s 25th anniversary 
of his entrance into the giftwares industry. The 
dance will be co-sponsored by the Eastern Manu- 
facturers’ and Importers’ Exhibit and the Na- 
tional Gift and Art Association. Jack B. Oren- 
stein is chairman of the arrangements committee 
and the party will be informal. Bill Little joined 
his father, George F. Little, in the active manage- 
ment of trade shows in 1931. 


* * * 


Moartir Myerson 


ARTIN MYERSON has been appointed sales 
M representative for the lroquois China Co, in 
the states of Maine, Rhode Island, Massachusetts, 
Connecticut, Vermont, New Hampshire and New 
York, exclusive of metropolitan New York City. 
He succeeds Frank McGurty, who has been trans- 
ferred to the institutional sales division of Iro- 
quois. Mr. Myerson will handle all three of the 


company’s dinnerware lines. 
+ ” + 


NECIL E. SNIFF has been appointed general 
C manager of the combined Shenango-Castleton 
China showrooms at 212 Fifth Ave., New York. 
Mr. Sniff joined the managerial staff of the She- 
nango Pottery, of New Castle, Pa., manufacturers 
of hotel and institutional china, in 1920. Three 
years later he was made sales manager for the 
New York area with headquarters first at 295 
Madison Ave. and later at the 212 Fifth Ave. ad- 
dress. During these vears, Shenango progressed 
from the exclusive manufacture of commercial 
china to the making of fine dinnerware. Frank 
Rudesill replaces Mr. Sniff in the commercial sales 
field and A. J. O’Mitty will continue to represent 


Castleton China in the metropolitan area. 
. + >. 


ab gene Y M. SEWARD, of Lednum’s jewelry 
store in Cambridge, Md., won third prize in 
PLEASE TURN TO PAGE 192D 
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Founded 1775 


TUSCAN—The 
World’s Most 
Fashionable 
Bone China 


setting, $10.7 


Beautiful TUSCAN, English Fine Bon 
quality of this superb dinnerware 


Wi illustrate 


(numa, is representative Of the Dest that England has to offer Incdicative 
is its bone content of 48.5%, giving TUSCAN brilliant whiteness and trans! 
here superb examples of famous Tuscan Cups and Saucers and two outstandingly popular dinnerware pattern 
f up and Sauce ‘Ss shown range in price from $4? | (ft) tr) $54 i) per dozen wh 


ole ale cot rye treo ,i* 
piece settings from $7.25 to $11.00 wholesal 


“4h to 400. 00 innerware 


When in New York for the Jeweiry Show, visit our air-conditioned showrooms and see this TUSCAN 
English Fine Bone China together with KOSTA crystal stemware and accessories. 


EBELING & REUSS CO. 


ESTABLISHED 1446 


Main Office: 707 Chestnut Street, Philadelphia 6, Pa. 


CHICAGO PHILADELPHIA 6 
1557 Merchandise Mart 707 


Showrooms 


NEW YORK 10 L088 ANGELES Il4 
225 Pitth Avenue Chestnut Street 57) Weet jth Street 


Warehouses: Philadeiphia, Pa. Pasadena, Calif 
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ELECTRIC SHAVERS CAN 


BE 


A GOOD TRAFFIC BUILDER 


by David Markstein 


® 


Electric shaver “clinics” can attract more poten- 


tial customers, a New Orleans retailer reports, 
both men who might otherwise rarely enter a 


jewelry store, and women. 


* “If pulling more than 100 potential customers into 
your store a day will help your overall business, you 
should strongly consider putting in an electric shaver 
department,” suggests Benjamin White, head of White 
Bros., 732 Canal St... New Orleans. 

“You can promote shavers the year around,” White 
continues, “but give them particular emphasis on certain 
occasions, This policy has helped our overall store 
volume, In addition, the shavers have produced worth- 
while sales in their own right.” 


One of the hardest things to do is to attract men into 
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a jewelry store, White has learned. Yet, once in your 
store they can become good customers, White Bros. have 
accomplished this by means of a promotional plan built 
around their electric shaver department. 

The purpose of the promotion is primarily to build 
traffic. White has found manufacturers’ electric shaver 
“clinics” the best means of bringing in customers. A 
clinic is run by a representative of one of the leading 
electric shaver companies, the man demonstrates the 
newest models, showing what they can do to a tough 
beard, and also does a cleaning and oiling job on old 
shavers brought in for the free service. 

Men are drawn by a newspaper ad announcing the 
free clinic. “Calling All Electric Shaver Owners,” reads 
the headline. Shaver owners are urged to “Bring in any 
model electric shaver for FREE sharpening, oiling and 
check-up service.” 

The ad goes on to say, “We'll give your old electric 
PLEASE TURN TO PAGE 188 
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One thing for sure its no snap 
judgment! In a recent survey of 
glassware buyers, we asked just how 
do customers choose a crystal pattern. 
We found there were a lot of reasons 
behind every choice and we ve listed 
them in order of importance in the 
picture. Above all, customers want 
crystal that goes with their china and 
silver . and they want a pattern 
that’s beautiful just in itself. 


How can the results of this survey 
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How do your customers choose a crystal pattern? 


help you sell more crystal? First, see 


that your store promotes the Basic 
Three (china, silver and crystal ). 
Wherever china and silver are dis- 
played, crystal helongs Loo. if your 
store has a Bridal Registry, see that 
brides choose a crystal pattern along 
with their china and silver. If your 
store has no registry, we invite you 
to use the Fostoria Bridal Registry 
Service. It's already used by over two 


thousand stores. 





To presell your customers, Fostoria 
advertising is at work, right now, 
showing in full-page ads five or six 
Fostoria patterns. Plan now to let 
this advertising promote more crystal 
sales for you, Fostoria Glass Com- 
pany, Voundasville, West Virginia. 


Fine handblown 
and hand-molded crystal 


pet, 


\y storia 





by Mildred 8S. Sullivan 


A Rhode Island jeweler made 
a success of his watch depart- 
ment, in spite of stiff competi- 
tion, loss of community indus- 
try, and a flood. 


* At a time when most jew- 
elers are looking for new 
ways to merchandise watches, 
Piette Jewelers, Inc., a 16 by 
40-foot store in Woonsocket, 
R. I., is selling them at a sur- 
prising pace—30 per cent of 
ite total sales volume is cur- 
rently accounted for by 
watches. 

How was this sales record 
accomplished? One guess 
might be that the store has no 
competition in its selling area. 
Actually, its competition is 
terrific. There are several 
well-established and aggres- 
sive jewelry stores near 
Piette’s in downtown Woon- 
socket. Moreover, strong com- 
petition is furnished by fac- 
tory and mill outlets offering 
discount prices and frequent 
cut-price sales. 

A second guess might be 
that Piette’s has an extensive 
selling area. Again the an- 
swer is no. Woonsocket has 
’& population of about 50,000, 
and this modest market is ac- 
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he boosted watch sales 


—_—,: 
vi i 
a 


cal 
a 


by concentrating on 


ND NAMES 


tively solicited by all the other 
jewelry stores. Moreover, 
much of the business of this 
50,000-person market is si- 
phoned off by aggressive mer- 
chants in the nearby cities of 
Providence, R. I., and Worces- 
ter, Mass. 

A third guess as to the rea- 
son for Piette’s success might 
be that Woonsocket is in the 
midst of a boom, with workers 
taking home substantially 
more pay than they have in 
the past. This is certainly 
not true, either. In fact, 
Woonsocket is in the midst 
of a minor recession. Many 
of the textile mills and 
dye houses, which have long 
afforded employment to the 
majority of Woonsocket resi- 
dents, have moved to new lo- 
cations in the southern states. 
To make matters even worse, 


‘the town was hit by a severe 


flood last year which caused 
widespread property damage. 
What, then, is the explana- 
tion of Piette’s success in sell- 
ing watches? Roland Piette, 
president of the firm, credits 
his sales record to three fac- 
tors: 
1. Concentration on a few 
well-known watch brands. 
PLEASE TURN TO PAGE 198 
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TRADITIONAL... 
TRANSITIONAL... 
CONTEMPORARY 


EVERGLADE 

...@n abstract design of water blossoms in green, 
brown, pink and white on ivory coupe background, 
platinum finished. 5-pc. place cover, $16.50 


DAYBREAK 

... breeze-borne white and mist-grey petals on 

pastel coupe background, finished in platinum. 

in all Flintridge pastel colors. 5-pc. place cover, $18.00 


It it’s fine...it's 


lintoidlge China 


There's a touch of yesterday, possessor. Incomparable quality, 
today and tomorrow in every exceptional durability and versa- 
lovely Flintridge pattern...a tile styling make Flintridge the 
timelessness that transcends pass- wisest investment for your cus- 


ing trends and forever expresses tomers ...a fine china for you to 
the discerning taste of its proud sell with profit and pride. 


See these exquisite new Flintridge patterns at the July Shows 


NATIONALLY ADVERTISED IN LEADING MAGAZINES 


REFLECTION 

.,. dainty, leafy floral sprays in white, 
on pastel coupe background with 
platinum finish. In all Flintridge 

pastel colors. 5-pc. place cover, $18.00 


SILVER SHADOWS 

_,. misty black and grey lace flowers in 
delicate detail on ivory background with 
platinum finish. 5-pc. place cover, $18.00 


FLINTRIDGE REPRESENTATIVES 


C. N. Abenheimer Henry Cardoro Paul H. Hildebrand Co. Frank M. Williams & Sen 
Denver, Colorado Dobbs Ferry, New York Dallas, Texas Charlotte, No. Ceroline 


James A. Belt W. Lt. Fullerton Frank M. MeNiff T. O. Williams & Sen 
Pasadena, Calif Tiffin, Ohio Pasadena, Calif Chicago, ilinols 


John A. Wright, jr George P. Ziegler 
Bridgeton, New Jersey St. Lowis, Missouri 


Write for Complete 1956 Catalog 
FLINTRIDGE CHINA CO. - 350-380 So. Raymond Ave. + Pasadena 1, Calif. 
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FRANCONIA CHINA 


One of Europe's Finest. 


AT THE SHOWS: 


CHICAGO 
Paimer House 
Room 974-W 
July 29-Aug. 9 
. 


ss WEW YORK 
Trade Show Bidg 
Room 642 
August 19-24 
o 


BOSTON 


Parker House 
Rooms 601 -603 
Sept. 9-13 


Nationally Advertised .. . “PALLADINA” 
., » BEAUTY AND QUALITY THAT JEWELERS DEMAND 


Tasteful simplicity is combined with the elegant detail of dainty blossoms 
reserved in Platinum panels and aceented with Platinum bands... to 
created a Gadroon border of exceptional beauty on pure white translucent 
porcelain. 5-pe. Place Setting with 10%” dinner plate: $143.95 Retail (Slight. 
ly higher South & Weet) 

© INOUIRE about our tlustrated 16-page booklet “The Romance of Fine 
China’ available for point-of-sale distribution. 


49-41 West 24rd St. 


HERMAN C. KUPPER, INC, 





New York 10, N. Y. | 





SWEDISH BUD VASES 


New designs in handcrafted 
Swedish Crystal to highlight 


modern settings. 


790 
6"'~$1.00 ea. 


79) 
7'/,""—$ 1.50 ea. 


792 

8'/,""—-$2.00 ea. 
RETAIL 

PRICES 
QUOTED 


e Dept. J-8 for new illustrated 
“Crystal by Brodegaard” catalog. 


R. F. BRODEGAARD & CO., INC. 


AVENUE, NEW YORK 10, WN. Y. 
West Ceeost Rep.: CLYDE MeCULLOH, BRACK SHOPS 
ifernie 








527 Weet 7th Street, Les Angeles, Col 








ELECTRIC SHAVERS (from page 184) 


shaver fast and thorough cleaning and sharpening ser- 
vice, as well as a general, all-around check-up. Our 
factory-trained expert will also oil your electric shaver 
without cost to you.” 

While a customer’s electric razor is being checked 
over, the demonstrator generally suggests a trial shave 
with one of the new models, When the customer finishes 
and has discovered how much better it is than his old 
model, the demonstrator suggests a trade-in. 

How does this emphasis on electric shavers bring a 
boost in overall business? 

“First,” says White, “it builds traffic, and this in itself 
builds sales, especially of new shavers. Second, it opens 
up a considerable market for ladies’ shavers. Many old 
electric shavers are brought in for the free check-up by 
wives. The demonstrator explains the convenience and 
ease of owning a women’s model designed especially for 
use on legs and underarms. And, of course, many of the 
ladies buy new shavers as gifts for their husband or son. 

“Third,” continues White, “the customers have to 
wait their turn to have their shavers cleaned and checked. 
It is this waiting period—-neither long enough for them 
to leave nor too short to prevent them from looking 
around the store—that pays off in extra sales. They see 
our displays and remember the gift they were planning.” 

“Not only may they buy something during this visit,” 
White points out, “but it acquaints them with the store 
and they come back when their other gift-giving 
occasions arise, Naturally, we try to open an account 
for each purchaser and add his name to our books. 

“Still another way the shaver clinics help overall 
business is in bringing in customers who were unaware 
of the store before the special promotion,” White says. 

“Well-to-do people in our area rarely do their jewelry 
buying in a credit store. Yet, during our shaver clinics, 
customers stepped out of big cars in front of our door and 
came in for the free shaver check-up. The door was thus 
opened to a new market that a credit store like ours 
normally finds it difficult to reach.” 

An important factor in making regulars of these and 
other store visitors is the kind of salesmanship practiced. 

“Our salespeople always tell the customer that we not 
only sell——we service,” White emphasizes. “They point 
out that the current demonstration of electric shavers 
is typical of the kind of service featured in the store the 
year around, Sure it sounds obvious—but just reminding 
customers about it does produce results,” 

Generally, White finds one-quarter and one-third page 
ads in the local newspapers is the best method of build- 
ing interest and traflic for the clinics, held at irregular 
intervals during the year. But it is important, he points 
out, to continue shaver advertising year-around. 

“This is a profitable department, both in its own right 
and for the traffic it pulls,” White asserts. “There is a 
substantial pick-up in volume in all departments during 
our clinics and, equally important, it creates new custo- 
mer relationships which help us build for the future.” 
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everyone’s 
the new... 


Milere is Franciscan fine China’s 
newest show stopper (and 
sales builder)! The name was 
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if a fast turnover is your 

favorite dish, just turn ° . I e 

that dish over and 

you'll find Franciscan YAN 7 S CAV] { ] V) A 
stamped on the back! 


product of Gladding, McBean & Co., Dinnerware showrooms in New York, 712 Fifth Avenue; Chicago, Merchandise Mart; Los Angeles, 2001 Los Feliz 
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Mountain of Old Razors Descends on 
Schick as Promotion Boosts Sales 


EX-P-AN-S-1-0-0 
Benet (Marcasite 
WATCH BRACELETS 


Razors and more razors—literally millions of them—represent 
the mountain of sales scored by Schick Inc. dealers during the 
firm's recent highly successful trade-in promotion. 


The mountain came to Schick in the form of a 
Pike’s Peak of old razors of every variety when 
that company launched its recent trade-in promo- 
tion designed to expand sharply the national 

market for modern electric shavers. 
“We want a million old razors” was the theme, 
shown fulfilled so dramatically here. Schick, Inc., 
” ‘Se offered a trade-in allowance of $7.50 for any old 

MARCASITES oe <p Oe -”~ razor and in they came—all kinds. 

HAND-SET a afd i | Schick dealers all over the country participated 
in this promotion, called one of the most effective 
in the company’s history. O. A. Petty, Schick 


IN STERLING awe » 
4 ps 


Display, sell and profit ct ty py ; oe neal -_ ee ai : 
i. Miele eau ‘cnteh ee A tG) | vice president, says that the campaign rolled up 
atiachments that are ex- cag ag an all-time sales record. 


elusive and originals! we, 
These exquisite watch at- O* 7 ” 
», 


fachments created by HOWES IN THE HILTON [from page !78) 

Kimier & Daniel, well. , 

known manufacturing | Accessories offered by the new B. D. Howes 

jeweler specializing in Pert at and Son store include leathergoods, imported fig- 

morcasite jewelry, have , 

the appeal and luxurious ene urines and custom made tablecloths. 

styling of diamond brace- | sgt ther sectior , » store is given over 

lets. An added selling feo- Still another secti n of the store is g 

ture: they expand to fit to a display of silver hollowware, from small ash 

me TER , | trays to complete tea services, in both sterling 
Each K&D marcasite ex- and plate. Silver accessories here include can- 


nsion watch br ' : ' 
ean in a Seonttte delabra, picture frames, men’s and women’s 


gift-presentation box, suit- dresser sets, ash trays and pill boxes. 
any are OP cueetame, Special services offered by “Howes in the Hil- 
WRITE TODAY ¢ ton” are advice on table settings, custom design- 
or . : sg 
ing of jewelry, remodeling, redesigning and re- 
DESCRIPTIVE FOLDER and ORDER BLANK pair of jewelry, silver and timepieces, engraving 


e R E rE WINDOW DISPLAYER _ of jewelry, silver and stationery and gift wrapping. 
MAT ADS and CATALOG To | In this setting of luxury, the Howes family 


puts the emphasis on a continuing tradition of 
retail jewelry store operation. President Durward 
Howes says of the newest member of the family 


GG D _ group of stores: 
Ut TZ, Zi 4% U pe! tl. | “The opening of ‘Howes in the Hilton’ is, for us, 


the realization of a long-held dream, the writing 
of another chapter in our story, which, we hope, 
will be continued for many years to come.” 
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ALL SALES RECORDS 


Impromptu by Iroquois... pace-setting place settings that score 
new highs in profits and turnover in leading jewelry stores all over the 


country because they sell on sight. 


Designed for the big new casual living market, this exquisite 
translucent true china is so durable it’s backed by the famous Iroquois 
“replaced if it breaks” warranty ...so practical it doubles from oven 
to table, eliminates hard-to-clean pots and pans. And this high-fashion 
fine china retails for as little as $4.95" for a five piece place setting! 
Available in Bridal White or a choice of seven original Ben Seibel 
designs. Supported bs powerful national advertising and a wide 


free dealer aids. For furthes details write to 


Dept. JK 86, Syracuse 9, N. Y 


selection of ettective 
[roquois China Co.. 


*A bit higher in the far weet 
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Impromptu has set new 
sales records wherever 
it has been shown 

~without elaborate . 
displays! Two shelves 
are all you need to show 

your customers a rep- 
resentative selection 
of this amazing value. 
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Pompon Bridal White Vision 
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Proud of its representation 
by the Finest Jewelry Wholesalers” in America 


J. MW. Gross & Co.wsscsnccss 

B. M. Hammond Co...........++++++++-San Antonio 
Philip Kohn Co............ ++ee+++ Dayton 
Peeeet ©; LON Geiirav as Pod dkes chctvascecirs Denver 
C fete & Gem. i ivincess ccs 

D. C. Percival & Co,........6e000 


NS OM, isis ake ee bkba baenin Scranton 
Bian eee Os. ons bk awes seenreeeeeneeeee New Haven 
*Partial List Check Your Wholesaler 


AiL-COLOR CAMPAIGN IN 


AMITY 


Nationally Advertised 
Nationally Recognized 


Quality Billfolds 


Greatest Profit Line 


Oz 


Amity’s complete leather line 
is equalled by none. Here's top 
quality, top 50% profits, with top 
point-of-sale displays and mer- 
chandising aids! These known 
facts on a brand known for over 
40 years keeps Amity, the world’s 
largest monvufacturer of quality 
billfolds, at the very top! 


Attention, 
Direct Buyers 
Use Your 
Wholesaler 


Buy Amity from your wholesaler 
and not only get 50% selling the 
top, wanted, quality line -—but also 
save freight, have a minimum in- 
vestment without huge inventories, 
get wholesaler credit plus over- 
night service. You can't beat your 
wholesaler's service —or his prices! 


“LEATHER PRODUCTS CO. + West Bend, Wisconsin 
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Famous “Dinector BILLFOLD 


MEN'S “DIRECTOR” BILLFOLD. Thinnest feature billfold 
made, Has secret currency pocket, duplicate key pockets, 
lifetime registration and ample room for cards and photos. 
669 California Saddle Leather. Tan 
665 Luxurious Smooth Cowhide. Black 
667 Watermarked Buffalo Calfskin. 

Mahogany 
627 Luxurious Smooth Cowhide. Brown. ... 


Y 


Rare Pin Seal. Black 
(*In deluxe gift package ) 


MEN'S “TRIM” BILLFOLD. Entirely new ond differ- 
ent, Thin and Slim. Money clip bill compartment. 
Sensational 4-wing “Replace-A-Pass” feature for 
cards and photos. Two spare key pockets. 

450 Pin Morocco. Brown $5.00 
452 Smooth Supple Calfskin. Brown 7.50 


All prices subject to 10% Federal Excise Tax. 


THE 


Smooth supple Gallun 
Calfskin. Brown 
Iceland-grained Sealskin. 
Black 

(*In deluxe gift package) 


“IDENTIFIER —~ AMERICA’S FINEST PASS CASE 


BILLFOLD. Has sensational 4-wing “Replace A-Pass” 


feat 
dup 
518 
519 
522 


523 





ure for cards and photos, secret currency pocket, 

licate key pockets and lifetime registration. 
Imported English Morocco. Black . $7.50 
Imported Roser Pigskin. Tan 
Watermarked Buffalo Calfskin. 
Mahogany . . $00 
California Saddle Leather. Brown. 7.50 


Durable Steerhide. 
Hand-colored in Brown 


iT 


World's Largest 
Manufacturer of 
Quality Billfolds 


Each packaged for gift giving 


Genuine Alligator. Brown. . $20.00 
lecland-grained Sealskin. 
Brown 

(*In deluxe gift package) 





As advertised in 


LIFE | LOOK | POST 





French Purse...the smart new 


SiMhoumtle 


Both coins and bills accessible from golden metal frame pocket. 
Four transparent wings for cards and photos. 

222 Smooth Pearlized Calfskin. Flame Red or 
Apple Green. In deluxe gift package 

Luxurious Smooth Cowhide. Flame Red, 
Apple Green or Powder Blue 

California Saddle Leather. Flame Red or 


Saddle Tan 


Exciting Ladies’ Jeweled 


Tote «Poke 


Sparkling Jeweled-tab closure. Bille and coins from same magic 
pocket, Four transparent wings for cards and photos, 

285 Polished Smooth Cowhide. White or Pink. 
Florentine design embossed in 24 karat gold... 
Luxurious Smooth Cowhide. Flame Red, 

Appie Green or Powder Blue 


MITY 


World's Largest 
Manufacturer of 
Quality Billfolds 


Fach packaged for gift giving 


261 220 


221 


As advertised in 


CUE | LO0k | POST 


w 
~ 


An exciting unusual combination of a purse and 
a billfeld. Four-wing “Replace-A-Pass” feature 
for cards and photos. Roomy coin pocket. Zipper 
curreney pocket. Full length pouch pocket for 
gloves, cigarettes, compact, comb and lipstick. 


at 


Deluxe Soft Crushed Cowhide, 

silk lined. Cover embellished in 
Rhinestones. Pink, Powder Blue 

or Palomino Tan 

Soft Crushed Cowhide. Pink. 
Powder Blue or Palomino Tan. . $5.95 


206 
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MEN'S 3 PIECE MATCHED SET. “Accordion” pass 
case billlold and six hook “Key Kaddy” matched 
with “Ivy League” Pocket Secretary. 

4446 Luxurious Smooth Cowhide, Saddle 
Tan. 3 pe. Matched Set... .$12.00 
Billfold only 

Pocket Secretary only . 
Key Kaddy only .......... 


446 
1668 
6606 


“IVY LEAGUE” POCKET SECRETARY. Zipper cur- 
rency pocket. Memo pad for active notes. Leather 
holders for photos, cards and stamps. Golden 
polished automatic pencil. All leather lined. 
1871 Imported Roser Pigskin. 

FOR: svece 5 
Watermarked Buffalo Cali- 

skin. Mahogany 


All prices subject to 10% Federal Excise Tax. 


1870 


LADIES’ “DIRECTRESS” BILLFOLD. Sparkling jew- 

eledtab closure. Secret currency pocket keeps 

large bills from prying eyes. Sensational 4-wing 

“Replace-A-Pass” feature for cards and photos. 

246 California Saddle Leather. Flame Red 
or Saddle Tan 





...and look how M ey tian through for you with 
SALES-MARING 


AMITY 


“Shopper Stopper”’ 


#9750 Display Offer 
Stops 'em! Shows ’em! Sells ‘em! 





¢ Merchandising Aids! 
¢ Deluxe Packaging! 









ig 
Everything you need for a complete revolves f 
billfold department 
Displays 34 Billfolds 


It sells Amity’s 
best-selling 
billfolds ! 


ot 9O% 


Permanent glass and wood display in rich blonde ash, complemented by red and ebony panels. 


14 Ladies’ « 20 Men's 
Retail Value $175.00 
50% Dealer Profit 87.50 
Case Charge 10.00 
Dealer Cost 97.50 


: Two $5 "Bonus Billfoids” 
offset case cost! 











All billfoids in Open Stock 


Mtl tod 


LAVISHLY PRESENTED 


Elegant, New 


AMITY 


Collector's Series 





@ 4 Ladies’ Billfolds These beautiful billfolds are beautifully 

e 5 Men’s Billfolds ee in ne sap mee Retail $55.50 
dail - playing gilt boxes. Order the Collector * Cost (27.75 

© Individually Gift Boxed Series today. Ad Mat cued to Christmas ey 

@ $5 to $7.50 Values available, too! 


Full 50% Profit 
ITY LEATHER PRODUCTS CO. «+ West Bend, Wisconsin 
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“COQUETTE” PLATES 




















by HEINRICH & CO. 


Two from “Coquette” series of eight 8” 
dessert plates in fine, white china from 
Bavaria, each with a different girl-and-fruit 
pattern, finished with mat gold edge line; 
ll's” cake plate in matching style decorated 
with still another scene 
Dessert plates: App. $1.95 each retail 
Lake plate App $6.95 retail, 


GEO. BORGFELDT 
CORPORATION 


Established 1881 
44-40 €. 2380 ST... NEW YORK 10. WN. Y. 


712 $. Olive St. (Merch. Mert) 
Los Angeles, Calif 


44 York % 
Toronte, Ont., Canada 








t} de since 1770 


THE VPFINE ENGLISH 


DINNERWARE 


Fine English Earthenware 
ENGLAND 


English Bone China COPTL ANOS Cram 
Lowestoft Stone China 


Made in England by W.T,. CopeLanp & Sons, Lrp. 


IMPORTED AND DISTRIBUTED AT WHOLESALE BY 


COPELAND & THOMPSON, INC, 
206 FIFTH AVENUE, NEW YORK 10, N. Y. 
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CHINA, GLASS & GIFTWARES [from page | 82) 


the nation-wide Wedgwood Quiz Contest, consist- 
ing of ten questions based on information con- 
tained in the monthly sales training bulletins 
written by Hensleigh C. Wedgwood, president of 
the firm. These bulletins have been sent out since 
April, 1954. Miss Seward, who had a total of 40 
points in the quiz, was awarded eight place set- 
tings in Wedgwood’s Queensware. Another 
jewelry-store winner was Mrs. Yale Gooden, of 
Strauss Bros. Jewelry and Gift Shop in Minot, 
N. D., who won honorable mention. First prize of 
a six-day trip to Bermuda was awarded to Mrs. 
Margaret H. Eyler of Hutzler Bros. china depart- 
ment, Baltimore, and second prize to Mrs. R. D. 
Minks, of the sales staff of Century Electric Co., 
Jackson, Miss. 


te, ES, 


HOWN here at the recent opening of the new 

Royal Crown Derby Porcelain Co., Ltd., show- 
rooms in New York are: Howard Peck, director 
of the British Information Services; James S. 
Rooke, O.B.E., deputy-consul general; the Hon. 
Martin Dodge, deputy commissioner of commerce; 
W. P. C. Adams, vice president of the Crown 
Derby Company; and Stanley Holloway, British 
star of the current Broadway hit, “My Fair Lady.” 


* * * 


ACK FEARON, district sales representative 

for the Royal Jackson China and Val St. Lam- 
bert Crystal in New York, New Jersey, Eastern 
Pennsylvania and Southern Connecticut, has re- 
signed. His territory will be taken over by James 
J. Duggan, who has been in charge of the firm’s 
sales service department. The change takes place 
Sept. 1. Mr. Fearon is returning to the field of 
education where he was engaged for some time 
before going with Jackson. 


The ancients who found star sapphires and rubies 
linked them with the stars in the skies. They believed 
jalling stars ended their long journeys in the depths of 
these stones. And folk tales carry the tradition that the 
three lines forming the stars in sapphires and rubies 


represent faith, hope and destiny. 
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RECTANGULAR TRAYS 
Mahogany or Black Formica 
1333 Width 12°. overall length 25° 
Buenilum rim Retail price $15.00 
140 Width 12? overall length 25 
Solid brass rim, Retail price -$25.00 








1314 Width 9". overall length 22 
Bueniium rim, Retail price$12.00 
141 Width 9", overall length 22 


Solid DOrass rin Retail price 20 UO 








SERVING PLATTERS 
Mahogar y oF Riack Forr a 


1358 Diameter 18! 2 R ser m run 1357 Diameter 14! a Ruer ium rum 
Retail price--$!1.00 Retail price $7.50 

154 D ameter 1g! 2 Solid brass rim 155 D ameter ia! 9 Solid brass riev 
Retail price—$19.50 Retail price--$12.50 





COASTERS — Set of 6 
Mahogany of Biack Formica 
1333 Diameter 3! 2 Buenitum rim 
Retail price-$5.50 per set 


REVOLVING SERVERS 
Mahogany or Black Formica 
1375 Diameter 1844’ Buenilum rim 
Reta! price $20.00 
183 Diameter 1844". Solid brass rim 
Retail price-$25.00 





: 1376 Diameter 16%e", Buenilum rim 
~— Retail price-$15.00 
184 Diameter 16", Solid brass rim 
Retail price $20.00 








SERVING TRAYS 
Mahogany or Black Formica 





1373 Diameter 18”, Ruenilum rien 1374 pH ameter 14! 7 ‘ Ruenilum rm 1380 Diameter 12% _puenilum rien 
Retail price--$18.50 Retail price—$16.50 Retail price $8 0 

185 Diameter 1B", Solid brass rim 186 Diameter 14!) 2 J Solid brass rim 187 Diameter 12% »olid brass rian 
Retai| price $27 50 Retail price $20 00 Retail price 410.00 


Slightly higher in the west coast 

















SERVING TRAYS 
Mahogany or Black formica 
1271 £ ameter i. é i erie Fin 12777 f arneter 14) 7 
Vets orice-$15.00 Retail price $i!.00 


Ruenilum rim 





COFFEE, LIQUEUR and individuel CANAPE TRAYS 
Ma? ogany ofr Black Formica . 
1390 Diameter 1? 4" Ruer ilum rim 1389 tf) ameter ‘ BUEHNER WANNER, INC. 


; Bueniium rim 1388 Diameter 7°’. Buenilum rim 
Retail price--$6.50 Retsil price—$4.50 Retail price~$2.50 East Norwalk, Conn 
Breslauer-Underberg inc. Bolender and Compeny The Grant-Jecoby Co ©. C. Graham Miller Bros. Limited Harlan P. Seubert Raiph Higgine Taylor 
225 Fifth Avenue 1551 Merchandise Mart 527 West Seventh S P ©. Box 302 32 Front Street West 9609 Angores 2320 North 55 Street 
New York 10, New York Chicago 54, Illinois Los Angeles 14, Col Winter Park, Fle Toronto |, Canada Dalles, Texas Omaehe, Nebreske 
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TWO FOR THE PRICE OF NONE 


® An elderly lady who lives way back in the country, 
recently came into Oscar Behr’s jewelry store at 67 
Main St., Elleworth, Maine, on one of her twice-a- 
year excursions into town. 


A S « oO T iy | E N T os She wanted to purchase gifts for her two sons, who 
had just returned home from their military service. 
Behr patiently suggested various items in her price 
$ 30 range, but the lady decided to go home and think 
for Only about it. 

Several weeks later, she returned to the store with 

a happy smile on her face: 
“Sir, | found my husband's pocket watch,” she 


said with the charmi innocence co on to country 
Assortment No. 33...... folk. “Could you ma ad i cane <s ae rine 
Perfect for Art and Gift items. Fancy nested by Saturday?” 
boxes of various sizes from 3x3x3 to 12x12x8. 
(Two of three of the least used sizes and from Write us a note about your unusual business experience 
five to eight of the most used sizes.) Choice of (Literary le is unimportant) 5 will he paid Jor each 
colors: Silver White; White Modern (embossed) ; & sth Sts. Philadelphia 39, Pa. No rates er at returned ; 


Coppertone; Ivory Enamel and Paisley. all become property of JC-K. Jeweler’s name and town 
will be used in story unless request is made to omit it. 


Prompt delivery! Order direct frqm this ad... 


For 24 other specialized assortments please write 
for illustrated catalog which also lists hundreds : ; ; 
of STOCK JEWELRY and GIFT BOXES. Jeweler Ties in With “Life” 
Special designs, plain or imprinted boxes also 
available 
“The Package is Part of the Purchase” 


PICTORIAL PAPER PACKAGE CORPORATI 


S116 MERCH NA LAKE REET 


ae AURORA ILLINO! 


= _ —  —_— -- — 


Pictorial Paper Package Corp. ‘ORDER COUPON. 
232 S. Lake St., Avrora, illinois 


( » Pinas aape epeutes 72 Git Bean Assortment No. 33... 
( ) Gend illustrated catalog of Complete line 


Name 
Firm 
Address 
City 


San Francisco Jeweler Henry W. Stohiton, 2283 Chestnut $¢.. 
tied in a window with LIFE magazine and jewelry products 
advertised therein, during Brand Names Week. 


Pee e 2 eee e2e2eeoeeg 
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Palm Purse 


#29-011 










eT BLACK 
_ ANTELOPE... 


§. Ultimate In 
Elegance 


From Spain comes this trend-setting 

collection of luxurious antelope handbags 
. . each inspired design artfully 

executed. Exquisitely finished, with 

careful attention to detail . . . 

many are leather-lined. 



































Senorita 


3¢29-012 








Entire line excjusive with Merz. 


Retail from $5.00 to $35.00. 


Antelope is the only. skin that 
doesn’t rub off, won't crock. 








Complete line on 
display at all Gift 
Shows, and af our 
permanent showrooms. 
Send for sample 
assortment and 
illustrated folders. 























104-6 N. 63rd Street, Phila. 39, Pa. 


225 Fifth Avenue, New York 10, N. Y 
10! Tremont Street, Boston, Mass 








270| Ponce de Leon Boulevard, Cora! Gables, Fis 
1506 Merchandise Mart, Chicego 54, }!!. 


Ons 2ilh year 2:4 B35 d = 4 AIO 
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a c f first in imports 


SEE 
66 


° 99 
inesse 


PAGODA SHAPE 


EXQUISITE CHINAWARE 
by NARUMI 


successfully market-tested in 


99 pe. sets 


service for 12 including 6 extra cups 


99.95 retastl 


for “breakage insurance” 


Buyers who are showing “Finesse” since its debut this 
Spring, find ACI's new hit gives stores an easy selling 
edge in fine china beauty and value. Lily of the 

Valley motif repeated in gold ‘n’ grey. Delicate, durable, 
delight{ul in every way. 

“In stock” deliveries out of both our New York 

and Los Angeles warehouses. 

Other “in Stock” promotions: 

Service for 12, to retail 49.95 to 99.95 

Service jor 8, to retail 29.95 to 39.95 


At the ANRJA 1956 Trade Show, 
Waldorf-Astoria Hotel, New York, Aug. 26-30, 


Booth 151, Mezzanine Floor. 


Fimerican Bommercial fine. 


America’s largest importers of fine china 


PERMANENT SHOWROOMS & WAREHOUSES AT 
NEW YORK: 212 Fifth Avenue, MU 6-1591 
LOS ANGELES: 1144 South Maple Ave., RI 7-7139 


f 


| 
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Window Displays Increase Sales 
Of Appropriate Gifts for Infants 


Baby gifts, starting at $1, are the feature of this display window 
at Bauman's, Dothan, Alo. The jeweler has made this a profit- 
able department with window promotions several times yearly. 


Theodore Bauman, of Dothan, Ala., has maintained 
a profitable baby gifts department by regularly promot- 
ing this type of merchandise in his windows. 

Several years ago, the Alabama jeweler set out to 
convince shoppers in his area that baby gifts should be 
given not only at birth, but at regular intervals. 

“Some relatives make it a habit to buy two or three 
gifts for babies at the outset,” Bauman points out, “while 
others buy one baby gift and let it go at that. 

“We felt that if we continuously reminded the public 
of gift obligations where friend’s and relative’s babies 
are concerned, people would buy more gifts per baby.” 

Bauman began to realize the profit possibilities in the 
baby gift market through his periodic promotions. 

Under a parchment sign labeled, “A host of gifts for 
Baby—from $1,” Bauman arranges a variety of gift 
suggestions, from brush and comb sets to silver forks 
and spoons. 

Usually, about 30 gift items are shown—bracelets, 
feeding bowls, cups, identification bracelets, baby books 
and picture frames. 

Bauman schedules his baby gift promotions during 
slack seasons. He has found that their success is not 
dependent on the time of the year. He also watches the 
birth announcements in the local newspaper and sched- 
ules a baby gift window promotion accordingly. 
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TIME TO PLAN YOUR TRIP TO 


NEW YORK GIFT SHOW 
ugudt 14-24 


FOTEL NEW YOREKER Anpd 
NEW YORE TRADE SHOW BUILDING 


(8th Ave. at 35th St.) 

















HOTEL 
NEW YORKER Vm 
A NEW YORK 
' TRADE SHOW BLDG. 


) 
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The route to successful gift merchandising begins at the 
New York Gift Show where more than 789 exhibits of giftwares 


from all over the world are displayed in air-conditioned’ comfort. 


2nd THROUGH IlIth FLOORS AT HOTEL NEW YORKER 
2nd THROUGH 6th FLOORS AT NEW YORK TRADE SHOW BUILDING 


* New York Trade Show Building completely air-conditioned 


Hotel New Yorker almost fully air-conditioned 


Sponsored by the National Gift and Art Association Inc. 
Directed by George F. Little Management 
220 Fifth Avenue, N. Y. 1, N. Y. 


Silver Window Ties in With Binocular Sales Boost Volume For 
Samuels of San Francisco Each Fall 


Capitalizing on diversity in merchandising, 
Samuels Jewelers, 856 Market St., San Francisco, 
Calif., has scored a notable boost in its volume by 
promoting the sale of binoculars during the au- 
tumn season. 

A typical sale is touched off by a card in the 
window reading: “Fine binoculars are a must for 
football, hunting, camping and horse racing.” To 
set the proper atmosphere, the floor of the win- 
dow is covered with moss and autumn leaves. 

Making the display even more timely, Samuels 
symbolizes each sport with some characteristic 
item such as footballs, hunting decoys, motor for 
boating, jockey cap. Binoculars shown range in 
price from $69 to $179. 

In one display an orange card in the shape of 
a full moon advised, “Christmas in September. 
Order your binoculars now, and either take them 
with you or buy them on our lay-away plan—in 
any event vou will have a good part of them paid 
for by Christmas.”’ 

A reproduction of an attractive newspaper 
advertisement backed this effective display. 


Ohio Jeweler’s Anniversary Sale 








"We ran this window during our anniversary sole, with ex- 
cellent results,” comments Jeweler Gerald Dovis. The window, 
appeared in May's Jewelers, 120 W. Center St., Marion, Ohio. 
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Ancient sailors used to attach coral to the bows of 
their ships to protect them from wind and water. 
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In season anv season! 


HARVEST FRUIT 


Windsor Ware Buffet Set” 


has all-year sales appeal 


4 KE Sa turkey set that makes sense 


from your customers point of view 
Year-round uselulness the 20 in. plattes 
and the 10° in. plates and matching teas 
are ideal for buffet or formal entertain. 
iw. Center of fruits and flowers in 
britliant eolors: rim design in warm 


brown \vailable bevy immediate delivery. 


haxclusive i aan Representative 


FISHER, BRUCE & CO. 


(ne of America « Largest Open Yack Dinnerware Houses 
221 Market Street, Philadelphia 6, Pa, 1107 Broadway, New York 10, N.Y, 
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NATIONALLY ADVERTISED 


AVAILABLE IN THESE TREATMENTS 
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Immediate delivery from 
NEW YORK DALLAS 
CHICAGO SAN FRANCISCO 
Write for prices 
Sole distributors in the U.S.A. 
aD 
FRENCH GLASS CO 4 
THE > we é 
610 FIFTH AVENUE - ROCKEFELLER CENTER - NEW YORK, N. Y. 
HOW ARE YOUR PACKAGING PROBLEMS 
Ya 
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Stocking and storing can be costly. | 
But not with Lindley folding gift 
folders and boxes. They seve time... | 
save space... plus additional | 
wrapping costs. They ore attrac- 
tive, sturdy and quick to assemble 
Review your problems with the 
folks af Lindley. Write 
for free illustrated catalog story 
on folding gift boxes. W he i tiie tireat | TT a ti } AL bev ohe igri fires dine 
nerware in line with American «tyle trends’ Royal Doulton 
. And whe brings you the heaviest national adverti ing pre 
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4s BOX & PAPER 
‘ 1731 West 2nd Street, Merion, ind. 








A DIVISION OF MORRIS PAPER MILLS 
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BRAND NAMES (from page | 86) 


2. Heavy merchandising of brand names. 
4. A good location on a busy shopping street. 


For seven years, Piette’s had been located only 
three or four doors around the corner from its 
present location. Moving the store to the town’s 
main shopping street, with the subsequent in- 
crease in pedestrian traffic, gave Piette the op- 
portunity to make the changes that brought 
about his record watch sales. 


“When we moved,” says Piette, “we reduced 
the number of watch lines from six to three so 
that we could do a better job of merchandising. 
We found that well-advertised brand names had 
a steady, dependable popularity. 


Advertising one brand at a time 


“Though we concentrate on three well-known 
brands,” says Piette, ‘we devote all our news- 
paper advertising and window displays to only 
one brand at a time. By emphasizing each name 
in turn, we can feature each manufacturer’s ad- 
vertising, his particular terminology and his 
main selling points. Our customers can examine 
one line at a time, without confusion and with 


far more effective study of the manufacturer’s 
advertising. 

“Our newspaper advertising,” Piette points out, 
“appears in one local paper and one suburban 
paper in a variety of sizes, ranging from one-col- 
umn ads to half-page display ads for some of our 
major events. We also make use of the manu- 
facturer’s direct mail literature. In addition, we 
tie in our merchandising with all of the various 
manufacturers’ promotions, such as trade-ins, 
seasonal campaigns, special programs and TV 
shows. 

“As to our selling methods,” Piette con- 
tinues, “we base everything on emphasis of the 
manufacturer’s name. There is no substitute for 
that, because it is the name that really does the 
heavy selling. We have found that people know 
very little about watches. They see a newspaper 
or magazine ad, or a window display, and they 
take it for granted that a good brand name will 
give them good quality.” 

Nevertheless, Piette does explain the differ- 
ence in cases and movements. He has also found, 
for example, that customers are influenced by 
the attraction of an unbreakable crystal. 

Another of the Rhode Island jeweler’s selling 
methods is to show the customer only one or two 


NEW BEST SELLERS FROM BERTSON HOUSE 


oc 


|. Upper left to right: “Slimmers’-——-hHour 
giass figures have inspired these NEW 
Slimmer Glasses. Pinched-in waists add smart 
Hair to any modern drink. Deceptive 14 o7, 
ize, holds the entire contents of a standard 
beer container. Psychologically, they slender 
ze your drink. Ideal for Hiballs, Gin-and 
onic, Beer, Iced Tea, etc. Pre-packed set 
f & retail $7.50. (Desian Patent Pending} 


7 


27. An ex ing new addition to the Wedg- 
wood Lighter family. Celedon embossed 
grapes on Queenswore. Lighter has fully 
automatic Evans Unit. Exceptional value to 
retail at $12.50. Matching Ash Tray. $2.25, 
Matching Urn, $8.00. 


Rertson riouse is the sole distributor of this 
fine Wedgwood creation Available in 
other patterns. 


3. “Simplicity” —by Aynsley, Brilliant white 
fine English Bone China in gracefully fluted 
swirl shape, edged in fine gold. Its handsome 
umplicity of styie is at home in modern or 
traditional settings—a true test of good 
design. 5-pce. Place Setting, $12.26 retoi' 


4. Lower left: Famous Christmas Tree din 
nerwore pattern in complete open stock. 
Biggest of all sellers during the holiday 
season and a Bertson House Exclusive 
S.pce. Place Setting, $7.84 retail. 


10 West 56th Street 
New York 19, N. Y. 


Send for our Catalogue 
Phone CO 4.8556 


BERTSON HOUSE Ltd. 
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models at once to avoid any possible confusion. 

“If a person asks for a certain watch,” he 
says, “we do not show a half dozen models. We 
may show one or two others, with the idea of 
featuring better quality, but we do not confuse 
the customer by showing several others. The 
customer has already pre-sold himself on a cer- 
tain brand name, and it is better to go along with 
his desire. 


Showing what the customer asks to see 


“If a customer asks for an automatic,” Piette 
explains, “we stick to that type of watch. If 
the customer does not inquire about them, we do 
not bring them up.”’ 

Which price ranges are the best sellers? 

“We sell automatics from $49.50 to $175,” says 
Piette. “But we have found the $50 to $100 cate- 
gory the most popular, with watches selling for 
around $125 a close second.” 

In addition to these selling methods and the 
emphasis on brand names in his advertising, 
Piette makes excellent use of his new location on 
Woonsocket’s busiest shopping street. 

“When we moved into this location,” says 
Piette, “we remodeled the store, eliminating the 





entranceway in the center of the store front. 
We moved the doorway to the side so we could 
have an extra large display window. This has 
proved to be a good idea, for our window dis- 
plays really sell. Passersby see the merchandise 
displayed and frequently stop and come into the 
store to inquire about a certain watch or to 
make a purchase. Because we get a large per- 
centage of repeat traffic in front of our store, we 
change our window displays every three or four 
days. Individual pieces in the window are 
changed every day to provide constant variety 
and interest.” 


Watches are given prominent display area 


In keeping with their importance to the Piette 
store, watches are displayed in a prominent posi- 
tion just inside the entrance. The display case 
is constantly being changed, either by complete 
re-arrangement every few days or by changing 
a few of the articles around each day. New stock 
is added to the display as soon as it comes in. 

Piette’s policy is to purchase in small quanti 
ties to keep his stock up to the minute—and to 
enable him to tie in with each new advertising 
and special campaign sponsored by the manufac- 
turers. 
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HOTEL ADOLPHUS, DALLAS 
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COMING ATTRACTIONS for FALL PROFITS 


ALLIED GIFT & JEWELRY SHOW DENVER GIFT & JEWELRY SHOW 


SEPTEMBER 23 TO 25 
THE 2nd 


PHOENIX GIFT & JEWELRY SHOW - 


HOTEL WESTWARD HO, PHOENIX 


YOU'RE INVITED! f 


j ALLIED EXHIBITORS, INC., 3832 Wilshire Bivd., Los Angeles 5, Calif. 
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SEPTEMBER 16 TO 19 
THE 24th 


HOTEL ALBANY, DENVER 
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Watch Pick-up and Delivery System 
Boosts Jeweler’s Repair Business 

A pick-up and delivery service for watch repair 
customers is one solution Coronet Jewelers, 17th 
and Stout Sts., Denver, Colo., has found to the 
problem of building profits in this department. 

Jeweler Robert Goalstone had depended largely 
upon downtown Denver workers in his centrally 
located store. But when the development of out- 
lying shopping centers, offering plenty of park- 
ing space, started to make inroads upon his busi- 
ness, he hit upon the delivery plan to make up for 
the difficulties of downtown parking. 

He used a series of radio spot announcements 
to invite potential watch repair customers to tele- 
phone Coronet Jewelers, asking for pick-up ser- 
vice, Goalstone also telephones the customer after 
he has made an estimate of the repair cost, before 
proceeding with the job. 

A bonded parcel delivery service charges him 
about 50 cents a trip, depending upon distance 
and the total work load. 

(,oalstone has been pleased with the results of 
his promotion. He has found that the plan appeals 
not only to persons who dislike looking for a 
parking place downtown, but to those working 
in other parts of Denver who ordinarily do not 
come into center city at all. 


A SETTING JUST FOR SILVER (from page | 76) 


On the left, they placed display cases, running 
the length of the room. In these counter-type 
cases are place settings, displayed on _ velvet- 
covered cardboard, laid side by side to fill each 
case. Glass tops on the counter permit shoppers 
to study the silver patterns at their leisure. 

Behind these cases are large wall snow cases, 
under which are drawers for flat silver back-up 
stock and additional patterns. “More than 100 
patterns of flatware from seven manufacturers 
are available here,” Coles notes. “Altogether, there 
are 72 patterns displayed in the show cases.” 

The wall case drawers, with polished wood 
fronts and wooden pulls, are not marked in any 
way. It is possible for Coles & Waller to avoid 
marking the drawers because all of the velvet- 
covered cardboards used in the glass - topped 
counters have a penciled indication to show where 
that pattern is stored. Drawers in the first row 
would be indicated by the notations, 1-1, 1-2, 1-3, 
while those in the next row would be 2-1, 2-2, 
2-5, etc. 

On the other side of the room, glass-enclosed 
show cases cover virtually all the wall surface, 
from floor to ceiling, except for a few rows of 
drawers. 

Much of this right-hand wall is given over to 





Nationally advertised 
finest hand sculptured crysta! 
by DAUM. 


from a ice 


We extend a cordial 
invitation to view the newest 
additions to our line 


at the gift shows: 


CHICAGO GIFT 
SHOW 

Merchandise Mart 
Room 1510 

July 29th—August 9th 


NEW YORK GIFT 
SHOW 

at the Gift & Art Center 
Room 1224 

225 Fifth Avenue 

August 19th—24th 


4 
~, CRYSTALLERIE, INC. 
225 Fifth Avenue, New York 10 
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silver pitchers, bowls, compote dishes, bread and 
sandwich trays, and general utility trays. As an 
example of the variety available—in the largest 
type of service tray, 24 patterns are shown in 
one case. 

On a short counter running across the rear of 
the silver room, Coles & Waller places a group 
of silver pieces, including bowls and candelabra. 
Behind this short counter is another floor-to-ceil- 
ing case, devoted to coffee and tea services, both 
plate and sterling. 


Most wall cases have concealed lights 


Behind this short counter is another floor-to- 
ceiling case, devoted to coffee and tea services, 
both plate and sterling. 

All of the cases lining the walls are lighted by 
concealed fluorescent tubes with the exception of 
the case containing the large service trays. “To 
show these properly, they must be removed from 
the case,” Coles says. 

One employee spends her time polishing silver 
in this room. She starts at one end of one side, 
and moves around the room. It takes her a week 
to complete the room, at which time she starts 
over. The silver, being enclosed in the cases, does 
not tarnish very rapidly. Much of the polishing 
can be done with a treated cloth, but silver polish 
is used when necessary. 

Indirect lighting is used in the silver room. 





Eight bowl-type shades, covering 150-watt bulbs, 
are spaced out four to a side, with a larger con- 
cave circle of white in the ceiling above for down- 
ward reflection. 

Just before a customer reaches the silver room 
after walking the length of the store, she comes 
to the entrance of the offices and watch repair de- 
partments which are off to one side. This area is 
separated from the store by a partial wall. 
Straight across from the office entrance are lo- 
cated a small leather couch and table to be used 
by customers waiting or resting. From here, a 
customer has an unobstructed view of the silver 
room. 

Coles and Waller have been in their present 
location for nine years, and in business together 
16 years. Both have been jewelers through their 
long careers. 

The store has only three clerks in addition to 
the owners, who work full-time in the business. 
No employees are especially assigned to the silver 
room—it is treated like any other part of the 
store. 


The partners have found that setting aside a 
generous-sized room for silver display has sig- 
nificantly spurred the sales volume in this de- 
partment. They also report that, in terms of store 
prestige and attractiveness, the silver room has 
more than paid for itself. 


Check thus bist 


Sell more for information 
What do you want merchandise without obligation 
a price ticket Insure correct [] Pre-printed “Sale Price” tickets 


to do for you? 









Monarch mechanical price-marking inspires 
confidence in your store and your merchan- 
dise, quickens self-selection sales by giving 
legible, accurate information to every cus- 
_ tomer who examines an item of merchandise. 
_ Sells more merchandise at your a price! 









The MONARCH Marking System Company 


Dayton 3, Ohio 


Toronto, Canada + Mexico D.F., Mexico + Los Angeles, Calif. 


Sales and Service offices in principal cities. 
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STORE NAME 
£49 8054 


75-L 44 
8 X 10 
$1.98 
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U Retail price in large type 


U Perforated contro! tickets 


UJ lanes Labels (require no melstening) 
| | Machine marked and attached 
tickets for soft goods 
[] iustrated folders on Sena 
| cenestuntantis machines 
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7 Sample Monarch tickets, tags, labels 
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Attach to your letterhead 
and mail today 


The MONARCH Marking System Company 
216 S&S. Terrence $1., Dayten 3, Obie 
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BANDS - BLOCKS - CASES 


* CREATE 

- VALUABLE 
* GROUP 

- BUSINESS 








HOW TO GET VALUABLE NEW BUSINESS 


@ Sell « Committee a Gavel and « Band first. You 
will then have the opportunity to sell more valuable 


items to the organization later. 


We engrave and ship the same 
day. Write for details and illus- 
trated selling Brochure. 











BUILD YOUR OWN 


Business Reference Library 


Interested in trade news? 
Looking for window display ideas? 
Searching for promotional 
techniques? 

Kach month, JC-K brings you a wealth 
of news, merchandising, advertising, pub- 


licity, promotional and technical infor- 
mation, 


And each January the editorial index 
gives you a guide to this material, en- 
abling you to find it quickly when you 
need it provided, of course, that you 
save every issue, 


You can easily build an idea library. 


Save your issues of JO-K 


and use the 


EDITORIAL INDEX 











Time Honored Work of Swiss 
Climaxed by “Whirlpool” Watch 


A "“just4ortun” hobby can make a m us. Dr. Jemes 
Pellaton is shown with his great “Tourbillon” and the certificate 
attesting its merit. 

In the Swiss Horological Research Laboratory 
at Neuchatel reposes the “Tourbillon” watch, said 
to be the most nearly perfect movement ever cre- 
ated by man—and one of the most expensive. 

Valued at about $7,500, this complex instru- 
ment was entirely hand manufactured by Dr. 
James Pellaton, former director of the technical 
watchmakers’ school at Le Locle, Switzerland, 
who died in 1954. Only a small fraction of its 
estimated worth is represented by the cost of the 
materials. It owes its enormous value to the hun- 
dreds of hours of expert labor required to make 
it—at least 50 separate operations go into the 
manufacture of the revolving mechanism alone. 

The Tourbillon (the word means whirlpool) is 
a real “watchmaker’s watch.” Its distinguishing 
feature is a design that nullifies the effect of 
gravity on the moving parts. This is accomplished 
by mounting the balance wheel, the hairspring 
and the escapement in such a manner that they 
revolve once a minute around their own axis, per- 
mitting the watch to operate with constant pre- 


Four centuries of Swiss horological development: portable sun- 

dial manufactured in 1600; pocket watch with winding key, 

about 1800; pocket watch of 1850 with winding crown; 1956 
stemless automatic wrist model. 
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cision regardless of its position in relation to the 
surface of the earth. 

Only a few hundred Tourbillons exist and not 
many more are likely to be made because only a 
handful of watchmakers possess the necessary 
skill. Besides, the Swiss jeweled-lever watch in- 
dustry has now developed simpler and less expen- 
sive methods of counteracting gravity. 

Dr. Pellaton, however, who learned the art from 
his father and practiced it as a spare-time hobby, 
is likely to remain one of the all-time horologica! 
“greats.” His masterpiece won a certificate at- 
testing its Class A rating as a perfect chronom- 
eter, and he himself was awarded the degree of 
Doctor Honoris Causa by the University of Neu- 
chatel, one of only three men so honored in the 
history of the institution. 

The Tourbillon is only one in a long line of 
chronometric contributions from the people of the 
Alps. In the days before the birth of industrial 
watchmaking the Swiss had already designed a 
“Sunclock” which still stands on view in Basel. 

This huge, bronze, sculptured instrument, which 
indicates both “true solar time’ and the univer- 
sally adopted “sun time,” even carries an outer 
dial or band that shows the rising and setting of 
the stellar constellations. 

By the beginning of the 17th century Swiss 
artisans were producing a portable sundial, the 
only timepiece of reasonable cost available at that 
date, and less than a hundred years later they 
were making pocket watches complete with wind- 
ing key. By 1850 the key had given place to a 
winding crown, and today les Suisses are devoting 
their talent to stemless automatic models. 





Giant Scarab Is Center of Interest 











Fourteen karat gold scarab jewelry, featuring a huge bracelet 
valued at $1000, was the feature of this window at Hardy & 
Hayes Co., 527 Wood St., Pittsburgh, Penne. Scarab jewelry 
was made by Admerk, Philadelphia. The 28-inch bracelet has 
been shown in mony places, including the Waldorf-Astoria. 
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AN IMPORTANT MESSAGE T0 


EVERY JEWELER WHO CAN 


USE 
*25,000 


(or more) 





Do you wish to sell your business for 
cash? We'll pay spot cash for it... or, 
Liquidate. We'll help you sell your 
stock at a profit. 

To raise cash to settle én estate, turn 
surplus stock into cash, pay off bank 
loans and other debts, and still remain 
in business, Colmes & Brill will raise 
money for you quickly, and leave you 
with plenty in the bank. You owe it to 
yourself to investigate our proven sales 
promotion record... 


a fact substantiated by our 35 year 
record of conducting dignified profit- 
able and completely successful 


FLAT ox AUCTION SALES 


or a combination of both 
* 
Remember, before we make one cent, we have to 


make money for you. Why not be first in your locality 
to use our proven, successful method. 


WE GUARANTEE 
100¢ ON THE DOLLAR, PLUS—FOR YOUR STOCK 


@® Your reputation will be guarded 

@ You will have a more popular store when sale is over 

@ Your business will be permanently increased 

@ We will interview you at our expense, without obliga- 
tion to you 


Why not call us while at the show in N. Y. 


oe 
HIGHEST BANK and TRADE REFERENCES 


WRITE—WIRE—PHONE 


COLMES « BRILL 


AUCTIONEERS 
45 WEST 45th ST., NEW YORK 36, N. Y. 


PHONE: jUdson 6.2334 


d 


. 
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You never saw 
so much for 


so little money! 


it's easter to sell the best at the lowest 
price ond here's @ number to really 
sell more for you. 


+HB-502 
ARISTOCRAT ICE BUCKET 

Truly designed for royalty, this Bucket hes « 
fine, smart “silver look.”’ Exclusively ours, 
it is mode of heavy-gauge aluminum end is 
heavily inswleted, bedy ond cover. Was 
elegant, expensive-looking handle. Holds 2'/, 
quarts, measures 74/,” high, 7” diameter. 
Build better sales now! Retails for $3.95 


Write for Catalog of Exclusive 
Imports at unbeatable prices. 
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244 tFitth Avenue New York |.WN. ¥ 




















Ne. 250 “NORMA'—A new 1957 box designed te enhance the beauty of 
any ring displayed. The delicate design, soft color and fine velvet pad create 
an atmosohere of charm and beauty im restrained good taste. Available in 
pearlescent colors: White, ivery, Blue or Turquoise. Fitted with Crystelle 
velvet oads if White Chamenene, Royal Give and American Geauty. Also 
in ribbed silk bengaline, white o champagne. Packed one dozen to a ton- 
tainer Price. $7.75 per doz 


27500 “NORMA TANDEM’ —Seame a above te hold twe rings 
Price. $8.45 per doz. 


Seld Exclusively Throwgh Wholesalers. Ask for Our Descriptive 
Cataleg fer Additional Styles. 


ROCKET JEWELRY BOX, INC. 


126-129 East 144 $¢.. New York 51, WN. Y. 














“Qld Grad” Clock Watchers Increase 
Store Traffic for W. Penna. Jeweler 


° 2 ea 
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stop! COME IN! 
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A graduate of a local high school stops to look for her name 

on the “Old Grad” clock in Eger's Jewelry Store window, 

Aliquippo, Penna. If the clock stops at her name, she'll re- 
ceive a watch, 


Placing an “Old Grad” clock in his window 
stirred local interest—and made a profitable pro- 
motion—for Eger’s Jewelry Store, 350 Franklin 
Ave., Aliquippa, Penna. 

For several years, Eger’s had been placing the 
names of all high school seniors on a clock. When 
the clock ran down, the person whose name it 
was pointing to won a watch. 

The switch on this promotion was to use clocks 
with the names of high school alumni, using clock 
faces with classes from 1927 to the present. The 
clock for the current classes was continued, at the 
same time. 

“We plan to continue the idea each year,” Mrs. 
Eger comments. “It gives the old grads an extra 
thrill to see their names on the clock. Of course, 
all graduates of 1956 received a present, along 
with their parents, when their name appeared 
on the contest clock.” 





Only three centuries ago, knives carried in the belt 
were used jor cutting food at the table. After eating, the 
knife was wiped and returned to the belt. And in 16th 
century Italy, users of forks were ridiculed as effeminate. 
Another century passed before forks were generally 
accepted. 
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Insist On The BEST! 
MARSHALLOY = WarcH-cRatt 


| | UNBREAKABLE MAINSPRINGS 









¢ Rustproof 


MARSHALLOY 


Highly polished to a mirror finish. The 
very finest for the skilled craftsman. 


$5.75 per dozen 


e Non-Magnetic 


¢ Highest Motive Power 


National advertising on radio and television has made 
the words “unbreakable mainspring'’ more and more 
important to your customer and—he will want an 
unbreakable mainspring replacement for the steel 
spring in his old watch. Be prepared for this business 
with Marshalloy and Watch-Craft—your choice of 
the best quality white alloy springs on the market. 
Absolutely fatigue proof—will never set and they are 
virtually indestructible. 


Largest stock of sizes in the U.S.A. to fit 
over 3500 popular makes and models for 


REGULAR, AUTOMATIC and CHRON. 
OGRAPH. Bulova, Gruen, Longines, Ben- 
rus, Etc. 





WATCH-CRAFT 


The next best to Marshalloy at a price that 
cannot be matched. 


$4.80 per dozen 


ADD-A-UNIT SYSTEMS 


No. J27074. Marshalloy 2 Drawer 
Stee! Cabinet with 1 each of 72 most 
used regular sizes and 144 indexes. 


$45.95 





No. J270862. Watch-Craft 2 Drawer Steel 
Cabinet with 1 each of 72 most used regular 
sizes and 190 indexes. 

$40.70 


Marshalloy Starter System Kits from $11.75 
Watch-Craft Starter System Kits from $14.65 


C.& E. MARSHALL CO. 


BOX 7737 
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Developments in the continuing controversy over the extent of government assistance to maintain a 
pool of defense skills in American watch manufacturing industry made headlines from Washington. (Story. 
Page 208.) 


® The Swiss government in a formal diplomatic note delivered to the State Department asked that 
tariffs on imported jeweled watch movements, restored to 1930 levels in 1954, be rescinded. 


® The Joint Congressional Economic Committee recommended, meanwhile, that ‘Protection of the 
watch industry by trade restrictions in the name of defense is unwarranted .. .’ The committee said 
in addition: “The 1954 decisions on watches of (government agencies) and of the President were not 
accompanied by completely developed analysis of defense essentiality.”’ 


® Other reports on this situation by the Office of Defense Mobilization are awaited by Federal au- 
thorities. 


® American manufacturers of non-jeweled watches asked the government to impose import quotas on 
merchandise of this kind. 


Tarifis on several categories of jewelry and related items have been reduced. Affected are, cos- 
tume jewelry, tableware. (Story, Page 210.) 


A ban on the use of fair trade agreements by manufacturers who operate their own retail stores is 
being considered by the United States Justice Department. (Story on Page 209.) 


The opinions of retail jewelers on the right methods by which to relieve jewelry excise taxes are 
being sought by the ANRJA and the NJA. Bulletins from the associations ask jeweler members specifically 
for “yes” or “no” votes on the Malone Bill. This proposed legislation would provide an excise tax exemp- 
tion on retail jewelry sales under $50. (Story, Page 211.) 


The United States Census Bureau has reported that jewelry sales in the United States reached a his 
tory-making high during 1954. Total: $1,407,948,000, a gain of 16.4% above 1948 


Former Publisher Dies: Everit B. Terhune, Sr., publisher of JEWELERS’ CIRCULAR-KEYSTONE from 
1928 to 1934, former senior vice-president of Chilton Co., and retired publisher of The Boot and Shoe 
Recorder, died on Tuesday, July 24. He had been confined to St. Clare's Hospital in New York for some 
time, as a result of a broken hip. He was 79 years of age. Mr. Terhune came from a family of shoe men, 
and was active in the industry until his retirement in 1954. He was prominent in numerous philanthropic 
activities, and had served, in 1923, as a representative of the International Chamber of Commerce to the 


League of Nations. 


LATE BULLETIN: The U. S. Tariff Commission, after studying present conditions in the domestic watch 
industry, has told President Eisenhower that conditions have not changed enough since the 1954 watch- 
tariff increase to warrant another formal investigation. 
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No one — but no one — but Syroco has such 
a wonderful way with wall clocks. Shown here 
are the latest in a long, inspired line of high- 
quality, high-fashion timepieces... probably 
the most varied collection ever produced by 


one company, and certainly the fastest-selling. 


No wonder then, Syroco is known as the 
‘must’ line in the decorative accessory field. 
For no one but Syroco offers so complete a 
selection of styles and sizes. No one but 
Syroco comes up so consistently with new, 
trend-setting designs. And no one but Syroco 
makes it so easy to build volume sales with 


full markup on every item. 


Write for 1956 Catalog and Supplement. Free 
product mats or photos by number. 


Minimum order new accounts $75.00 wholesale. - All 
prices are Suggested Retail. Western retail prices 


slightly higher. Dealer's Discount 50% 


LOOK FOR SYROCO AT ALL LEADING 
FURNITURE, JEWELRY AND GIFT SHOWS 


©) Copyright 1956 

SYRACUSE GRHAMENTAL COMPANY, INC 

a0 S. Clinton St.. Syracuse 2. WN. Y 

SHOWROOMS : NEW YORK -— 225 Filth Ave. CHICAGO 1526 
Merchandise Mart HIGH POINT 108 &. Commerce Street 
SEATTLE — 2028 Second Ave 








Swiss Ask U. S. to Rescind 1954 Levies on Imported Watches 


Congress Group Makes Re-appraisal of “Essentiality” Concept 





Drop in U. $. Watch Making 
Raised Defense Question 


Legislation that ultimately could 
affect the retail sales volume, unit 
price and margin of profit on domestic 
and imported watches is being con- 
sidered by various government agen- 
cies and by Congress. 

Here is a step by step account of 
some of the decisions and recommenda- 
tions that have played a part in the 
continuing controversy over what role 
the government should assume in the 
competition between American made 
and imported watch movements. 

IN 1952-—-American jeweled watch 
industry reports sharp decline in pro- 
duction of movements. President 
orders study to evaluate national de- 
fense factors involved. 

(Please turn to page 218) 


Miss America Gets Watch 
For International Trade Week 
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A JEWEL OF A SMILE: Lee Ann 

Meriweather, Miss America of 1955, 

seems happy to receive a Swiss watch 

during a network TV celebration of 

International Trade Week. Miss Meri- 

weather was named Queen of the 
trade festival, 
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LATE BULLETINS 


As JC-K went to press, the Joint 
Congressional Economic Committee 
made public its recommendations 
and conclusions resulting from an 
exhaustive study of the defense 
“easentiality” of American indus- 
tries relative to foreign economic 
policy. 

Concerning the American watch 
manufacturing industry the com- 
mittee said in part: “Protection of 
the watch industry by trade re- 
strictions in the name of defense 
is unwarranted...” 


® es 6 
The American manufacturers of 
non-jeweled watches made a 
“strong request” late in July, that 
the government establish import 
quotas on their type of imported 
watches. 
es es © 
The U. 8S. Tariff’ Commission af- 
ter studying present conditions in 
the domestic watch industry told 
President Eisenhower late in July 
that conditions have not changed 
enough since the 1954 watch tariff 
increase to warrant another formal 
investigation. 











Three Studies of Situation 
May Change Tariff Picture 


The government of Switzerland has 
formally requested that the United 
States rescind its order of 1954 which 
had the effect of increasing by an es- 
timated 50% the tariff on watches 
imported into this ceuntry. 

This request took the form of a dip- 
lomatic note dated June 13. State 
Department officials said that its com- 
plete contents would not be made 
public at this time. 

The Swiss action came as the Con- 
gressional Subcommittee on Foreign 
Economic Policy submitted a new re 
port on the “essentiality” during na- 
tional emergency, of the American 
watch manufacturing industry. 

This report could have direct bear- 
ing on either raising or lowering tar- 
iffs on watches. It was the question 
of “essentiality” of jeweled watch 
manufacturing skills and their pro- 
tection by the government, that re- 
portedly influenced President Eisen- 
hower in his decision to restore such 
duties to their higher 1930 levels. 

Rep. Richard Bolling, Chairman of 


(Please turn to page 216) 


Senator Flanders Opposes Subsidies For U.S. Watch 
Industry; Also Hits The Proposed “Processing Tax” 


Senator Ralph E. Flanders, of Ver-. 
mont, has told JEWELERS’ CIRCULAR- 
KEYSTONE that he is opposed to direct 
subsidies to the American jeweled 
watch industry. 

At the same time Senator Flanders, 
member of the Sub-committee on 
Foreign Economic Policy that just 
competed an investigation of the 
“essentiality” of the industry, said 
that he would vote against any bill 
that would impose a processing tax 
on the importer-assemblers of Swiss 
watches. 

“Such a rider was attached to an 


unrelated bill in the Senate Finance 
Committee,” the Senator said, “and it 
never reached a vote. If it had, I! 
would have voted against it.” 

A similar bill, No. 11436 that would 
levy an $8.00 tax per unit on all im- 
ported watches subjected te so-called 
“upjeweling,” was stalled in the House 
Ways and Means Committee as Sen- 
ator Flanders was interviewed by JCK 
reporters. 

“The American watch manufacturers 
had best get along with the advan- 
tages they have,” the Senator from 

(Please turn to page 2138) 
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Supreme Court Decision 
May Be Used As Ban 
Against Retail Agreements 


The Justice Department is consider- 
ing using a recent U. S. Supreme 
Court decision to ban the use of fair 
trade agreements by manufacturers 
whe also operate their own retail out- 
lets, Department sources have indi- 
cated. 


The high court ruled, on June 11, 
1956 (in a case involving McKesson & 
Robbins, drug wholesalers), that it is 
illegal for a manufacturer who oper- 
ates his own wholesale outlets to en- 
ter into fair trade agreements with 
competing independent wholesalers. 

The court also commented that the 
exemption to anti-trust laws, which 
Congress has granted to state fair 
trade laws, does not apply to agree- 
ments “between persons, firms or cor- 
porations in with each 
other.” 

Justice Department officials believe 
this language implies a clear prin- 
ciple on which to outlaw such agree. 
ments between manufacturer-retai! 
ers, and perhaps distributor-retailers, 
and competing independent retailers 


competition 


The use of this decision against 
such retail fair trade agreements 
would overrule a Federal Trade Com 
mission decision of about two years 
ago, which stated that Eastman Ko- 
dak could sign fair trade agreements 
with retailers who compete directly 
with the firm’s own retail outlets. 

Some observers believe that one ef- 
fect of the court’s decision may be to 
force many manufacturers who oper- 
ate wholesale or retail outlets to drop 
fair trade. 


Vermont RJA Holds Convention 


The annual! convention of the Ver- 
mont Retail Jewelers Association was 
held at Oakledge, in Burlington, Vt., 
on July 8 and 9. 

The first day’s business meeting 
highlighted a message from the Na- 
tional Retail Jewelers Association, 
which was presented by William Pres- 
ton, Sr. A cocktail party and several! 
entertainment features followed. 

The second day’s proceedings in- 
cluded a talk by Alvin Levine, of 
Foote, Cone & Belding, advertising 
agency for the Watchmakers of 
Switzerland; a panel discussion on 
cooperative advertising; a trip to 
nearby Shelburn Museum, and the 
annual banquet. 

Officers in charge of the convention 
were, Martin Freeman, Theodore 
Barrows, Donald Trask, George 
McWayne, William Preston, Jr., and 
Paul Aubin. 
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1954 Retail Jewelry Sales Set Record, 
First Reports of Govt. Census Indicate 





Jewelry Division of Federation 
Of Jewish Philanthropies Sets 
Sixth Annual Outing Aug. 21 


The sixth annual outing of the 
Jewelry Division of the Federation of 
Jewish Philanthropies will be held on 
Tuesday, Aug. 21, at the Old Oaks 
Country Club, Purchase, N. Y., it is 
announced by Colonel Harry D. Hen 
shel, chairman of the event. 

Already a tradition in the indus 
try, a key event for Federation work 
ers and friends, the social occasion 
will get underway with a buffet lunch, 
after which there will be golf, tennis, 
swimming, a beefsteak dinner and a 
social evening. 

Assisting Col. Henshel as co-chair 
man is Milton Weill, former president 
of the Federation of Jewish Philan 
thropies Associate chairmen are 
Stephen W. Hofman and Norman M. 
Morris. Treasurer of the outing is 
Dave Kay. 

Vice-chairmen are 
Arnstein, Joseph 
Fabrikant, Sidney Fiddelman, Isa 
dore Gratz, Louis Heyman, Max Ja 
coby, Benjamin Lazrus, Henry Peter 
son, Jacob H. Schaeffer, Tobias Stern. 
Named to the Prizes Committee are 
Robinson and Harold A 


Alexande 2 


Baumgold, Irving 


Bernard 
Laine. 


Af \/ ' ) itis 
7) |} Cal: in Busines: 


W. H. Siegel, jeweler of Towanda, 
Pa., celebrated his 45th anniversary 
in the retail jewelry business at the 
same location, on May 11, 


Governor Receives New-Style Elgin From Jewelers 


Just off the wire figures from the 
United States Bureau of the Census 
closely parallel a Jewelers Circular 
Keystone estimate that retail jewelry 
sales in the United States during 1954 
reached history-making higha. 

Total jewelry retail sales in 1954, 
as estimated officially by the Census 
Bureau were $1,407,948,000, This rep- 
resents an increase of 16.4% over 1945 
volume. 

The Bureau's figures show a six 
tenths of one percent variation from 
the JCK estimate of a 17% increase 
from 1948 to 1954. 


Retail jewelry sales in the United 
States apparently reached their high 
est peak in history during 1954, an 
incomplete report from the new U.S 
Census of Business indicates. 

Just released data on 25 states and 
the District of Columbia suggest that 
when a national figure is tabulated, 
retail jewelry sales in 1954 could 
amount to well over 1.4 billion dollars 

The total jewelry sales for the first 
25 states and District of Columbia are 
$374,189,000. In the last Census of 
Business (1948) these same states 
accounted for 26 per cent of the 
national jewelry sales. On the basis 
that they will again represent 26 per 
cent of the total, jewelry sales in 
1954 would then exceed $1,439,000,000 

This would be an increase of 17 
per cent in total jewelry sales since 
1948. (The 1948 Census of Business, 
published by the Department of Com 
merce, showed jewelry sales at 
$1,224,878,000.) 

(Please turn to page 219) 





GOVERNOR ARTHUR B. LANGLIE of Washington is pleased at receiving the 

first direct-reading watch off the Elgin production line. He is surrounded by a 

group of leading Washington jewelers who made the presentation. From left to 

right; Richard Talcott, John M. Friedlander, Henry M. Karfatedt, Lester Berg, 
Ben Bridge, Gov. Langlie, Sidney Pinch and H. A. Mierow. 
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Import Tariffs Reduced on Jewelry Items from 21 Nations; 
Tableware, Leather Goods, Fine and Costume Jewelry included 


Important tariffs on several cate 
gories of jewelry and related goods 
have been reduced as a result of ne- 
gotiations between the U. &. and 2 
foreign countries. 

Among the goods which may now 
enter this country at reduced rates 
are: 

Costume jeweiry-—-Items valued 
above $18 a dozen, wholly or in chief 
value of silver, mainly from Den- 
mark; imitation precious stones, cut 
or faceted, and imitation semiprecious 
stones, mostly rhinestones, reduced 
primarily as a concession to Austria; 
imitation precious stones not cut or 
faceted and unfaceted, as a conces 
sion to Germany and France. 

Tableware-——Table, household, 
kitchen and hospital utensils and 
hollow or flatware, mostly of iron, 
steel or aluminum. These concessions 
were granted to Germany, Japan, the 
United Kingdom, The Netherlands 
and Italy. 


VIVE LA DIFFERENCE! 


Some jewelers report that they | 
thought they were subscribing to 
JEWELERS’ CIRCULAR - KEY- 
STONE only to discover that they 
had signed up for some other 
jewelry trade magazine by mis- 
take. | 

New subscribers, and our old 
friends who are renewing, are 
urged to read receipts carefully 
to make sure they are getting the 
business-building features, author- 
itative news reports and notices 
on the latest trends and products 
that only JCK supplies. 

There is a difference and as the 


French say, “Vive La Différence! 





CORRECTION 


Arthur B. Sinkler, president of the 
Hamilton Watch Co., Lancaster, Pa., 
was quoted incorrectly in the July 
issue of the JEWELERS’ CIRCULAR- 
KEYSTONE, 

Mr. Sinkler was quoted as saying 
that electric appliance manufacturers 
would be listed among the watch man- 
ufacturers of the future. He did not 
make such a statement and since has 
told JC-K, “Nothing has yet been de- 
veloped that gives any indication that 
in our lifetime we will see a practical 
instrument, to be worn on the wrist, 
operated by remote control.” 
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Jewelry and related items—Conces- 
sions on five classes of jewelry and 
related metal articles designed to be 
worn or carried, including cigar and 
cigarette lighters and parts (other 
than gold or platinum), as a conces- 
sion to Japan; gold or platinum rope, 
curb and fancy chains not over % 
inch in diameter, as a concession to 
Japan; jewelry and parts in chief 
value of silver, as a concession to 
Denmark: ladies’ rhinestone hand- 
bags and mesh bags and parts, as a 
concession to Germany; and gold or 
platinum stampings, galleries, mesh 
and other materials suitable for mak. 
ing jewelry as a concession to Japan, 
Austria, Germany and Denmark. 

Fancy leathers — Concessions on 
fancy leathers, grained, printed, em- 
hossed, ornamented or decorated in 
any manner or finished in gold, silver 
or aluminum, mostly from Germany, 
the United Kingdom and Canada. 


Trifari Holds Fashion Show, 
Displays ‘Fair Lady’ Creations 


Trifari, Krussman & Fishel, Inc., 
the New York costume jewelry manu- 
facturer, held its annua] fashion show 
for the press on Sunday, July 8. 
Editors from all over the country 
were on hand to see the costume 
makers’ newest fashions. 

The keynote of the display was the 
Edwardian period look (1912), which 
takes its inspiration from the Broad- 
way hit “My Fair Lady.” 

In keeping with the period motif, 
the jewelry in this most recent collec- 
tion has been made to suit the elegant, 
romantic style of that period’s cloth- 
ing. An irridescent rhinestone—<called 
“Northern Lights” by Trifari—was 
displayed, reflecting the Edwardian 
colors used in this fashion. 

Extensive use was also made of 
dull-gold toned creations, set with 
rhinestones, designed particularly to 
emphasize black gowns which are 
being used both for afternoon and 
evening Wear. 


Ronson Holds Mid-Year Sales Meeting in Miami Beach: 
Company Unveils New Electric Shaver to Salesmen 


Sales representatives of the Ronson 
Corp. from all sections of the country 
met with the company’s executives at 
the Hotel Algiers, in Miami Beach, 
Fla., recently, for a mid year sales 
conference. 

At the meeting, Louis V. Aronson, 
2nd, president, presented several new 
table lighter styles and models and 
unveiled the new Ronson “66” men’s 
electric shaver. He also discussed sales 


and marketing plans for the recently 
introduced “Lady Ronson” electric 
shaver for women. 


The representatives were briefed on 
Ronson’s expanded merchandising, 
promotion and advertising cam- 
paigns, highlighted by the company’s 
co-sponsorship of an hour of the 
CBS-TV dramatic show, “Playhouse 
90,” commencing October 4. 
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EXECUTIVES AND REPRESENTATIVES HOLD MEETING: 26 members of 

the Ronson sales force and company executives meet in Miami Beach for mid- 

year sales session. Ronson President Louis V. Aronson 2nd is seated fourth 
from left in front row. 
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More Funds for Retail Training 


“Distributive education,’ under 
which federal and state governments 
provided funds to train 235,000 young 
persons in retailing skills last year, 
is scheduled to receive its largest ap- 
propriation during the coming fiscal 
year. 

Freed from Congressional! restric- 
tions which for many years limited 
appropriations to $450,000, the proj 
ect will now be granted a working 
fund of $2.6 million. 

The number of students receiving 
retail training under “distributive 
education” grants has risen from 
174,000 in 1946, and, with this new 
appropriation, to be supplemented by 
state funds, should grow to a new 
high. 








Jewelers’ Associations Poll Members on Excise Bill: 


Pros and Cons Weighed in Price-Line Exemption 


Zale Employees Share Profits 

The employees of the Zale Jewelry 
Co., whose headquarters is in Dallas, 
Tex., have received a total of $426,- 
537 in profit-sharing earnings for 
1955. 

The profit-sharing plan, set up pri- 
marily as a retirement fund, requires 
only that an employee shall have been 
with Zale’s for one year. The fund 
pays off in full after 10 years, if the 
employee desires, 


Steel Strike Effect on Jewelers Is Considered Negligible 


What effect will the steel strike 
| have on retailers in general and on 
the jewelry business in general? 

This question was put by JC-K’s 
| Washington staff to experienced 
| observers in the National Chamber 
| of Commerce and the U. S. De- 
partment of Commerce. 

Their consensus was: At first, 
only those retailers in the town 
where steel plants are located will 
| suffer. If the strike drags on for 
| weeks or months, and subsidiary 


industries are affected, the result- | 
ing layoffs and shutdowns will 
inevitably react on local retailers, 
including jewelers. 

But government officials still 
insist the outlook for 1956 as a 
whole is bright. The steel strike 
inevitably will end, with a wage 
increase; automobile production is 
expected to pick up in the autumn, 
and the public demand for goods, 
it is anticipated, will continue as 
heavy as ever. 











Croton Representatives Hear Story of Swiss Manufacturing 





The Croton Watch Co., 404 Fourth 
Ave., New York City, held its annual 


sales meeting on June 21 and 22, 
(roton representatives were pre- 


sented with a new sales program, to 
be launched in the fall. 

Among the speakers at the meeting 
was Max Schneider, representative 
of the Nivada factory in Switzerland. 
Mr. Schneider spoke of the firm’s 
craftsmanship and also told of new 
models which will be available to 
Croton Nivada Grenchen distributors 
early in 1957. 

The sales meeting ended with a 
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cocktail party and 
Savoy Plaza. 


Salt Lake Jeweler in Politics 


Stanley D. Schubach, a Salt Lake 
City jewelry executive, has announced 
his candidacy for the Democratic 
nomination for state treasurer. Mr. 
Schubach is president of Schwbach, 
Inc., which operates jewelry stores 
in Utah and Idaho. His father, the 
late William Schubach, was a promi- 
nent Utah jeweler. 





The American National Retail 
Jewelers Association and the Na- 
tional Jewelers Association are poll- 
ing retail jewelers throughout the 
country, in an effort to discover what 
the industry's feeling is concerning 
legislation providing relief 
from the present jewelry excise tax 

Through the bulletins of their re 
spective organizations, association 
members are receiving forms on 
which they may indicate their ap. 
proval or disapproval of the Malone 
Bill. This bill, proposed and spon 
sored by Sen. George W. Malone (R.., 
Nev.), would provide a “price-line” 
exemption for retail jewelry sales of 
leas than $50. 

Senator Malone has said he would 
agree to amending his bill to include 
exempting from the tax the first $50 
of every taxable retail sale of 
jewelry, 

In the July issue of Retail Jewelers 
Bulletin, the ANRJA’s monthly 
paper, members were informed of the 
facts in the matter, and were given a 
list of reasons for supporting the bill, 
as well as a second list of reasons, 
for their consideration, in opposition 
to legislation of this nature. 

Among the outstanding reasons 
given in support of the bill are: 

1. The retail jewelry industry to 
day is laboring under an excise sys- 
tem which is responsible for many of 
the trade's economic problema, an ex 
which has many in 


proposed 


cise system 
equities. 

2. The excise tax on retail jewelry 
sales, originated during wartime, was 
not intended as a revenue measure 
for the government. It was intended 
to depress consumer buying of 
jewelry 

4. A $50 price-line exemption 
would take the excise tax off a major 
part of all jewelry sales, and most 
particularly off the sales made by the 
rank and file retail jewelry stores. 

4. Support of the present Malone 
Bill, even if the bill is defeated by the 
present would pave the 
way for a more effective campaign 
for excise tax relief during the next 
Congressional session. 


(ongress, 


The most important reasons listed 
in opposition to the bill are: 

1. The reduction in the rate of the 
excise tax from 20 per cent to 10 per 
cent did not stimulate the jewelry 
business as much as had been antic! 
pated. It would therefore be very 
dificult to show that the proposed 
new legislation would benefit the in 
dustry substantially. 

2. Even if the $50 “price-line” ex- 
emption is approved, the remaining 

(Please turn to page 2156) 
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New Hampshire RJA Discusses Possible Tri-State Convention 


| 


Mn 


AN EAGER GROUP gathers around the table of donated gifts, at the 4Alst 

annual convention. New Hampshire Retail Jewelers Association. From the left, 

they are Mra. David McAllister, McAllister (chairman of the gift committee), 

Mr. and Mrs. Jack Sawyer, president and secretary respectively, and Mr. and 

Mre. Roger Urassard (he's vice-president). On the extreme right are immediate 
past president and Mrs. Herman Page. 


Discussion of a possible consolida- 
tion of conventions of the Maine, New 
Hampshire and Vermont Jewelers As- 
sociations into a tri-state convention 
highlighted the 41st annual convention 
of the New Hampshire Retail Jew- 
elers Association at the Lake Tarle- 
ton Club, Pike, N. H., Sunday and Mon- 
day, June 24-25. 

A few showers failed to mar the en- 
thusiasm and pleasure of the 175 
members and guests who attended the 
convention. Plans are underway for 
another convention at the same place, 
but an attendance of 200 will be neces- 
sary to make it possible. 

A golf exhibition was staged Sun- 
day afternoon, followed by a steak 
dinner. There was dancing and enter- 
tainment Sunday night. 

On Monday, the business meeting 
was one of the best attended, in the 
history of New Hampshire Aassocia- 
tion, A strong plea was made, and the 
groundwork was laid, for a possible 
consolidation for convention purposes 
only of the three northern New Eng- 
land State jewelers associations. Sev- 
eral delegates spoke of the solidifying 
benefits to be derived from such a con- 
solidation at convention time. 

Jack Havener, merchandise manager 
of the Saturday Evening Poat, Phila- 
delphia, presented an illustrated talk 
on Operation Cherub, showing various 
advertisements and promotional activ- 
ities in connection with this promo- 
tional effort by the Jewelry Industry 
Council. 
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William Preston, Sr., of Burlington, 
Vt., spoke briefly on activities of the 
American National Ketail Jewelers 
Association. 

Officers of the Association were all 
re-elected. They are Jack Sawyer, La- 
conia, president; Roger Brassard, Man- 
chester, vice-president; and Mrs. Jack 
(. Sawyer, Laconia, secretary-treas- 
urer, 

A table piled with donated gifts 
spurred activities on the sports pro- 
gram, which included a soft-ball game 
between the “Huffers” and the “Puff- 
ers,” Won by the “Huffers” 16 to 12. 

A sea food dinner highlighted the 
noonday meal Monday, followed by 
a lavish cocktail party, and the ban- 
quet in the evening. 

At registration for the convention 
the men received a gift of a tie clasp 
and the ladies a pair of earrings, 
both with the Operation Cherub motif, 
made by Anson, Inc. 


Lester Berg of Seattle 
Reports on Trip to Orient 


Lester Berg, jeweler, 1416 Third 
Ave., Seattle, is home after a 17,000- 
mile, five-week plane trip to the 
Orient, in which Mrs. Berg accom- 
panied him. 

Points visited included Hawaii, the 
Philippines, Japan and Thailand. 
Oriental pearl markets, according to 
Mr. Berg's report, seem to be getting 
as many orders for cultered pearls as 
they can comfortably handle. 


Jewelry Casters Association 
Celebrates Its Ist Birthday 


The Jewelry Casters Association of 
New York, Inc., celebrated the first 
anniversary of its founding, and in- 
stalled its newly-elected officers at a 
dinner and dance in the Warwick 
Room of the Warwick Hotel, New 
York. 

Preceding the main event, a recep- 
tion was held in the Pine Room for 
the guests attending the affair from 
almost every branch of the jewelry 
industry. 

Lou Atkin was presented with an 
engraved ebony gavel in recognition 
of his past services to the association 
and his re-election as president. In 
his address, he reviewed the forma- 
tion of the Jewelry Casters Associa- 
tion and described the advantages 
which its members enjoy. 
€ Other speakers included Leo Nes 
selroth, who was in charge of the 
festivities and who has been other- 
wise active in formulating the objec 
tives of the association, and Hugo J. 
Frankl, association counsel, who in 
stalled the newly-elected officers. 


Hamilton Holds Conference, 
Introduces Its New Models 


The Hamilton Watch Co. held a 
three-day national sales conference, 
the most extensive in its history, in 
Lancaster, Pa., June 25-27. 

The conference featured the intro- 
duction of 47 new men’s and women’s 
models, including the new Time Zone 
and 5-Feature Medallion series. The 
fall advertising campaign, featuring 
national magazine coverage, and the 
56 Christmas promotion package, 
including a full-color jewelry gift 
catalog, were also displayed to the 
assembled salesmen and executives. 

Among the conference speakers 
were Arthur B. Sinkler, president, and 
R. B. Thompson, executive vice presi- 
dent, who spoke of Hamilton’s future 
plans, including continued diversifi- 
cation into other fields. H. S. Tholen, 
sales manager, stressed the market- 
ing aspects of Hamilton’s new low 
priced line. 

The entire program, which included 
an integrated review of every phase 
of company activity, was presided 
over by R. A. Fulton, vice president 
in charge of marketing. 

Guest speakers at the conference 
included M. M. Goldberger, of 
Gramercy Advertising Co.; B. 8. 
Greene, of N. W. Ayer & Son; George 
Wallace, of The Reader's Digest; 
A. H. “Red” Motley, of Parade Pub- 
lications; and J. L. Ballew of the 
Saturday Evening Post. 
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Jewelry Division of NCCJ Honors W. Waters Schwab 
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Among the head table guests of the banquet, jewelry industry division, Na- 
tional Conference of Christians and Jews, were (from left) J. Travis, presi- 
dent, Handy & Harman; Oscar Lazrus, president, Benrus Watch Co., guest 
of honor W. Walters Schwab, outgoing division chairman and Harry Bromley, 


division chairman for 1956, publisher of NATIONAL JEWELER. 


Below, 


Schwab (left) accepts engraved silver tray from G. H. Niemeyer, for his 17 
years of service to the group. 


The annual banquet of the jewelry 
industry division of the National Con- 
ference of Christians and Jews, hon- 
ored as its special guest, W. Waters 
Schwab, President of J. R. Wood & 
Sons, who has retired from the chair- 
manship of the brotherhood division 
after 17 years of outstanding ser- 
vice. 

Succeding Schwab as Chairman is 
Harry J. Bromley, publisher of Na- 
tional Jeweler. 

G. H. Niemeyer, Chairman of 
the board of Handy & Harman Co., 
presented Schwab with a silver tray 
citing him for his devoted service t« 
the brotherhood and expressing “the 
thanks and appreciation of the jew. 
elry industry for his unselfish service 
and conseientious efforts.” 

Other speakers lauded Schwab fon 
his humanitarian work with the jew- 
erly division in its assistance to the 
Red Cross, Cancer Fund, Heart Fund 





Catholic Charities and Rheumatisn 


Foundation. His activities in co- 
operation with the Jewelry Industry 
Council and the Jewelry Vigilance: 
Committee and other industry groups 
were recounted. 


Unit Sales of Fountain Pens and Mechanical Pencils 
Register Sharp Increase in 1955 Over 1954 


Unit sales of mechanical writing 
instruments by United States manu- 
facturing concerns registered a gain 
of approximately 18 per cent in 1955 
as compared with 1954, according to 
the Fountain Pen and Mechanica! 
Pencil Manufacturers’ Association of 
Washington, D. C., 

Sales of the industry’s products to- 
talled more than 309 million units 
last year as contrasted with 261 mil- 
lion units in 1954. 

R. A. Lanoie, president of the Lew 
Mfg. Co., of Providence, R. I., and 
chairman of the Association's statis- 
tical committee, reported that esti- 
mated actual shipments of fountain 
pens, ball-point pens, mechanical pen- 
cils and desk dip-pen sets increased 
from approximately 261 million units 
valued at some $117 million in 1954 
to approximately 309 million units 
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valued at more than $118 million in 
1955. 

The sharpest sales gain was reg- 
istered by ball-point pens which rose 
from about 162 million units in 1954 
to a total of nearly 211 million units 
in 1955. The dollar value of these 
items remained almost stable, 1955's 
$50 million comparing with 1954's $48 
million. 

Fountain pen dollar and unit sales 
remained at about the same level as 
the previous year, as did mechanical- 
pencil sales, while sales of desk and 
dip-pen sets showed a substantial unit 
increase, 

Frank L. King, executive vice-pres- 
ident of the Association, pointed out 
that the Association’s figures were 
the result of a survey involving ap- 
proximately 80 per cent of the indus- 
try’s actual factory dollar volume and 








projecting the 


were arrived at by 
survey figures. 
“Fountain pens have maintained a 
steady attraction for the American 
buying public,” Mr. King said, 





‘Gold Filled Story” Film 
Available re 


“The Gold Filled- Story,” a film 
produced by the Gold Filled Manufac- 
turers Association, ix to be released 
to the jewelry industry for showings 
at meetings and community luncheons. 

Under the title “Golden Glamor,” 
the film has enjoyed thousands of 
screenings for motien picture audi- 
ences in theaters throughout the coun- 
try, and is billed as “one of the finest 
documents ever produced for any 
industry.” 

Jewelry retailers, wholesalers and 
manufacturers are invited to contact 
the offices of the Geld Filled Manu- 
facturers Association in Attleboro, 
Mass., regarding the film, which is 
shipped without cost and requires a 
16 millimeter sound projector for its 
showing 
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Two Keelers Sell Interest 
To Pitman, of Pitman & Keeler 


Lawrence P. Keeler, Sr., and 
Lawrence P, Keeler. Jr., announced 
the sale of their interest in Pitman & 
Keeler, jewelry manufacturers of 
Attleboro, Mass., as of July 1. 

Mr. Keeler, Jr.. who has been re- 
sponsible for sales and general man- 
agement of the firm since 10946, said 
that his future plans will keep him 
in the jewelry industry and most 
likely his activities will be in the 
Attleboro-Providence area. 


SENATOR FLANDERS 


(from page 208) 


Vermont continued. Dwelling on the 
relative cost of making watch move- 
ments in America and in Switzerland, 
the Senator pointed out that “most of 
the processes and material involved 
in making a watch movement are a 
smaller part of the total cost of the 
watch than most people think.” 

In their presentations before the 
sub-committee, of which Senator 
Flanders is a member, American man- 
ufacturers had argued that high labor 
costs in this country had given the 
Swiss the advantage in watch pro 
duction. 

Arde Bulova, head of the Bulova 
Watch Company, told congressmen 
that “labor costs... constitute 85%- 
90% of the total cost of a watch 
movement. 

“Actually Swiss wages had been 
stabilized by the Swiss watch organ- 
izations at a level about 70% above 
pre-war,” Bulova said, “whereas U. 8. 
wage rates for comparable skilled 
work had sky-rocketed. 
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Manufacturing Jewelers Move 
Annual Banquet to March 23 


The Manufacturing Jewelers & 
Silversmiths of America will stage its 
annual banquet on March 23 instead 
of during February next year, break- 
ing a long-standing precedent, 

Decision to change the banquet date 
was reached by directors of the asso- 
ciation in the hope that the later date 
will provide more desirable weather, 
will not conflict with other jewelry 
functions held in the month of Febru- 
ary, and will permit the attendance 
of the many manufacturers who are 
usually away on vacation early in the 
year, 

Next year’s affair will be held in 
the ballroom of the Statler Hotel, 
Boston, as has been the custom for 
the past several years. In subsequent 
years the event will be held either on 
the third or fourth Saturday of 
March. 


Boston jewelers Enjoy Outing 
In Spite of Inclement Weather 


Nearly 150 members and guests of 
the Boston Jewelers Club gathered at 
the Mayflower Hotel, Plymouth, 
Mass., on June 20 for the annual 
summer outing. Unfavorable weath- 
er curtailed somewhat the outdoor 
sporta activities which had been 
planned, but a few of those attend 
ing played golf. A shore dinner was 
followed by several entertainment 
numbers and distribution of prizes. 
Kdward Egan, of Elgin American, 
won top prize in the golf tournament. 
In the absence of other sports activi- 
ties, the remainder of a number of 
donated articles were distributed as 


door prizes. 


SINGING was one way members of 
the Boston Jewelers Club spent their 
time at their outing at the Hotel May- 
flower, Plymouth, Mass. Relaxing with 
a background of accordion music are 
(from left): Philip Frieze, of Gordon 
Bros., Boston; Andrew May, of Bul- 
ova Watch Co.; Bernie Smith, of Smith 
& Zaff, and Oscar Desrosier, of At- 
tleboro, Maas. 
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Anson Distributor Salesmen Win Trips to Paris 


“PORT OF CALL” WINNERS: The three winners of Anson’s “Port of Call” 

contest for distributor salesmen came to New York recently to receive their 

prizes—a trip to Paris for two this summer—and to meet Bert Parks, star of 

the TV show, “Stop the Music.” Shown in the photo (l-r) are Robert Filkoff, 

Philip Wolman & Co.; Olof VY. Anderson, Anson president; Paul Schmidt. A. G. 

Schwab & Sons, Inc., Cincinnati; Bert Parks; and Felix Sirota, Berwin Jewelry 
Co., Ine. New York. 





Noble Discontinues Findings 


Fr, H. Noble & Co., of 559 West 
Fifty-ninth Street, Chicago. has an- 
nounced that it is discontinuing the 
manufacture of Jewelry Findings. It 
will continue, however, to manufac- 
ture and distribute Noble Brand Gold 
Solder and Prestige Steel Shelled 
Presentation display boxes. 


Watchmakers Organize 
Horological Society of Mass. 


More than 50 watchmakers met re 
cently in the cafeteria of the Wal! 
tham Watch Co., Waltham, Mass., and 
organized the Herologica! Society of 
Massachusetts, adopting a constitu 
tion and by-laws. Membership in the 
society is open to watchmakers and 
those associated with horology. 

Meetings are to be held on the 
third Tuesday of each month, except 
in July, August and December. The 
date of the September meeting wil! 
be set later. 

The following officers were elected 
president, Alvin W. Beamish, Wal- 
tham; vice-president, Stanley A. 
Reynolds, Newton; secretary, Bernard 
Burwick. Lowell, and treasurer, Jo 
seph Melanson, Waltham. Named to 
the board of directors are: Henry 
Smith, New Bedford. three years: 
Neil Fichtenmayver. New 
two years, and Martin Saril!, Boston, 
one year. 


Redford. 


Benrus Will Purchase PIC 
For Precision Parts Work 


The Benrus Watch Co. announced 
that it has entered into an agreement 
for the purchase of PIC Design Corp. 
of Lynbrook, i 

PIC (“Precision Instrument Com- 
ponents”) is a young, growing manu- 
facturer and stocker of precision 
parts which are used by research 
laboratories and manufacturers in 
many vital industries. The Benrus- 
PIC agreement provides that key 
personnel of PIC shall continue with 
the company under the Benrus aegis. 

In a letter to stockholders, Osear M. 
Lazrus, Benrus president, explained 
that the purchase of PIC is part of 
a general diversification plan. In this 
case, it will bring Benrus into the 
rapidly growing market for 
sion parts and components used in 
instrumentation and control systems, 


preci- 


he said. 


Haase on Advisory Board 


A. E. Haase, president of the 
Jewelry Industry Council, is one of 
the members of the Fashion-O-Rama 
Advisory Board. 

The Board is the coordinating 
agency which is preparing Fashion- 
O-Rama, a mammoth exposition of 
the entire fashion industry, to be held 
at New York's new Coliseum, Oct. 27- 
Nov. 4. 
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Obituaries 





Samuel Gordon, 74, founder of Samuel 
Gordon & Co., wholesale jewelers, 
Oklahoma City, Okla., died recently 
at St. Anthony’s Hospital. Mr. Gordon 
was born in Lithuania and came to 
this country at the age of 17. In 1904 
he went to Oklohoma City where he 
founded the firm that bears his name. 
He retired three years ago. Surviving 
are his widow, four sons, a sister and 
three grandchildren. 


Jacob Fish, 82, retired jeweler of Al- 
bany, N. Y., died July 3. He was a 
lifelong resident of Albany and re- 
tired from the jewelry business six 
years ago. A son survives. 


J. Harry Prinz, 80, owner of the firm 
of Prinz & Estelle, retail jewelers, 
40 West 2nd St., Dayton, Ohio, 
founded in 1929, died June 24. He was 
an expert on precious stones. 


Mrs. Charles M. Rizika of the Gift 
Shop Jewelers, 176 Genesee St., Utica, 
N. Y., died Saturday, June 30. 


H. O. Gaston, 74, veteran Paris, Tex., 
watchmaker and jeweler, died Monday, 
June 18. He was a native of Melrose, 
Tex., and a graduate of the St. Louis 
Watchmakers’ Schoo! in St. Louis, Mo. 


L.. Dover Davis, 76, retired jeweler of 
Augusta, Ga., died on July 7. He was 
engaged in the jewelry business in 
Augusta for 38 years. His widow, two 
sons and a daughter survive. 


Euclide J. Baribeau, owner of the E. J. 
Baribeau jewelry store at 829 N. 27th 
St., Milwaukee, Wis., died on July 12. 
He was 43. Surviving are his mother, 
four sisters and a brother. 


Harry Reinstein, 51, an associate with 
Peltan & Kern, 383 Fifth Ave., New 
York, agents for jewelry factors, died 
June 14 of a heart ailment. His sur- 
vivors include his widow, two daugh- 
ters, his mother, three brothers and a 
sister. 


Herbert D. Johns, 67, of Madison. 
Wis., died on June 10 after a brief ill- 
ness. He had been a president of the 
Diamond Shop and a former employee 
of E. W. Parker, Inc., before he 
opened his own store at 2600 Monroe 
St. Mr. Johns is survived by his 
widow, a daughter, a son, a sister and 
three grandchildren. 


Lawrence Alvin Lowe, Sr., 63, a 
watchmaker and jeweler for more 
than 40 years, died in Meridian, Miss.., 
on June 1. He had worked as a 
watchmaker in Mobile, Ala., before 
serving in the armed forces during 
World War I. He leaves two sons in 
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the jewelry business, one in Linden, 
Ala., the other in Demopolis, Ala. 


Mrs. Ruby Wolin Altman, 64, widow 
of Adolph Altman, died on June 23. 
Surviving are two Wm. H., 
present owner of Altman Jewelers, 
Canton, Ohio, and Robert E., of Cali- 
fornia; two sisters, one brother and 
one granddaughter. 


sons, 


David W. Buller, retired jeweler of 
Los Angeles, died on July 8 Surviv- 
ing are his widow, a son, five daugh- 
ters and two grandchildren. 


Rudolph B. Jorndahl, 57, 
jeweler of Waukon, 
July 11, 


a sister. 


former 
lowa, died on 
Surviving are brothers and 


Oscar E. Harder, internationally- 
known scientist, whose work was con- 
centrated on metais used in watch- 
springs, died on July 10 of a heart 
attack. He was 73. Mr. Harder 
worked until the day before his death 
at Battelle Memorial Institute, Co- 
lumbus, O., where he had been a con- 
sultant and adviser since his retire- 
ment as assistant director in 1949. 
He served as president of the Ameri- 
can Society of Metals in 1940 and 
1941 and later became national di- 
rector. 


Zaven Bill Tepikian, jewelry mer- 
chant of Yonkers, died on July 10 in 
St. Clare’s Hospital, New York. He 
was 37. Mr. Tepikian leaves his 
widow, a son, a daughter, his mother, 
two brothers and a sister. 


Martin I. Donnelly, retired manager 
of the wholesale division of the L. E. 
Waterman Fountain Pen Co., New 
York, died on July 13 at the age of 
70. He served the Waterman Com- 
pany 51 years. Surviving are his 
widow, four daughters and three sons. 


Samuel Woodrow, Sr., a pioneer in 
the jewelry business in Yonkers, 
N. Y., died of a heart attack at his 
home on June 3. He was 74 years old. 
Born in Russia, Mr. Woodrow came 
to Yonkers in 1901, when he set up his 
jewelry store. In 1909, he was regis- 
tered as an optometrist. Mr. Wood- 
row is survived by his widow, five 
sons, two daughters and 14 grand- 
children. 


(. Frederck Stadtmuller, of Wood- 
haven, L. I., N. Y., died at 85 on June 
9. He owned and operated the Fred- 
erick Stadtmuller Jewelry store in 
the Ridgewood section until he retired 
a year ago. His son, C. Fred Stadt- 
muller, since moved the business to 
Sayville. Mr. Stadtmuller is survived 
also by his widow and a daughter 





Walter Kyritz, of the Geo. Borgfeldt 
Corp. and prominently identified with 
the jewelry trade for over half a cen- 
tury, died Thursday, June 7, in the 
Morristown Memorial Hospital, Mor- 
ristown, N. J. He is survived by his 
widow and a daughter. Mr. Kyritz 
was born in 1882 and joined the Borg- 
feldt organization when he was 17. 


Ally G. Isaacs, a jeweler who was ac- 
tive in civie affairs in Queens, N. Y., 
died June 9 in Wyckoff Heights Hos- 
pital, Brooklyn, after an illness of 
four weeks, at the age of 79. The son 
of a Civil War veteran, he was trea- 
surer of the Myrtle Ave. Merchants 
Asan. for 30 years, a founder of Con- 
gregation Agudas Israel in Ridge- 
wood, Queens, and a life member of 
the Queens County Grand Jurors 
Assn. His widow, two sons, one 
daughter and eight grandchildren 
survive. His two sons will continue 
operation of the business. 


Benjamin Ruhmann, 76, retired sil- 
versmith who was noted for his work 
on religious objects, died on June 
14 of a heart ailment in Moun- 
tainside Hospital, Verona, N. J. He 
had been with Joseph E. Piana, New- 
ark jewelry manufacturer, and Tif- 
fany & Co. in Newark before retiring 
in 1953. He is survived by his widow, 
a daughter and a son. 


Belmont Corn, who was formerly 
with Eichberg & Co., diamond im- 
porters, and had headed the United 
Diamond Works in Newark, N. J., 
died on June 30 in White Plains Hos- 
pital. He was 71 years old, Mr, Corn 
entered the diamond industry after 
World War I and retired from it 
about 25 years ago. His survivors in- 
clude his widow, two sons, a daughter 
and six grandchildren. 


Irby L. Grady, of Jackson, Tenn., died 
June 4 at the age of 93. He had been 
in the jewelry business for more than 
a half century before his retirement. 
He also had been a member of the 
First Baptist Church, Jackson, since 
the turn of the century. 





EXCISE TAX POLL 


(From page 211) 


tax might become firmly entrenched 
and almost impossible to remove en- 
tirely. 

%. The Treasury Department has 
stated that it does not approve a 
price-line exemption on any excise 
tax. In view of this opposition, it 
seems more reasonable to suggest a 
reduction or exemption plan which 
would be endorsed an workable by the 
Treasury Department 

i. Many people believe that the 
primary tax-relief measures should 
he made at the income tax level. It 
is thought that this would greatly 
benefit the jewelry industry. 
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Watch Controversy 


(From page 208) 


the joint sub-committee, told JCK 
reporters that strong, “high-level in- 
fluence” was being exerted by inter- 
ested parties on both sides of the con- 
troversy as his group completed the 
final draft of ite report to the full 
Joint Committee on the Economic Re- 
port 

Meanwhile, the tempo of the con- 
tinuing duel between U. 8S. watch 
manufacturers and the importer-as 
sembier industry was stepped up as 
Congress prepared to adjourn. 

An amendment that would impose 


an $8.00 per unit “processing tax” 
on all imported watches subjected to 
“upjeweling” was tacked to an unre- 
lated piece of legislation in the Sen- 
ate Finance Committee in an effort 
to get it onto the floor of Congress. 

Opponents of the measure blocked 
it before it could be brought to a vote. 
Bill No. 11436, similar to the one 
quashed in the Senate, languished in 
the House Ways and Means Commit- 
tee and apparently would die with 
adjournment. 

The entire question of whether the 
American jeweled watch industry 
might get more or less government 
assistance moved toward a sharper 
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point of focus as the U. 8S. Tariff 
Commission prepared to submit a de- 
tailed report to the President. 

Still another study covering the 
“essentiality” question, is scheduled 
to be delivered in September by 
the Office of Defense Mobilization, 
which has delegated its fact-finding 
in this case to George B. Beitzel, a 
retired Pennsylvania salt manufac- 
turer. Beitzel will become the ODM’s 
Assistant Director of Production af- 
ter this study is completed. 

The results of these surveys, plus 
the report of the joint subcommittee, 
could have explosive effects on the 
jeweled watch controversy, which 
probably generated its greatest heat 
during five days of hearings in June. 


Both Sides Are Heard 


Chief opponents arranging them- 
selves before committee members 
were the importers, whose national 
organization is the American Watch 
Assoc., and the domestic watch manu- 
facturers, represented nationally by 
the American Watch Mfgs. Assoc. 

The importers, of course, want tar- 
iffs reduced. They backed their ar 
guments with heavily documented at- 
tacks on the “essentiality” concept of 
the American watch manufacturing 
industry which influenced the govern- 
ment’s 1954 decision. 

Samuel W. Anderson, President of 
the AWA, Fred Cartoun, chairman of 
the board of Longines-Wittnauer and 
S. Ralph Lazrus, president of Benrus, 
argued that skills which American 
tariffs seek to protect are easily de- 
veloped. 

Their arguments said in part that 
“ |, one firm is now working to toler- 
ances of one-millionth of an inch, us- 
ing women employes with only five 
hours training.” 

The AWA representatives pointed 
out that highly developed skills are 
necessary only for a few technical ex- 
perts who can set up production meth- 
ods for much less skilled workers. 

Said S. Ralph Lazrus: “there are 
no defense items procured from (the 
American watch manufacturers) 
which cannot be obtained from many 
other precision companies.” 


U. S. Money to Swiss 


The charge heard occasionally, that 
American dollars from watch sales 
are pouring into Switzerland at a high 
rate, was also explored. Anderson’s 
statement read in part: “ . of every 
dollar spent at retail for a so-called 
Swiss watch, only 15 cents goes to 
Switzerland to pay for the movement. 
The rest stays in this country to pay 
for cases, dials, bands and other over- 
head.” 

Surveys indicate that during 19565, 
13% of the $23 billion total Swiss 
national income, resulted from watch 
exports to the United States. 

The three executives, who, through 
their association, spoke for seme 60 
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importing firms, said that if the gov- 
ernment wanted to preserve a pool of 
skilled technicians in this country, it 
should do so through the use of “di- 
rect” subsidies. 


“L pjeweling” 


The subject of so-called “upjewel 
ing” is a sore one on both sides of 
the watch question. Some companies 
allegedly import watch movements 
with 17 jewels, at the rate of $3.75 
each, and later on add more jewels, 
thus escaping the extra duty. 

Domestic watch producers have 
charged that the Swiss have escaped 
some $288 million in tariff in this 
manner. 

Speaking for the importers, Ande: 
son told congressmen, “...no move 
ments are now entering the country 
which are specifically designed to 
ease the substitution of jewels for 
metal bearings ... the (number) of 
imported movements ... which are 
being upjeweled is exceedingly small, 
probably less than one percent.” 


Test it Yourself 


Domestic manufacturers are also 
keenly concerned with another tariff 
question. In March of this year, the 
U. S. Treasury Department accepted 
a ruling which said that American im- 
porters could bring Swiss movements 
into this country without extra duty 
for “adjustments” so long as these 
adjustments were “inherent in manu- 
facture”; that is, not made after the 
movements were off the production 
line. 

The JEWELERS’ CIRCULAR-KEYSTONE 
asked the Treasury Department about 
reports that litigation may be 
launched to force the government to 
collect extra adjustment charges 

“If there is to be a court test of 
our ruling,” department spokesmen 
said, “it is up to the domestic manu- 
facturers to institute it.” 


Economic Importance 


Fuller perspective on the relative 
role of watch importers-assemblers 
in the American economy may be 
gained from figures released by U. S. 
Rep. Emanuel Celler of New York. He 
said that the importer-assembler in- 
dustry “brings $25 millions annually 
into the New York area” alone. He 
adds that “their purchase of goods 
and services results m further circula- 
tion of $150 millions annually in the 
region.” 

Congressman Celler made these 
statements as the spokesman for a 
group of 16 congressmen, who allege 
that the jobs of “tens of thousands 
of workers, many of whom are highly 
skilled, are jeopardized by any cur- 
tailment of imports.” 


Makers Speak 


The case for the domestic watch 
manufacturers was made by a group 
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executives in that industry. [The Waltham Co. was also prom: 


them was General of the nent in this precision work during 
Army Omar N. Bradley, who is now World War II.—Ed.! 
chairman of the Bulova Research and Emphasizing the plight of 
Development Laboratories. American watch makers today, 

“My own view can be summed up Thomas B. Curtis inserted a state 
in one brief sentence,” General Brad ment in the record of the subcommit 
ley said, “Maintenance of a domesti tee proceedings that said in part 
watch industry is essential to the se “Total watch employment (in U 
curity of the United States.” is about 4200 as against over 10,000 

“T believe the committee knows,” he in 1949." 
continued, “that during World War II Arde Bulova, Chairman of 
the only companies able to make the tloard of the Bulova Watch (Co.. 
machines for the production of jewe! that both manufactures and imports 

were those companies who watches said that “ the (Swiss) 
were capable of making watches, }.e., 
Elgin and Hamilton,” (Please turn page) 
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. will not let us bring into Switzer- 
land for incorporation in our own 
Swiss watches, a superior mainspring 
and hairepring that we developed in 

, the U, 8.” 

Bulova pointed out precedents for 
government intervention to preserve 
the U. 8S. watch manufacturing indus- 
try. “In 1045, the British government 
deliberately decided, for defense rea- 
sons, to revive its watch and clock 
-ndustry,” he told congressmen. “They 
have, by a combination of subsidy, 
quota and tariff, increased their an- 
nual production of watches to almost 
3,500,000 in 1955.” He 
French have also increased tariffs on 
watches. 


said that the 


Ask Skill Protection 


William MeMorrow, president of 
Waltham Watch Co., outlining his ar- 
guments for government protection 
of “emergency skills,” said that Wal- 
tham “could not today . expand 
our production quickly to the level of 
our World War II performance.” 

Elgin’s secretary and counsel, Le- 
Roy A. Mote, enumerated the yard- 
sticks for an industry essential to de- 
fense and said he believed the watch 
industry “meets all... tests.” 

Arthur B. Sinkler, president and 
chairman of the board of Hamilton 
Watch Co. sounded a note of warning 
on the employment situation within 
the domestic watch field.“ ... let me 
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remind you,” he said, “that we have 
lost more employment in the domestic 
jeweled watch industry in the last few 
years than there is unemployment in 
a'i of Switzerland.” 

Representatives of the non-jeweled, 
pin lever industry were also at the 
hearings. 

Albert L. Reeves, General Counsel 
of the Clock Mfgs. Assoc. of America, 
said that higher duties were inevita- 
ble to protect this type of merchan- 
dise. 


Controversy Background 
(from page 208) 


JANUARY, 1953—Combined gov- 
ernment committee says “no govern- 
ment action was warrented at this 
time.” 

APRIL, 1954—Defense Department 
submits classified report containing 
statement: “no special or preferential! 
treatment for the (jeweled watch) in- 
dustry is necessary.” 

JUNE, 1954—Asst. Secretary of 
Defense testifies: “If any measures 
to sustain domestic production (of the 
watch industry in general) can be de- 
vised the Defense Department 
would endorse them. . .” 

JUNE, 1954—Defense Mobilization 
Director, after receiving reports from 
Departments of State, Treasury, De. 
fense, Commerce and Labor, tells sen 
ators: “Is the preservation of the 
skills of the American Jeweled watch 
industry essential to the national se 
curity? My answer to that question 
is, unqualifiedly, ‘yes’.” 

JULY, 1954—President Eisenhower 
approves raising of tariffs on imported 
watches. Increase averages an esti- 
mated 50%. 

SEPTEMBER, i954 American 
Watch Mfgs. Assoc. charges Swiss put 
“upjeweling” of imported watches on 
an “organized basis.” 

JANUARY, 1955—Customs Bureau 
recommends that Swiss watches hav- 
ing “upjeweling” provisions should be 
considered as having “jewel substi- 
tutes” and charged duty accordingly. 

JANUARY-FEBRUARY, 1955 
American watch importers call cus- 
toms proposal, “. .. unprecedented in- 
terference by Federal agencies in the 
normal development of the American 
watch assembling industry.” 

MARCH, 1955—Treasury Depart- 
ment rules in favor of Customs Bureau 
recommendation. 

MARCH, 1955—Defense Depart- 
ment makes April, 1954 report on 
“essentiality” of jeweled watch indus- 
try public; emphasizes 1954 testimony: 
“If any measures to sustain domestic 
production (of jeweled watches) can 
be devised . the Defense Depart- 
ment would endorse them .. .” 

OCTOBER, 1955—~ Treasury and 
Customs officials travel to Switzerland 
to determine which adjustments on 

(Please turn to page 226) 
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RECORD SALES 


{ fro wri 


page 209) 


F ollowing are sales from the 
ual states so far reported. 


State 
Alabama 
Arkansas 
Arizona 
Colorado 
District of 

Columbia 
Florida 
Idaho 
Louisiana 
Maine 
Maryland 
Minnesota 
Mississippi 
Nebraska 
Nevada 
New Hampshire 
New Mexico 
North Carolina 
North Dakota 
Oklahoma 
Oregon 
South 
Utah 
Virginia 
W ashington 
W isconsin 
W yoming 


Carolina 


1954 Jewelry 


Sales 
$21,921,000 
$ 8,749,000 
$ 8,517,000 
$12,835,000 


$13,700,000 
$31,600,000 
$ 4,730,000 
$22,304,000 
$ 7,536,000 
$23,512,000 
$20,504,000 
$ 8,506,000 
$ 9,778,000 
$ 3,007,000 
$ 3,487,000 
$ 6,200,000 
$27,589,000 
$ 4,091,000 
$19,764,000 
$16,540,000 
$10,146,000 
$ 6,165,000 
$26,528,000 
$28 596,000 
25,048,000 
S$ 2 836,000 


individ- 


Gain 


or 


Loss 
over 
1948 


+ 32 


ae Ly 


+-51 
+ 6 
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SUMNER H. WYMAN has joined the 


executive staff 


of 


the Lawrence C. 


Gumbinner Advertising Agency, Inc., 
New York. For the past 10 years Mr. 


Wyman has 


been 


vice-president 


of 


Liquor Publications and Ellis Publi- 
cations, publishers of “Jewelry.” 
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8 splay DY Internationa! Silver 
Cc y c 
Out at Meriden S« 


ytand 

The International Silver Co. 
among the leading participants in the 
sesqui-centennial of Meriden, Conn., 
“The Silver City.” 

At the Meriden Manufacturers’ 
-centennial exposition at the 
local armory, International’s display 
was dominant. 

The silver and coral scheme fea 
tured framed blow-ups, from a draw 
ing of Ashbil Griswold, president of 
one of International’s 


was 


sesqul 


predecessor 


companies, to contemporary Interna- 
advertisements in full color. 
display also included framed 
spoons in every pattern ever made 
in two lines—-International Sterling 
and Holmes & Edwards. 

Flanking one end of International's 
a five-foot high coffee pot 
in the 1847 Rogers Flair pat- 
tern. At the other end was a five-foot 
high spoon in Queen's Lace pattern. 
This spoon model was one of the larg- 
castings ever the com- 
pany, and is the equivalent in size of 
O41 


tional 
The 


display was 
Bros. 


est made by 


teaspoons. 


O,iginal Whhkimoto Ae 


IMs 
Ms 


MIKIMOTO PEARL 
PAGODA 


DUPLICATE of EXHIBIT 
AT PHILADELPHIA 
WORLD FAIR, 1926 


PAGODA MADE OF MOTHER 
OF PEARL SHELL AND 
12760 MIKIMOTO PEARLS 





K. MIKIMOTO & CO., Lid. 


2 WEST 46th STREET 
NEW YORK 6, N. Y. 
St dseu 6-6002-3 


Bill to Aid Small Retailers 
In Cases of Price-Cutting 
Is Stalled in Congress 


A bill to help small retailers by 
limiting the so-called “good faith” 
defense in price discrimination cases 


stands a slim chance of being ap- 


proved by Congress this year. 


The bill, sponsored by Rep. Wright 
Patman, D., Tex., and Sen. John 
Sparkman, D., Ala., would overrule 
a U. 8. Supreme Court decision which 
the bill’s sponsors claim has made it 
virtually impossible for the Federal! 
Trade Commission to enforce the 
Robinson-Patman Act 


In that decision—which the bill at- 
tempts to “correct”—the Supreme 
Court ruled that a manufacturer or 
large chain organization may cut its 
prices below a fair level if it is done 
in good faith to meet competition. 
The bill’s sponsors say that this “loop- 
hole” should be severely restricted in 
order to protect small retailers from 
predatory price practices of their 
larger competitors. 


The ruling, they add, permits large 
firms and chains to engage in price 
wars in which the small competitors 
are damaged or driven out of business. 


The Sparkman-Patman bill is con- 
troversial, and is opposed by manu- 


The refining of precious metals is 


Ya specialty... 


our specialty for 


modern and improved facilities add up to 


” know-how. That is why it will pay you to 


join the ever increasing number of satisfied 


jewelers who continue to ship their old gold, 


unsaleable merchandise, sweeps, polishings and 
sink settlings to Goldsmith. 
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facturers and large chains. Originally, 
a majority of the FTC opposed the 
measure, but now have shifted and 
now qualifiedly support it. 

Earlier in the year, the bill ap- 
peared to be bottled up, but its spon- 
sors forced it to a vote in the House. 


Joins Thomas Long 


Guy P. Newcomb, Braintree, Mass., 
certified gemologist and registered 
jeweler, formerly associated with the 
John Kennard Co. jewelry store, Bos- 
ton, Mass., recently joined the staff 
of the Thomas Long Co. in the dia- 
mond department. 


Jewelry Executive Gets Diploma; 
Another Attends Special Class 


Erwin B. Kartzmer, an executive of 
Stern & Stern, Inc., New York, was 
recently awarded a diploma in the 
Theory of Gemology by the Gemologi- 
cal Institute of America. 

Charles B. Thistle, of Woodstock- 
Hoefer Co., Kansas City, Mo., at- 
tended a special laboratory class at 
the Los Angeles headquarters of the 
Gemological Institute of America. 
During this course, Mr. Thistle had 
an opportunity to examine and com- 
pare the gems in the Institute’s col- 
lection, in order to achieve increased 
proficiency in identifying genuine and 
imitation gems. 


Schenectady Jeweler Renovate: 


Katz and Wennar, Jewelers, of 
Schenectady, N. Y., recently com- 
pleted renovating their store at 457 
State St., using all available space 
and making major improvements on 
the store-front. 


Free Gifts at Grand Opening 


Eger’s Jewelry Store, in Ambridge, 
Pa., has opened its new and larger 
quarters at 528 Merchant St. In cele- 
bration of the event, free gifts were 
distributed to visitors at the grand 
opening on Wednesday, June 20. 
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Association Official Says 
Why Demand Has Increased 
For Gold Filled Products 


A considerable increase in demand 
for gold filled men’s and women’s jew- 
eiry has been indicated in recent 
trade reports, according to S. L. 
Cantor, sales promotion manager of 
the Gold Filled Manufacturers Asso- 
ciation. 

In an exclusive statement to the 
JEWELERS’ CIRCULAR-KEYSTONE, 
tor announced that there ' 
reasons for this trend including the 
ingenuity of design, new companies 
entering the field and manufacturers 
already in the jewelry field who are 
converting their 
filled. 

“Realizing that this trend must be 
met with sales aids, education and 
promotional efforts, the G.F.M.A. has 
extended their advertising and public 
relations campaign to include a sur 
vey to determine the most acceptable 
types of promotional! material for the 
retail jeweler, Cantor said. 

“Every industry is faced with the 
necessity of retail sales education. 
lew products are sold by virtue of the 
product itself. National advertising is 
important, but it completely 
‘buy a market.’ Sales people must co 
operate with manufacturer’s pre-sell- 
ing campaigns to insure successful 
distribution. In the jewelry industry, 
where customer relationship is close 
and personal, the educated sales per- 
on is indispensable 

“The responsibility for proper sales 
education rests primarily with man- 
agement, but the retail jeweler in this 
instance, is fortunate in having at his 
disposal many, cost free, sources of 
information and education which, if 
utilized properly, provide effective ad- 
ditions to his basic sales training pro- 
gram. 


(an 


were many 


product ion to gold 


cannot 


“Our industry is not a large one, 
but it is unique in the number of man- 
ifacturers competing for priority in 
the retailer’s merchandise budget. 
This has created an eagerness on the 
manufacturer’s 
cation 
tomers. 


provide edu 
aids for their cus- 


part to 
and sales 


“Certainly not unusual in the field 
of industry, is the existance of trade 
magazines. The services performed by 
these organizations contribute a flow 
of information which is adaptable to 
training. The time and effort 
spent digesting this information is, to 
say the least, well spent. 


sales 


‘A third, and probably least utilized 
facet of industry 
associations who spend great energy 
and money to provide institutional or 
specific education for use by the re- 
tail jewelry trade. 

“The Gold Filled Manufacturers As- 
sociation is one of the first to con- 
centrate on this phase of promotion. 


education. are the 
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From the 
campaign in 1954 every possible effort 
has been screened to provide an effi- 


start ol its accelerated 


cient program of education. Consistent 
advertising offers a foundation from 
which greater consumer acceptance 
can be anticipated, 

“A documentary film, 
story of Gold Filled pro- 
duced in sound and color, and is avai! 
able to all This 
film has been used to great advantage 
at conventions and praised as an out- 
standing training vehicle. Direct mail 
and consistent trade ads have been 
created to advise all concerned what 
is being done to excite consumer de 
mand for Gold Filled products.’ 


telling the 


has been 


retailers at no cost 


retailers and manutacturing 


jewelers alike profit from 






C. D. Kaufmann Presides 


At Jewelers |DA Dinner in N.Y. 


Cecil D. Kaufmann, president of the 
Kay Jewelry Stores, served as toast- 
master at the Jewelry Industry's an- 
nual Joint Defense Appeal (JDA) 
dinner on June 28 at the Hotel Plaza, 
New York. 

The dinner launched an 
drive in the jewelry industry to help 
JDA raise the record national total! 
of $5 million in behalf of its agencies, 
the American Jewish Committee and 
the Anti-Defamation League of B'nai 
B'rith, the nation’s oldest community 


intensive 


relations bodies fighting bigotry and 
promoting better human relations. 


the ‘‘starring" role Lindeé’* stars 


play in their sales picture! 
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NEW ab YORK 


Patrolman Harry Sullivan, attached to 
Traffic A Squad of the New York Po- 


| lice Department, was recently honored 
_ ata reception and dinner by the East 
Side Jewelers 


Association for his 
bravery in apprehending a robber who 
shot and wounded a Canal Street 
jeweler. The victim recovered. Adolph 
Pusrin, veteran East Side jeweler who 
is serving his seventh term as presi- 
dent of the organization, presided at 
the affair for the policeman. 


Wife of N.Y. Mayor Honored 
By Coro At New Headquarters 


Mrs. Robert F. Wagner, wife of 


| the mayor of New York, was present- 


ed with a gold charm bracelet by 
Gerald Rosenberger, president of 
Coro, Inc., at the opening of the new 


| Coro headquarters. 


Dedication of the new headquarters 


_ climaxes the firm’s million dollar ex- 


pansion program and marks its 55th 
year in business. 

The bracelet presented to Mrs. 
Wagner symbolizes New York City 
landmarks. Mr. Rosenberger in his 
remarks paid tribute to her as the 
“First Lady of the first city of fash- 
ion.” 


oo 


New Ownership Announced 


Frieda G. Brunner, owner of Brun- 
ner’s, Westfield, N. J., has announced 
that effective May 21, the store has 
been operated under the new owner- 
ship of Marcus Jewelers, Rutherford 
and Ridgewood, N. J. 


; Globe Silver Co., 


24 Karat Club of New York 
Holds Annual Outing June 20 


Ninety members and guests, a record 
number, attended the 1956 outing of 
the 24 Karat Club of the city of New 
York. It was held on June 20, at the 
New York Athletic Club, on Travers 
Island in Long Island Sound. 

Clear weather allowed the com- 
mittee to accommodate all those who 
were eager to enter the various ath- 
letic events. These included golf, 
horseshoe pitching and baseball. A 
shore dinner, the awarding of prizes 
and a Country Fair rounded off the 
program. Alexander FE. Arnstein, 
outing chairman, introduced Craig D. 
Munson, club president, who paid 
tribute to Jerome T. Agate, in recog- 
nition of many years’ capable han- 
dling of the 24 Karat outings. A 
sterling silver tray, suitably inscribed, 
was presented to Mr. Agate. 


—— 


Inc.-Globe Metal- 
craft, have moved from 286 Fifth Ave. 
to new and larger offices and show- 
rooms at 358 Fifth Ave., entrance on 
34th St. 

Mr. and Mrs. John Gray, partners of 
Adolphe Adler, diamond cutters and 
importers, 630 Fifth Ave., are making 
an extended trip to the European 
markets. They will visit London, 
Paris, Geneva, Amsterdam, and their 
factories in Antwerp and Israel. 

The Jewelers Acceptance Corp., for- 
merly located at 608 Fifth Ave., has 
moved to new quarters at 60 East 56th. 
Jerry De Nicola, who was formerly 
general sales manager for two cos- 
tume jewelry manufacturers, an- 
nounced that he has started business 
on his own account under the firm 
name of Jerry De Nicola, Inc. This 
new company, located at 366 Fifth 
Ave., will manufacture costume jew- 
elry. 


Max Brooks, 62, head of the Alfred 
Jewelry Corp., costume jewelry man- 
ufacturers, 29 West 36th St., died 
July 12 in St. Joseph’s Hospital, Far 
Rockaway, N. Y. He is survived by 
two daughters, a son and four grand- 
children. 


Nungesser Jewelers announce that 
they are moving from Fairview, N. J., 
to 6105 Bergenline Ave., West New 
York, N. J., where the business will 
be operated under the name of King’s 
Jewelers. 
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Ensign and Bowman Receive 
Horological Association Awards 


RECEIVES PLAQUE: George G. En- 


sign (r) receives “Distinguished 

Achievement” plaque from Orville 

Hagans, executive director of UHAA 
in ceremony at Elgin, Il. 


John J. Bowman, technical consul- 
tant of the JEWELERS’ CIRCULAR-KEY- 
STOND and director of the Bowman 
Technical School, Lancaster, Pa., and 
George G. Ensign, research director 
for the Elgin National Watch Co., 
are recipients of the United Horologi- 
cal Association of America’s “Distin- 
guished Achievement’’ award for 
1956. 

Cited for “outstanding work in 
connection with the watchmaking in- 
dustry,” Bowman and Ensign were 
honored at special ceremonies in F}- 


gin, IH. Orville Hagans, executive 
director of the UHAA, made the 
presentations. 


Lansford F. King, editor and gen- 
eral manager of the JeEweLers’ Cimcu- 
LAR-KEYSTONE, accepted Bowman's 
award in the latter’s absence. 


Praises Achievements 


In presenting the awards, Hagans 
cited the outstanding work of both 
men in furthering the technological 





Employee Purchases Business 


George E. Ferris, of Staples, Minn., 
recently purchased the Wadena 
Jewelry store, in Wadena, Minn. Mr. 
Ferris had been an employee of 
Wadena Jewelry for the past two and 
one-half years. 


Scranton Shop to Remodel! 


The N. B. Levy & Bro. Co., at 420 
Spruce St., Scranton, Pa., has an- 
nounced an interior-remodelling pro)- 
ect. Irwin J. Levy, president and 
treasurer, stated that the renovation 
will cost more than $50,000, and will 
include the installation of a new 
air conditioning system. 


ror AUuGUsT, 1966 





progress of the horological industry. 
Bowman is the son of Ezra F. Bow- 
man, one of the founders of the Lan 
caster, Pa., watch industry. The 
younger Bowman was technical editor 
of the old KEYSTONE from 1907 and 
became technical consultant to JCK in 
1934. 
pioneers 
County in 


He is one of a family of Swiss 
who settled in Lancaster 
1710. 


Technical Innovator 

Ensign has had a varied career in 
the electronic and horological fields 
During World War II he received ci 
tations for developing a new system 
that permitted engineers to predict 
the performance of mechanical time 
fuses used in anti-aircraft warfare. 

He played an important role in the 
development of Elgin’s unbreakable 
‘Dura-Power” mainspring, as well as 
synthetic lubricants for instru 
ments and rust-proof watch parts 
For more than 15 years he has been 
active in work on military devices 


‘* 


fine 


Babcock Box Forms Subsidiary 


The Babcock Box Co, Inc., of Attle- 
boro, Mass., has formed a marketing 


subsidiary known as Babcock, Inc., 
it was announced recently. 
The move came as a result of a 


recent upsurge in the sale of men’s 
jewel cases. Max Green, is vice presi- 
dent in charge of sales and market- 
ing for the new branch. 
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Show the NEW W.R.C. 





COIN MOUNTING DISPLAY 









On Your 





cash in on the growing 
ity of coins for charm 
, ear rings, necklaces 
and pocket pieces. 


Asst. 15A — 12 kt. Gold Filled 


| dozen coin mountings in 
assorted sizes to take from 
the gold dollar up to the $20 
gold piece. 


Asst. 16A — Sterling Silver 


| dozen coin mountings in 
assorted sizes to take all pop- 
ular silver coins, from Se to 


Order Your NEW W.R.C. 
Coin Mounting display cards 
right now and have them on 


your counter, 


Order From 
Your Material Jobber 


W. R. COBB COMPANY 


101 SABIN STREET ~*~ 


PROVIDENCE, ®. |. 
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Gordon HBros., 38 Bromfield St., Bos- 
ton, Mass., has just liquidated the 
110-year-old store of W. F. Newhall 
& Son, 16 Market St., Lynn, Mass., 
established by the Newhall’s in 1846, 
and operated continuously by the same 
family. Frederick C. Newhall, the 
last owner, retired after 57 years in 
the business. 


Charlies A. Simms has opened a new 
jewelry and giftware store at 648 
Main St., Reading, Mass. 


Boland’s, Inc., have purchased Garvin's 
Jewelry & Gift Store, 167 Tremont 
St., Boston, Mass., and Edward 
Boland, formerly of Lawrence, Mass., 
has been installed as manager. 


Norman Reiffarth, for a number of 
years New England representative of 
Volupte, Inc., has resigned from that 
firm and has taken on several lines in 
the jewelry and giftware fields. 


Robert Lantz, jeweler, Keene, N. H., 
was recently elected secretary of the 
Keene Lions Club. 


Jack Sawyer, jeweler, Laconia, N. H.., 
and president of the New Hampshire 
Retail Jewelers Association, was re- 
cently elected treasurer of the 
Laconia Chamber of Commerce. 


Leo A. Cote, jeweler of Littleton, 
N. H., and his brother N. O. Cote, 
jeweler of Bellows Falls, Vt., are back 
from a recent trip to Missouri. 


Hector Langlais, of E. Langlais Sons, 
Berlin, N. H., was a delegate to the 
State American Legion convention at 
Newport, N. H. He also served on 
the entertainment committee of the 
Kagies Lodge at a recent State con- 
vention. 


Edward Chapman, Jr., has taken over 
the active management of the W. D. 
Pharmer Co., jewelers, Pittsfield, 
Mass., having recently been honorably 
discharged from the missile division 
of the American Air Force at Hunts- 


ville, Ala. 


Simon Jewelers, Inc., Keene, N. H., 
recently opened a branch store in 
Brattleboro, Vt. 


Nathaniel Morrison, jeweler, Bellows 
Falls, Vt., has sold out the store there 
and moved to Brattleboro, Vt., where 
he will operate the H. H. Thompson 


store. 


John Trask, son of Donald F. Trask, 
jeweler, Ludlow, Vt., is now serving 
with the United States Air Force at 
San Antonio, Tex. 


Paul McLeod, of Woodbury & McLeod, 
who recently opened a new jewelry 
store in Newburyport, Mass., has 
moved that store to a new location a 
few doors away. He has also taken 
over the Coleman Jewelry Store in 
Newburyport. 


Addessi Jewelers, Danbury, Conn., who 
operate two stores there, has just 
moved one store to new and larger 
quarters, and is planning to remodel 
and hold a formal opening early this 
fall. 


Paul Lifest, New England representa- 
tive for Nathaniel I. Goodman, Inc., 
373 Washington St., Boston, Mass., 
won first prize in the Quincy Bay 
Race Week Marine Parade on July 8, 
with his cabin cruiser the Sandoger. 


Emanuel M. Soifer, formerly associ- 
ated with J. M. Michelin, Boston, 
Mass., recently opened a retail store of 
his own at 38 Court St., Boston. It 
will be operated as The Little Swiss 
House, specializing in Swiss watches. 


True Bros., Inc., retail jewelers, 1390 
Main St., Springfield, Mass., recently 
announced the sale of the entire out- 
standing stock of the corporation to 
James H. Guernsey of Landen & Son, 
also jewelers of Springfield. The busi- 
ness will be conducted at 1390 Main 
St., under the new name of Landen- 
True, Inc., with Mr. Guernsey as pres- 
ident and treasurer. 


Officers of the New England Guild of 
the American Gem Society — which 
does not ordinarily meet during the 
summer months, will gather early in 
August to make plans for the Septem- 
ber meeting, date and place of which 
will be announced later. 


National Tool & Findings Co., 387 
Charles St., Providence, R. |L., is now 
a division of Raw Fastener Co. and the 
Raw Findings Co., both of 102 West- 
field St., Providence. It was sold to the 
Raw organization and will continue 
to operate at its Charles Street loca- 
tion under the direction of Samuel 
Bomes. The business was organized 
about 11 years ago by William A. Har- 
rison, Joseph DeFusco, Charles Stone 
and Mr. Bomes. 


On July 1, the firm doing business as 
Pickering Jewelers, Framingham, 
Mass., was sold by James L. Pickering 
to Robert P. Lowe, who has worked 
for the company for the last 10 years. 
The latter will carry on at the same 
location, 2 Arcade, as Pickering Jew- 
elers. 
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Attention-Getting Window Displays Seen at Basel Fair 


At the Swiss Watch Fair in Basel, 
Switzerland, this spring, visitors were 
shown an unusual group of attention- 
getting window displays, in addition 
to styling and technological innova- 
tions in modern timepieces. Assembled 
in one exhibition hall, the problem of 
displaying more than 160 lines of fine 
watches in a space no larger than an 
average city block was somewhat sim- 
ilar to that of retail stores in an aver- 
age American community ... each 
store window vying with one another 
for maximum attention and the pros- 
pect’s dollars. 

The Watch Pavilion displays at this 
26th annual Basel Fair were said to 
require even greater ingenuity than 
the usual store windows because all 


were devoted solely to fine watches. 


Subtle lighting on simple ensembles 
containing as few as six watch models 
enhanced the eye appeal of the win- 
dows and the merchandise displayed 
within. Visitors remarked that modern 
Swiss jeweled-lever watches, by na- 
ture of their styling and technological 
improvements, lend themselves to 
these modern, simple display tech- 
niques. 

Those drawing crowds at Basel can 
be duplicated by any retail jeweler at 
nominal cost. The accompanying 
photographs illustrate some of these 
techniques which were used to dis- 
play the products of the Swiss jew- 
eled-lever watch industry to best ad- 
vantage. 


SEEN AT WATCH PAVILION: Black wire outline of a carriage is the only 
decorative note used in this attractive display of men’s and ladies’ watches. 
Lower window features sports watches using modern shadow boxes, mannequins, 


wire and geometrically-cut board with sports props. 
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SALES TO 
RECORD PROFITS! 
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flame! 


DOWNWARD 


UPWARD 


SIDEWATS 





Cash in on BEATTIE NATIONAL 
ADVERTISING ... bigger... more 
effective than ever. Here are your 
exclusive Beattie selling features: 


@ The ONLY Lighter with 
patented jet flame! 
@ A necessity to all pipe 


smokers, 


@ Essential accessory for 
Sportsmen, 


@ Greater gift-appeal than 
any non-jet lighter, 


Now priced to retail from 


"4° +, °49 


lor your across- 
the-board market! 








DISPLAYS, AD MATS, TV FILMS om request 
Local cooperative advertising available, Write 
FODAY for price list and full details, 


BEATTIE JET PRODUCTS, INC. 


19 East 46th S., N.Y. 19, LY. © Dept. J 
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MAKE MORE 
MONEY! 


Easy-selling NASH | 
automatic lighters | 


® LIFETIME Guaranteed | 
%& DYNAFLEX Sparking Action | 


We cordially invite you to visit 
our NASH displey 
et the ANRJA Convention 
and Trede Show-— 
Waldort-Astoria— 
August 26-30 


Displey Spece #119 

















You make more sales with these 
low-in-price, high-in-good-looks cig- 
aret lighters you gein lasting 
goodwill of customers. The phe- 
nomenal success of NASH Superior 
Quality Automatic Lighters is a 
matter of record. 


Sold exclusively through 
wholesale distributors 


Serving America’s Greatest Names 
in the Jewelry Field 


NASHVILLE, TENNESSEE 
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MODERN TECHNICAL SUPPLY CO. 
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22 Student-Employees Complete Training Program 










AWARDS: Dr. Michael F. Walsh, Rhode Island commissioner of education, (sec- 
ond from right), presented certificates to 22 student-employees who completed 
various phases of the training program sponsored by the Manufacturing Jewelers 
& Silversmiths of America, Inc. Head table guests at the third annual Voca- 


tional Education Awards banquet, 


held in Providence, were (from left): Dr. 


James L. Hanley, superintendent of Providence public schools; Howard H. Sweet, 


association president; 


education committee and master of ceremonies at the banquet; 
R. I. state director of vocational education; 


Isadore Paisner, chairman of the association's vocational! 


F. Sheldon Davis, 
Dr. Walsh, and George R. Frank- 


ovich, executive secretary of the Manufacturing Jewelers and Silversmiths of 


America, 


Watch Controversy 
(from page 218) 


| Swiss watch movements should come 


under U. 8. tariffs. 

DECEMBER -JANUARY, 1956 
American watch manufacturers ask 
added government aid. 

FEBRUARY-MARCH, 1956—Treas- 


ury Dept. rules that imported Swiss 


movements, with adjustments inherent 
in their manufacture may be brought 
into this country without extra duty, 
thus qualifying its ruling of March, 
1955. 

JUNE, 1956—Special congressional 
sub-committee holds hearings on “es- 
sentiality” question. 

JULY, 1956—A bill that would im- 


pose an $8.00 processing or “upjewel- 


ing” tax on imported watch move- 


ments, is stalled in House Ways and 
| Means Committee. 


JULY, 1956—The Swiss govern- 
ment formally asks the United States 
to rescind its 1954 decision which in- 
creased duty on Swiss watches by an 
estimated 50%. 

JULY, 1956 — The Office of De- 
fense Mobilization continues review 
of complete “essentiality” question 
and may report to the President by 
September first. Meanwhile, the U. 5. 
Tariff Commission plans to present 
review of imported watch picture to 
White House. 


Ine. 


° THE SOUTH ° 


Irby L. Grady, who was engaged in 
the retail jewelry business in Jack- 
son, Tenn., since 1905, died recently 
at the age of 93 years. Mr. Grady was 
born in Miami, Mo., and was gradu- 
ated from the University of Missouri 
at Columbia. He opened his first jew- 
elry store in 1886. He is survived by 
two sons and a daughter. One of the 
sons, Walter V., has been associated 
in the business with his father. 


Peacock’s Jewelers, Inc., recently 
opened another retail jewelry store at 
3724 Ringold Road, Chattanooga, 
Tenn, 


W. H. Leonard & Sons, retail jewel- 
ers, have moved into their newly re- 
modeled store at 214 South Main St., 
Salisbury, N. C 


Vaughan’'s Jewelers have re-opened at 
their former place of business, 16 
West North St., Greenville, S. C. Al- 
bert T. Vaughan, owner-manager, will 
be in charge of the business which 
was founded in 1913. After being 
located on Main St., for many years 
the firm moved to 16 North St., and 
after 20 years at that address the 
business was sold about a year and 
a half ago and moved to a new loca- 
tion. 
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Watchmakers Premier Brilliant New Models at Pierre 





Stars of The Watchmakers of Switzerland's 
Hotel Pierre were these new creations. From the left, a finely styled Swiss watch with 
musical alarm and highly visible dial; a unique jeweled-lever timepiece plays musi: 


+ Pe 


Fashions in Time” show in New York City's 


serves aos a key ring and is a dependable time keeper; a petal-like arrangement of 


baguette diamonds frame an 


Revealing a trend in smaller and 
covered-dial wrist watches for wo- 
men, and thinner cases with a wider 
variation in color dials for men, The 
Watchmakers of Switzerland recently 
premiered more than 200 new time- 
pieces to reflect the world’s fashions 
in time before more than 200 editors 
attending Press Fashion Week. 

A broad hint was present, too, that 
more gem-enc «sted watches with 
matching gold wuesh bracelets will 
greet style-cotinious American wo- 
men in the coming seasons. Men’s 
watches have not only solidly entered 
the realm of fashion but have been 
broadened to include many special- 
feature models for professional and 
casual use. 

Nor were the teenagers overlooked 
by the Swiss. Whirling dials, bright 
straps, finger and lapel timepieces 
and many other gay models were 
shown for the young set. 

This eye-arresting collection of the 
latest watch creations was unveiled 
as an opening feature of Press Fash- 
ion Week in the Penthouse of the 
Hotel Pierre. The watches were mod- 
eled along with the latest in dress 
fashions, illustrating that timepieces 
are jewelry designed and can be had 
to match or complement every mode 
of dress and occasion from morning 
to the bewitching evening hours. 


tigin Elects 2 New Directors 


At the Elgin National Watch Co. 
annual meeting on June 27, two new 
directors were elected: Dr. Haldon A. 
Leedy, director and vice-president of 
Armour Research Foundation of the 
Illinois Institute of Technology; and 
Herbert R. Stratford, executive vice- 
president of Morton Salt Co. Sterling 
Morton retired as an Elgin director 
after 25 years. 

All other officers and directors were 
re-elected. 
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unusual evening watch in white gold. 


Lane’s Opens in Utica, N.Y. 


Lane’s Jewelry and Gifts, a new 
store, will be opened in Utica, N. Y., 
by Harry N. Savett. The shop will 
be located in the North Utica Shop- 
ping Center. 

Nationally advertised jewelry, lug- 
gage and appliances will be offered, 
including imported gifts. There will 
also be a repair department fo 
watches, jewelry, shavers, pens and 
cigarette lighters. 


THE GOLDEN 
GIAGLI 








Merchandise That Moves 
With a Profit 


CALART'S artificial flow- 
ers, fern, fruit, and foilage are 
so breathtaking in their true- 
to-nature realism and beauty 
that they sell on sight. Over 
300 selections... 
tential profit-maker for YOU, 


each a po- 


Send for new catalog with 
color illustrations now or visit 


your nearest CALART show- 


room. 


CALIFORNIA ARTIFICIAL 
FLOWER CO. 


400 Reservoir Ave. 
Providence, R. |}. 
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GOTHIC 


Knights of Columbus 


Rings of Beauty 


A fine series 
of new designs 
in a wide price 

range, also 

many styles 


for diamonds 
is Copyrighted 


Memorandums handled promptly 


Kinsley & Sons Inc. 


Jewelry Manufacturers 


407 WN. 8th St. Lowis 1, Mo. 








IN THE 
LIGHTER 
VEIN 


Leonore Dosktow 
encases a lighter 
in satin-smooth 
sterling silver; 
mounts Wf on a 
contrasting biack 
base ond adds a 
final touch with a 
B-letter mene. 


ram. 

$15.00 heystone 

On display at— 

N.Y. Gift Nag Room 606. N.Y. Trade Show Bid 

AN R. Jewelry Show, Spece 2279. Waldor 
Astoria Hote! 


LEONORE DOSKOW, INC. 


Montrose New York 








Whale, Case 


Ow work costs no more 
than ordinary work 


RPCKER-LIFCKMAN COMPANY 
29 Fast Madison Street, Chicago 5, Illinois 
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CHICAGO 


Members of the Illinois Watchmakers’ 
Association delved into the “Waltham 
Story” during the association’s June 
26 meeting at The Blue Note. Follow- 
ing the dinner that customarily pre- 
cedes the meeting a discussion was 
held on the history of the watchmak- 
ing industry in America and the early 
American watchmakers associated 
with the Waltham watch. The monthly 
meetings of the association will be 
resumed in September. 


Don Goldsmith, Goldemith Bros. 
Smelting & Refining Co., 1300 W. 59th, 
joined the ranks of Benedicts on June 
28. One hundred guests attended his 
marriage to Alice Preskill of Chicago, 
which was solemnized at the Standard 
Club, After a honeymoon touring the 
northwest Canada region, Banff, Lake 
Louise, Jasper National Park and 
other famed areas, the couple expect 
to be “at home” to their many friends 
after July 16. 


James Flateau, Don Juan Watch Co., 
20 FE. Madison, spent his vacation 
visiting his family in Los Angeles, 
and is now working his way back to 
Chicago calling upon his customers 
in the western territory. 


Elgin National Watch Company an- 
nounced that it will expand its re 
search division into a broad scale Re- 
search and Development Division to 
keep pace with diversification. The 
division will continue under the direc. 
tion of George G. Ensign. Dr. C. N. 
Challacombe was named assistant di- 
rector of the enlarged division and he 
will also hold the newly created posi- 
tion of development manager. The 
division will supervise research and 
development of products in Elgin’s 
West Coast plants. 


On June 29, after an 8-week absence, 
Mr. & Mrs. Frederick M. Gottlieb, 
Frederick M. Gottlieb & Co., 55 E. 
Washington, returned from visiting 
the diamond markets of Antwerp, 
Amsterdam, and a holiday in Italy. 
Mr. Gottlieb reports the diamond 
market as being very firm, especially 
on small and single cut stones of one 
carat and under, 

Mr. & Mrs. Sieg Gottlieb left by plane 
on July 6 on a two-month European 
trip. They plan to visit Portugal, 
Spain, Switzerland, Germany and 
Belgium. 


Mrs. Ruth Singer, stylist at Van 
Schyndle, Inc., 36 S. State, and her 
husband, Sheldon, are vacationing for 
two weeks in New York. 


Members and guests of the midwest 
chapter of the National Association 
of Watch and Clock Collectors en- 


joyed an afternoon visit on June 10 
at the home of the chapter’s president, 
Dr. Louis D. Minsk in Evanston. Dr. 
Minsk and Mrs. Yasseen gave a re- 
port on the proceedings of the asso- 
ciation’s recent convention in Phila- 
delphia. Members and guests were 
then invited to view the Minsk col- 
lection of early American clocks by 
Jerome, Willard, Eli Terry and Ives, 
and a large assortment of very un- 
usual clocks which included bee-hive, 
wagon spring, banjo, grandfather, 
grandmother, granddaughter, striking, 
alarm, chime, l-day, 8-day, 30-day, 
400-day, terrestrial globe, acorn, 
swinging ball, carriage, wooden works, 
strap brass works, wag-on-the-wall, 
calendar, ship-bell, spring and weight 
driven timekeepers. 


Lawrence C. Burbury of Bartlett, IJI., 
manufacturing staff advisor of the 
Elgin National Watch Co., retired on 
July 1 after 50 years of service. Be- 
ginning his career in watchmaking as 
an errand boy 16 years old for 50 
cents a day, he moved steadily up to 
become factory superintendent. 


L. C. BURBURY 
Elgin 


To meet the otherwise prohibitive cost 
of advertising space in the metropoli 
tan newspapers, a group of five Chi- 
cago retail jewelers have banded to- 
gether to advertise and buy coopera- 
tively under the name of Famous 
Brands Jewelers, Inc. The five are 
Martin Jewelers, 214 8S. State; Nor- 
man Jewelers, 6355 S. Halsted; Phil- 
lips Jewelers, 1429 Milwaukee; New- 
marks Jewelers, 1607 W. Chicago; 
and S. D. Slavin Jewelers, 4158 W. 
Madison. Three of the jewelers have 
multiple units, which makes a total 
of eight stores in the organization. 
Each jeweler and store retains its 
individual identity in all aspects other 
than the cooperative advertising. The 
stores are in different sections of 
Chicago, and none conflict in trading 
area. Up to the present time they 
have used only the four metropolitan 
Chicago dailies, but are currently 
working on plans for radio and tele 
vision advertising 
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Executive Appointments 








William Plafson, a veteran of the 
jewelry industry, has been named 
sales manager of L. Luria & Son, 


Inc., distributors. In addition to han 
dling the duties of this position, Mr. 
Plafson will head a new Luria service 
for jewelry retailers in the Southeast, 
planning in-store promotions, store 
modernizations and advertising pro- 
grams. 


Chester C. Holloway has been elected 
vice-president in charge of product 
planning of Parker Pen Co. Mr. Hol- 
loway was formerly director of re- 
search and development for the firm. 
In another board action, Robert E. 
Burmeister, internal auditor, was 
elected assistant treasurer. Other 
Parker promotions announced simu! 
taneously involved Frank E. Suther- 
land, former credit supervisor, who 
was named credit manager; and John 
D. Wemstrom, who was appointed of- 
fice manager. 


Admiral Arthur D. Struble, USN (re- 
tired), has been appointed special ad- 
the Hamilton Watch Co., 
Lancaster, Pa. Admiral Struble will 
concentrate his efforts in the plan- 
ning of Hamilton’s military, research, 
development and production program. 


viser to 





ADMIRAL ARTHUR D. STRUBLE 
On July 2 of this year he retired 


from his position as chairman of the 


United Military Delegation to the 
United Nations. Until that date he 
served also as Commander of the 
Eastern Sea Frontier and Com- 


mander of the Atlantic Reserve Fleet. 
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The appointment of new executives 
has been announced by the Sessions 
Clock Co., Forestville, Conn. Douglas 
A. Lapham is named vice-president 
and will continue to be responsible 
for the overall marketing of the Ses- 
sions products in the United States, 
Canada and abroad. Mr. Lapham 
joined the firm as manager of its 





D. A. LAPHAM H. L. REYCROFF, JR 


Cc. 8. MYERS 





clock division in 1952. Harlan L. Rey- 
croft, Jr., has been appointed assis- 
tant to the marketing manager. Mr 
Reycroft was formerly field sales 
manager. He joined Sessions in 1952, 
having come from General Electric 
where he served as product service 
manager. Clifton B. Myers is named 
district manager for the New En 
gland territory with headquarters in 
Boston. Mr. Myers was formerly New 
England sales representative for 
Corning Glass Co. 


Irving W. Cheskin, business economist 
and formerly executive secretary of 
the Jewelry Research Foundation, has 
been named sales administration man- 
ager for the Gruen Watch Co. Mr 
Cheskin will be located in New York 
in the new corporate offices of Gruen 
on the 34th floor of the Internationa! 
Building, Rockefeller Center. He was 
associated for several years with the 
Longines-Wittnauer Watch Co. as an 
executive in the sales and advertising 
departments of that company. Assis 
tant to Mr. Cheskin in his new post 
will be Mitchell Walters who recently 
(Please turn to page 231) 
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DIAMONDS 


Important single stones in 
fancy and round— 

rare colored diamonds 

of natural color 

write, wiré or phone 


MARTIN |. HARMAN 
36 W. 47 St., N.Y. 36, NY, 
Plaza 7-2646 
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Engraved Wedding Invitations 


prepared for these 


CUSTOMERS of the JEWELER 


whe want the | 


FINEST in QUALITY 





Here 6 additional money for you, plus the 
satisfaction of dowmg » complete job for your 
most particular customers 1 you wish to take 4 
orders for Wedding lnwitanons. Thank you ) 
Notes, etc. send for our distinctive erder j 
taking Sample Book today 


WILL ECKER & CO. 
414 w. TWELFTH BLVD 
sf 1ouls 1, moO 
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THE 


D. JACOBS SONS CO. 


325 E. Central Pkway. 
Cincinnati 2, Obie 


“Serving you since eo te 


DIAMONDS 


ALL NATIONALLY ADVERTISED 
JEWELRY & APPLIANCE LINES 
Members 
AMERICAN GEM SOCIETY 
julius D. jacobs, jr. Cert. Gemologist 














HARRY GREENWOLD 
WALLENSTEIN-MAYER CO. 


31 E. Fourth Street, Cincinnati 2, Ohie 


Distributors 
Diamonds 


Silverware Clocks 
Electric Shavers Appliances 


55 Years of Service Plus 


Write for our 1956 Red Book 


Jewelry 














Jack yarriton 


JEWELRY DESIGN 
SERVICE TO THE TRADE 


® (See designs in this issue on page 122) 


Designer of many award-winning pieces. 
Immediate attention given requests for 
suggetiod sketches to solve your stock 

qgning problems or special order 
remount designs for customers’ stones. 


42 West 40th 31., New York 246 
Judson 6-0697 











Wented te buy: Sliverwere—Gold and plated 
jewelry—old costume jewelry, Watches—move- 
ments — wotch bands, any kind, any type, in 
any condition. Diamonds any tind or size. 
Gems and semi-precious stones. Gold Scrap— 
Piatinum—filied and plated screp. No consign- 
ment toe lerge or toe smell. Our check sent 
immediately. Your consignment will be heid 
infect fer 10 days, sublect to your epproval of 
our check. References: Whitney Neatione! Bent, 
Mor Srench, New Orleens, La. Netiona! 
Jewelers Board of Trade: Dun and Bradstreet 


ANTIN’'S 
114 BARONNE ST., NEW ORLEANS 12, LA. 
Established 1916 
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#4) CINCINNATI! 


Following an annual custom, sales- 
men for the local wholesale and manu- 
facturing firms started their Fall sell- 
ing trips in mid-July, but if the steel 
strike continues through August, as 
generally predicted, it is expected 
to delay the bulk of Fall buying by 
retailers until after Labor Day. 


About 130 members and guests of 
the Cincinnati Wholesale & Manufac- 
turing Jewelers Association enjoyed 
the organization’s annual outing on 
June 12 at the Ryland Country Club. 
While Clarence Loeb, long-time chair- 
man of the entertainment committee, 
had arranged a varied sports pro- 
gram, practically all of the interest 
was centered on golf. 


Arrangements for a cocktail party 
to be staged during the annual con- 
vention and regional jewelry show of 
the Ohio State Retail Jewelers Asso- 
ciation over the Labor Day week end 
in, Netherland Hilton Hotel, have been 
completed by Herbert C. Schwab & 
Sons, Inc., and Clarence Loeb of Lit- 
win & Sons, Inc. Mr. Schwab is 
chairman of the finance committee, 
and Mr. Loeb is chairman of the en- 
tertainment committee of the Cincin- 
nati Wholesale & Manufacturing Jew- 
elers Association, which is sponsor- 
ing the cocktail party, to be held this 
year on the evening of Sept. 3. 


Mid -Summer local! vacationers in- 
cluded Mr. and Mrs. Carl Martin, 
owners of the B. David Co., manu- 
facturers, 2508 Vine St., to Kansas; 
Vietor Youkilis, of the Victor Corp., 
manufacturers, 205 East Sixth St., 
to Williamsburg, Va.; Albert Huber 





of Schira Bros., manufacturers, 434 
Elm St., to Mexico; Roy Benehel, as- 
sistant foreman, production depart- 
ment at Litwin & Sons, Inc., manufac- 
turers, 114 West Sixth St., to Florida. 


E. & J. Swigart Co., jewelers’ supplies, 
34 West Sixth St., held a salesmen’s 
meeting recently at the Cincinnati 
Club, Out-of-town salesmen present 
included R. J. Hardin, St. Petersburg, 
Fla., and C. A. Warren, Knoxville, 
Tenn. Eugene Swigart, president of 
the firm, spent the first week in July 
at Travers City, Mich., where his wife 
opened the Cherry County Playhouse, 
a Summer theatre, for its third sea- 
son. 


Richard K. Trowbridge, certified gem- 
ologist, formerly with Wright, Kay 
& Co., Detroit, Mich., is now head of 
the diamond department of the Frank 
Herschede Co., retailers, 8 West 
Fourth St. He succeeds William 
Toensmeyer, who retired after 28 
years with the store. 


Julius D. Jacobs, Jr., president, and 
Marian Jacobs Effron, vice president, 
D. Jacobs Sons Co., wholesalers, 325 
East Central Parkway, were recently 
on a buying trip in the East. Paul 
Sack, a new salesman for the firm, 
will cover eastern Kentucky and Ten- 
nessee, replacing Ray C. Ejibel, who 
has been transferred to the southern 
territory. 


After having operated a retail store 
at 3936 Spring Grove Ave. since 1922, 
Al Schneider retired July 1, turning 
the business over to his sons, Al, Jr., 
who has worked in the store for 21 
years, and Jack, for 13 years. 


Providence-Attleboro Jewelry Manufacturers 
Optimistic Over Heavy Autumn Production 


With the vacation season conclud.- 
ed, jewelry manufacturers in the 
Providence-Attleboro area have set 
tled down to what they believe wil! 
be a big Fall production period. 

Optimism has seldom run as high 
as in recent weeks. Already there 
are fears that workers may be hard 
to find in another few weeks. 

In anticipation of a labor shortage, 
particularly experienced girls, some 
firms added to their staffs even prior 
to their July plant vacations. 

The situation created serious think- 


ing about the untimely Summer vaca- 


tion period. Previously plant closings 
in July were welcome, but now Fall 
lines are designed earlier and pre- 
sented to the wholesalers for ap- 
proval in May. 

The result has been that plants 
have become busy making sample ord- 
ers in late May and early June, and 
just when the re-orders start to ap- 
pear, vacation time rolls around. 

Heard more this year than ever be 
fore have been the wishes of many 
manufacturers that the vacation pe 
riod might come at a more opportune 
time. 
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joined Gruen after extensive sales 
and dealer experience in consumer in- 
dustries. 


Richard T. Arnold, representative 
of Hamilton Watch Company to 
jewelers in the Boston area, has been 
appointed assistant to the vice-presi- 
dent (marketing) in the Lancaster 
offices. 


eee a 
Lae 


RICHARD T. ARNOLD 
Hamilton Watch Co. 





George Klimt, of Chicago, has been 
appointed to the newly created posi- 
tion of field sales manager for Ansco, 


photographic manufacturing di- 
vision of General Aniline & Film 
Corp. In his new position Mr. Klimt 
will execute marketing plans in the 


the 


field; organize, train and supervise 
field sales personnel and coordinate 
and direct Ansco’s sales service ac- 
tivities. 


Don Crews has been appointed vice- 
general manager of 
Schick Service, Inc. It was also an- 
nounced that O. A. Petty, formerly 
vice-president in charge of sales, has 
been made a member of the board of 
directors and vice-president and assis- 
tant to the president of Schick, Inc. 
M. James Butler, formerly field sales 
manager, was promoted to general 
sales manager, taking over all the 
former responsibilities of Mr. Petty. 


president and 


Paul Garrity, formerly Eastern dis- 
trict sales manager, with headquar- 
ters in New York, was promoted to 


field sales manager. 


J. E. Hugo has been named manager 
of distribution of the Westinghouse 
portable appliance division, Mansfield, 
Ohio. He is a veteran of 36 years 
with Westinghouse. 


Joseph F. Walsh has been appointed 
advertising director of Gordon Jew- 
elers, Houston, Tex. Formerly Mr. 
Walsh was the advertising adminis- 
trator for Kay Jewelry Stores in 
Washington, D. C. 


Morris Corp. Gives Awards At Anniversary Banquet 


The Norman M. Morris Corp., U. 5. 
distributors of Omega watches, cele- 
brated its 32nd anniversary on June 
22. The was marked by a 
banquet at the Savoy-Plaza hotel in 
New York. 

The banquet, which was attended by 
all Morris enployees, salesmen and 
executives, coincided with the climax 
of the annual Omega sales convention, 
during which the fall line was 
previewed and an expanded advertis- 
ing program was 


occasion 


new 


announced, 

At the banquet, numerous service 
awards made. Robert Pliskin 
received a trip to Europe as Omega 


were 


“Salesman of the Year.” Edward L. 
and Norman M. Morris received 
diamond - studded pins for over 30 


years of service, and Max 8. Green- 
wald, sales manager, received one for 
25 years of service. 

Twenty-year gold service pins were 
awarded to Ray Schechter and Martin 
Silver. 

Those receiving 15-year pins were: 
Sina Klipstein, August Senhauser, 
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Martin Fortgang and Herman Kleli- 
man, 
Ten-year pins went to: Sylvia Hey- 


man, J. Ken Lewis, H. W. Rehfeldt 
and Nancy Ripollone. 





SALESMAN OF THE YEAR: Robert 
Pliskin (1) receives Omega award of 
European trip from Norman Morris. 











FREE! 


| MINIATURE BRONZE SHOE 


A wnique collector's item... @n 
replica of a baby shoe, gorgeously bronze- 
| piloted. it's yours free! rite for yours, or 
| attach this ad to your letterhead. 


exact 





Getting YOUR Share 
‘| — of Bronzed Baby Shoe Profits? 
This Display Is All You Need! 


Every mother in your town is a prospect! 
Baby shoe “-y is @ family tradition 

so join the thousands of jewelers aii 
over the country, who, for over a quarter. 
century have made big profits as Bron-Shoe 
dealers without one penny's investment 
in merchandise. Write for details today 


The BRON-SHOE Co. 


262 £. Broad %. Columbus, Obie 


























GLARANTEED 


Collection Syv stem 





SPECIAL 
OFFER 


WM. PETERS ASSOF 





HEADQUARTERS 
for Nationally 


| | Known Lines 
_Now in our own building with Greater 
Facilities for Better Service 





| SESSIONS WATERMAN EVANS 

| SEMCA. SEMCO SCHICK 
TELECHRON HAYWARD ee ag 
INGRAHAM LA TAUSCA 
VULCAIN REMINGTON OSTER 
ULYSSE NARDIN ALVIN TRAVELER 


TWILIGHT STAR DIAMOND RINGS 
and Many Others 
Catalog Twice Yearly © Ask for Yours Today 


JOSEPH HAGN COMPANY 


Wholesalers Since 1911 
325 West Medises Sireet, Chicago 6, Mino 
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“Cullmaster”” 
and 
“Big Back” 


The Names that Mean 
Trouble-Free, “No-Return” Sales 
in Cafflink Actions! 


NIASH 
CUFF 
MASTER 


Ask Your 
Manufacturers! 


Pat, Design 155,535. 
Pat. Construction 
2,472,958. (lnfringers 
will be prosecuted) . 


NIASH REFINING 
245 Seventh Avenue 


co. 


New York City 








MADDOCK & MILLER, INC. 


CROWN DUCAL Dinnerware FOLEY Bone China 
MASON'S Ironstone Ware IRISH BELLERE 
JOUN BESWICK, LTD. Ceramic Figures 


129 Filth Avenue, New York 3, N. Y. 














importers of 
a ~ ENGLISH CHINA 
and 
EARTHENWARE 
Steck and impert 


FOMDEVILLE & CO., INC. 
148 Sth Ave, New York (0, W.Y, 
4-01 04 














WEDGWOOD 


Bene Chine Dinnerwere, Queen's Were 
Jasper and Biack Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 fast 64th Street New York City 
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All officers of the Texas Watchmak- 
ers’ Association were re-elected at the 
ninth annual convention held recently 
in Dallas. Speakers at the meeting 
were Richard W. Slaugh, head watch- 
maker for the Hamilton Watch Co., 
Paul A. Tschudin, who heads the 
Watchmakers of Switzerland Infor- 
mation Bureau in New York, and 
D. W, Leverenz, superintendent of in- 
spection for the Elgin National Watch 
Co. Several hundred watchmakers 
from all sections of the state attended 
the meeting. 


The Allen & Caspersen jewelry store 
was moved from 912 Fannin St., 
Houston, to new and larger quar- 
ters at Lamar and Travis Sts., in the 
same city. 


The Mission Jewelers, formally open- 
ed their new building at 506 Main 
St., Houston, recently, with Harry 
Landsman as manager. 


Leopold Jewelers, new San Antonio 
retail jewelry store, has been opened 
at 5218 Broadway. The store, owned 
and managed by Leo Leopold, meas- 
ures 20 by 560 feet and is one of San 
Antonio’s most attractive shopping 
center establishments. 


Nathan Lackowitz, for the past four 
years associated with the Zale Jewel- 
ry Co., has been promoted to the posi- 
tion of assistant manager of the con- 
cern’s store at 400 East Houston St., 
San Antonio, 


Lewis Jewelry Store has opened in 
new and larger quarters at 112 Mills 
St., El Paso, Tex. 


Harry J. Miller of Miller Bros., Dal- 
las, has recenty returned from an 
extensive buying trip to Europe. 


The Trophy House has moved to a 
new location at 1603 Broadway, San 
Antonio. 


Ernest Mallery, 73, Tulsa, Okla., 
watchmaker, died recently in a Tulsa 
hospital. He had been in ill health 
several years. A widow and two sis- 
ters survive. 


Lewis Jewelers, of El Paso, Tex., has 
moved to larger quarters. Kenneth 
Latta, manager of the store, has 
stated that the new location will en- 
able Lewis to add a modern optical! 
department and a new gift depart- 
ment to its services. 


The following jewelry companies have 
been incorporated in recent weeks, 
records in the Secretary of State’s of- 
fice here show. Gordon's Jewelry Co. 
of Dallas, Dallas; Gordon’s Jewelry 
Co. of Oak Cliff, Dallas. 


) 
SOUTHWEST il 


Black's Jewelry, of Glendale, Ariz., 
opened its new store on June 1. It is 
housed in a completely remodeled and 
redecorated building. 


The E. L. Walter Jewelry Co. has 
formally opened its remodelled store 
at 128 East Main St., Fredericsburg, 
Tex. 


Ernest Jahn, formerly watchmaker 
for the McNeel Jewelry Co., has open- 
ed Jahn’s Jewelry and Gift Shop at 
2027 Goliad Road, San Antonio, Tex. 


Mrs. Clara Mae Stuhr, wife of Henry 
Stuhr, Jewelry department manager 
at Kerr’s Department Store, died re- 
cently at her home in Oklahoma City, 
Okla. Her father is B. C. Clark, Okla- 
homa City jeweler. 


Charles Bohiman, president of the 
Valley of the Sun Watchmakers Club, 
has announced that the organization 
will meet twice monthly in Phoenix, 
Ariz. Harry Stamler, 17 E. Main 
St., Scottsdale, Ariz., is secretary of 
the club. 


Robert W. Beaty, 51, jeweler, Okla- 
homa City, Okla., died recently in 
Wesley Hospital in that city. He was 
associated with his brother Jeff W. 
Beaty, who has a jewelry store at 
2528 §S. Robinson St. In addition to 
his brother, the deceased is survived 
by his widow, two sons and two 
daughters. 


Roy H. Henson recently opened a jew- 
elry store in the Green Building, 
Prague, Okla. 


The O. C. Tanner Co. held open house 
before opening its new factory at 
1930 South State St., Salt Lake City, 
Utah. The office of concern is also 
located in the new building where 
the Tanner concern will make school, 
fraternity and other jewelry. 


Charles Purdom, known in horological 
circles throughout the country, heads 
the new WatchMaster Watchmakers’ 
Clinie opened recently in the Good- 
rich Bldg., Phoenix, Ariz. Clinic will 
be held daily, except Saturday, from 
9 a.m. to 4 p.m., with special classes 
on Monday and Friday nights. Vet- 
erans and students are invited to at- 
tend the clinic for the study and prac- 
tice of watch-rating and analysis of 
watch troubles. 


Nolen Jewelry Co., 815 Capitol Hous- 
ton established in 1918, is undergoing 
an expansion program which has 
added a new entrance at 616 Travis 
and has more than tripled the size 
of the original store. The remodeled 
location has 6500 square feet. 
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WMDAA Officers Elected at Recent Annual Convevtion 








SEEN AT CHICAGO CONVENTION: Officers and directors of the Watch Ma- 

terial Distributors Association of America pose for group photograph at the 

recent annual convention of the association in Chicago. In front row (l-r) are 

Pierre Borel, vice-president; E. L. Endman, president; and Nat Moss, vice- 

president. Standing (l-r) are directors Max Fargotstein, Hoyt M. Dob's, Jr., 
Harry Nest, and James O. Trader. treasurer. 





Wisconsin RJA Elects New Officers and Directors 





7 


POSE FOR GROUP SHOT: The newly elected officers and directors of the 
Wieronsin Retail Jewelers Association, which convened in Madison recently, 
pose for camera. Seated (|l-r) are Henry Spiegel, Manitowoc, vice-president; 
Clyde J. Cauwenbergh, Green Bay, president; and E. J. Waldhier, Beaver Dam, 
treasurer. Standing (\-r) directors Harmon McCarthy, Neenah; Nels Anshus, 
Menomonie; Milt Dalin, West Allis; Harry T. Blum, Madison, retiring president; 
Chet Hubbard, Kenosha; Art Hentschel, Milwaukee; and Charles Cumicek, Sey- 
mour. Ben Heald, who was not present when photo was taken, was reelected 
executive secretary. 
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INVESTMENTS 
For casting gold, 
silver, platinum 
and other non- 
ferrous metals. 





SURGICAL BLADES 


AND HANDLES 


Blades and han- 
dies for heavy 
and fine cut- 
ting of rubber 
molds. 
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STEEL FLASKS 
Sheet 18-8 Stain- 
less steel. Avail- 
able 2”" o.d, 
up and heights 
2%" up. Rub- 
ber sprue bases 
stocked ir all 





WAXES 
Waxes to meet 
all your pattern 
requirements. 


sizes. 
on 











CRUCIOLES 
Gold, Silver and 
Platinum casting 
crucibles for all 
standard jewelry 
casting units. 
Crucibles also 
available for 
melting. 








We can offer you prompt deliv- 
ery on our complete line of cast- 
ing supplies including equipment 
materials and accessories, You'll 
save time, paperwork, and money 
when you utilize our complete 
one source of supply. For com- 


plete details - 


Write for CATALOG #52 
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DIAMOND 
RING 
SALESMAN 


to sell as side line, powerful 
proven diamond ring pro- 
motions for the credit jewel- 
er, All correspondence held 
in the strictest confidence. 


ADDRESS "M., 2201" 
CARE OF JC-K 
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Chatham Research Laboratories 
70~i4th St. Son Francisco 3, Callforale 
Exclusive Growers of 


Chatham Emeralds 


. US. PAT. OFF. 
The Only Cultured Emeralds 
Available in the World 











meet COAST 


Members of the Southeast Ketail Jew- 
elers Association listened to a talk on 
the importance of advertising by 
Philip K. March, LIFE magazine rep- 
resentative, at their recent meeting. 


Harry A. Winning formerly associated 
with The Ball Co. of California was 


recently appointed representative for 


Samuel Kirk & Son, Inc., silversmiths, 
Baltimore, Md., in the 11 western 
States. 


Robert Mendelson, manufacturers’ 
representative for Jacques Kreisler 
Mfg. Co., moved from 1338 South 


| Cochran, Los Angeles, to 19429 Friar 


St., Reseda, Cal. 


Plummer’s Jewelry Store, 1536 Sunset 
Bivd., Los Angeles, has been pur- 
chased by Arthur Salter. 


William W. Straka, formerly the 
owner of a jewelry manufacturing 
business in North Hollywood, opened 
a new store, Straka Jewelers, at 17064 
Ventura Bivd., Encino. 


Ruth Sloan, giftwares, announced the 
new location of her Los Angeles show- 
room, at 520 West 7th St. 


Peter Gluckmann, watchmaker at 61 
Lick Pack, San Francisco, is on a two- 
month air tour of England, Europe, 
Africa, and South America. Mr. Gluck- 
mann is flying his own 190 Cessna 
plane with a 240-horsepower engine. 
He is no stranger to air travel, how- 
ever, having crossed the Atlantic in 
1953 flying a 90-horsepower single- 
engine plane. His first goal was 
England for a visit with his parents, 
after brief stops in New York, Green- 
land and Iceland for refueling. Com- 
bining business with pleasure, he plan- 
ned to visit some of the European 
markets, then swing homeward 
through Africa and South America. 


Budd Rosenberg of Gensler-Lee Jew- 
elers, 278 Post St., San Francisco, was 
guest of honor at a dinner party given 
by his associates, May 17. The occa- 
sion was the celebration of his 35th 
year with the company. Mr. Rosen- 
berg was presented with an old 
Chinese gold Buddha to add to his 
collection of Oriental art. 


A second store was recently opened 
by David 8. Lockhart at 518 San Mateo 
Ave., San Bruno. Mr. Lockhart’s other 
store has been located at 299 Broad- 
way, Millbrae, for the past nine years. 
His wife, Rose Ann, shares in the 
operation and management of both 
stores. Watchmaker for both stores 
is Robert Glasgow who formerly had 
his own business in Upper Lake. 


The Jewelry Manufacturers Associ- 
ation of Northern California an- 
nounces that it has changed its meet- 
ing night from the second Thursday 
of the month to the second Tuesday of 
the month. The place, however, will 
remain the same— Elks Club, 456 
Post St., San Francisco. 


Cook Jewelers, owned by George M. 
Cook, has opened a second store on 
Fourth St., Gonzales. His store on 
East Alisal St., Salinas, has been in 
operation since 1948. Mrs. Cook will 
operate the Salinas store while Mr. 
Cook runs the Gonzales store. 


Fred Ziegler died unexpectedly of a 
heart attack on May 25 at the age of 
44. For the past four years, Mr. 
Ziegler had been the watchmaker for 
Ed Tigges, 5847 Gerry Bivd., San 
Francisco, He is survived by his 
widow, a 14-year-old son, his father, 
and a brother. 


Windsor Jewelers, who have been 
located at 4431% West Slauson Ave., 
Los Angeles, have moved to larger 
and more modern quarters at 4423% 
West Slauson Ave. The store owned 
by Richard N. Bohl, is equipped with 
new fixtures and occupies double the 
space the firm had in its old quarters. 


John F. Holland, representative for 
McGraw Box Co.'s line of tarnish- 
proof chests and Mueck~-Cary Co. 
silverware manufacturer and West 
Coast distributor of Pacific cloth 
wraps, bags, and rolls, moved to 6437 
Benvenue Ave., Oakland 18, Cal. His 
former address was 2731 Prince St., 
Berkeley. 


Burnett Bros., jewelers, Seattle, are 
among nine firms included in the new 
$10 million University Village shop- 
ping center to be located at 25th Ave- 
nue Northeast and East 45th Street. 
The next meeting of the Seattle Jew- 
elers Club, Inc., will be held in the 
fall, according to Dave Lombardo, 
executive secretary. 


René Block, with Dan Marx & Co., 
jewelers, 511 S. W. Broadway, Port- 
land 5, Oreg., recently returned from 
a buying trip in Europe. 


R. P. Mitchell, retail jeweler formerly 
located at 730 Washington St., Oak- 
land, for 10 years, has moved to 
larger quarters at 705 Broadway. 


William Coleman, jeweler 1517 Third 
Ave., Seattle, Wash., was recently 
elected vice president of the Chief 
Seattle Toastmasters’ Club. 
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COMING 
EVENTS 
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4-8—Buffalo Gift Show, Hotel Stat- 
ler, Buffalo, N. Y. 

5-7—Original Inland Empire Gift 
Show, Davenport Hotel, Spokane, 
Wash. 

5-8—Western Merchandise Exhibi- 
tors Association Show, Civie Audi- 
torium, Sheraton-Palace, St. Francis 
and Sir Francis Drake Hotels, San 
Francisco, Calif. 

12-15—Western Merchandise Ex- 
hibitors Association Show, Public 
Auditorium, Plaza and Benson Hotels, 
Portland, Oregon. 

12-15—Kansas City Gift & Toy 
Show, Municipal Auditorium, Kansas 
City, Mo. 

12-15——Pittsburgh Gift Show, Wil- 
liam Penn Hotel, Pittsburgh, Pa. 

19-21—-Houston Gift & Housewares 
Show, Sam Houston Coliseum, Hous- 
ton, Texas. 

19-22—-Pacific Northwest China, 
Glass, Jewelry and Toy Show, Civic 
Auditorium, New Washington and 
Olympic Hotels, Seattle, Wash. 

19-22—Indianapolis Gift Show, 
Hotel Claypool, Indianapolis, Ind. 

19-22—-Mid-South Gift & Jewelry 
Show, Peabody Hotel, Memphis, 
Tenn. 

19-24—-New York Gift Show, Hotel 
New Yorker and Trade Show Build- 
ing, New York. 

20-24---225 Fifth Ave. Fall Market, 
225 Fifth Ave., New York. 

26-28—S pokane China, Glass, 
Jewelry and Toy Show, Davenport 
Hotel, Spokane, Wash. 

26-28-—St. Louis Gift Show, Stat- 
ler Hotel, St. Louis, Mo. 

26-29-—Ohio State Gift Show, Hotel 
Deshler-Hilton, Columbus, Ohio. 

26-29——Northwest Gift, Stationery 
& Housewares Show, Radisson Hotel, 
Minneapolis, Minn. 


26-30-—-American National Retail 

Jewelers Association, 5ist Annual 
Convention, Waldorf-Astoria Hotel, 
New York. 
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2.4..Qhio Retail Jewelers Associa- 
tion, Annual Convention, Netherlands 
Plaza Hotel, Cincinnati, O. 


2.4—Omaha-Midwest Gift Show, 
Paxton Hotel, Omaha, Neb. 
2-5—Miami Beach Gift, Jewelry, | 


Home Acces- 
Plaza Hotel, 


Stationery, Toys and 
sories Show, Roney 
Miami Beach, Fla. 
2-6—Allied Gift & Jewelry Show, 
Hotel Adolphus, Dallas, Texas. 

2-6 
Sheraton 
Mich. 

8-10—Michigan Retail Jewelers As- 


Cadillac Hotels, Detroit, 


sociation, Annual Convention, Hotel 
Pantlind, Grand Rapids, Mich. 

9-12—-Cleveland Gift Show, Hotel 
Statler, Cleveland, Ohio. 

9-13—-Boston Gift Show, Statler 
Hotel, Boston, Mass. 

9-13—-Parker House Gift Show, 


Parker House, Boston, Mass. 
16—Retail Jewelers Association of 
Missouri, Annual Convention, Gov- 
ernor Hotel, Jefferson City, Mo. 
16-19-——-Cincinnati Gift Show, Neth- 
erlands Plaza Hotel, Cincinnati, Ohio. 
16-19——-Denver Gift & Jewelry 
Show, Hotel Albany, Denver, Colo. 
23—-Connecticut Retail Jewelers As- 
sociation, Annual Convention, Waverly 
Inn, Cheshire, Conn. 
23-24—-lowa Retail Jewelers Asso- 


ciation, Annual Convention, Hotel 
Fort Des Moines, Des Moines, lowa. 
23-25-—Phoenix Gift & Jewelry 


Show, Hotel Westward Ho, Phoenix, 
Ariz. 

23-26 — Last-Call-For Christmas 
Gift Show, Biltmore Hotel, Los An- 
geles, Cal. 

23-26—California Retail Jewelers 
Association, Annual Convention and 
Trade Show, Biltmore Hotel, Los An- 
geles, Cal. 


Local Association Formed 
By Peoria Retail Jewelers 


The Peoria, Ill. Retail Jewelers’ 
Association has recently been formed 
by local merchants. 


Officers elected for the first year | 
are: Ernie Friedman, president; Far! | 


Jones, vice-president; William Larson, 


secretary; and James Garrott, treas- | 


urer, 


Meetings will be held the second | 


Wednesday of every month. 
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United Jewelry Show Date Set 


The United Jewelry Show has an- 
nounced that the Spring Show will 
be held from Nov. 11-20. 

Members of the executive committee 
are: finance, Jack Fleisig, Albert P. 
Marcello; rules and regulations, | 
Arthur C. Micallef, Everett M. Zola; 
room assignments and publicity, Ed- 
ward J. Deignan, Stephen Villari. 


Detroit Gift Show, Statler & 

















Ware 


NSS 


ce 1890 the World 


a 














| Selection 


Large 


tae 


have been offered ny 


WGI: 





“e 
4 Accuracy Counts‘ 


W rife Eel 


RACINE CATALOC 


Featuring if . a 


( >} ronograp? | for 


‘ 
pi cal i¢ rr 


GALLET TIMERS 
GUINAND TIMERS 


GALLET CHRONOGRAPHS 


g NALIN h LUMPANY, i 





by Henry B. Fried 
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In the first chapter on the Tissot Rotor, the iden- 
tification of the automatic winding parts, their 
names and how they were assembled to form a 
unit, were emphasized. The exploded view aided 
in understanding how this unit winds the main- 
spring. In this second article, the method of 
operation will be explained, together with the 
way some interesting features of this movement 
work. 


* Figure 4 shows an exploded view of the second 
intermediate wheel and will aid in understanding 
the slip-clutch operation of this unit. 

The pinion A fits loosely through the hole of 
the wheel B. However, the shoulder of pinion A 
must be driven friction-tight into the tube of 
the spiral spring-plate D. The spring-plate D 
has a pipe center which also fits loosely through 
the hole of the wheel B. Because the pinion A 
fita tight into the hole of plate D, the wheel B 
will be contained between the plate D and the 
leaves of the pinion A, and will be able to turn 
loosely between A and D. 

The spring-plate D is made up of two pieces 
joined to act as one. The lower piece is a disk 
with a pipe-center. The other piece, fastened 
tightly to it on the tube, is a spiral spring whose 
outer end is tapered so that the area at the outer 
end becomes triangular. 
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Fitting into this triangular area is a flat un- 
holed jewel C. The jewel C is perfectly round 
but very slightly domed on either side. The wheel 
B is recessed on its underside so that the spring- 
plate D and its jewel C fit into this recess. The 
underside and recess are shown by the reversing 
arrows at B. 

Figure 5A shows how this unit operates when 
the watch is manually wound. When the stem is 
turned, the crown wheel will be turned counter- 
clockwise. Since the pinion of the second inter- 
mediate wheel is enmeshed with the crown wheel, 
this pinion will turn clockwise. This is shown in 
the upper view. 

The spiral D being fastened to the pinion, also 
travels in the clockwise direction inside the coun- 
tersink of the wheel. The flat jewel C remains 
loose in the open triangular area as shown in this 
figure. Thus, the pinion and spring plate D can 
continue to turn in the clockwise direction while 
the wheel remains motionless. (Notice the space 
between the spiral and the wheel-recess wall). 

When the wheel itself is moved by the gears in 
the self winding train, it will also turn only clock- 
wise. This is shown in Figure 5B. The wheel is 
now turning counterclockwise. 

When the wheel itself is being turned clockwise, 
there is a slight drag upon the disc-jewel and this 
is carried into the smaller tapered area at the end 
of the spring, causing the spiral to spread. As this 
spring spreads out against the wall of the counter- 
sink of the wheel, the spring acts like a brake 
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FIG. 4. An expleded view 
of the second intermediate 
wheel which acts as the 
clutch wheel in the self- 
winding train. A is a pinion 
that fits loosely through the 
wheel B, but is friction-tight 

Fe in the tube of spring-plate 
D. The wheel B fits loosely 
between A and D. C is a 
slightiy domed jewel which 

4 : fite in the end area of the 
spiralied spring of D. The 
arrow shows the underside 
of wheel B with its recess 
into which the epring plate 
D fits with a little room be- 
tween the rim of D and the 


walle of the recess. 








SELF-WINDING WATCHES 


clamp against a drum and the wheel will carry 
the pinion and spring-plate along with it. 

The straight arrow points to the spring press- 
ing outward against the wall of the countersink. 
In this manner the wheel and pinion act as a solid 
unit, winding up the crown wheel and mainspring 
ratchet wheel. 

The upper view of Figure 5B shows how the 
jewel forced into the triangular area can spread 


FIG. 6A. When the pinion 
and spring plate D are turn 
ed by the crown wheel dur 
ing manual winding, the 
jewel C ia dragged towards 
the rim of the recess of the 
wheel. Both units are loose 
and the pinion can turn in 
dependentiy of the wheel 
In 6B—when the wheel turns 
by virtue of the power from 
the oscillating weight, i: 
drags the jewel (straight a: 
row) inward and this causes 
the spiral to spread out 
wards. This causes the spring 
to clamp against the recess 
of the wheel and the whee! 
will earry the pinion alone 
with it, acting as one. The 
upper right shows the 
spreading action of the 


disk-jewel in the spiral 
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the spring. Observe how the inner dotted line fol- 
lows the circumference of the spring-plate while 
the outer dotted line shows the extent of the 
spreading action. In actual practice, this action is 
very smooth and positive without any noticeable 
drag or slippage. 

To follow the action of the entire winding unit, 
refer to figure 6 which shows the movement from 
the top with part of the oscillating weight A cut 








FIG. 6 The self-winding mechaniem with part of the oscillat- 
ing weight eut away for better viewing of the parts. When 
the weight A falls clockwise, it carries the yoke B along with 
it. This causes © to engage with wheel FE. While the oscillat- 
ing weight gear B ie solid with the weight A, D, C and K are 
loose and can turn on their centers. The pivoted wheel E then 
turne the intermediate wheel F which turns the second inter- 
mediate wheel G and through ite pinion to crown wheel H and 
the mainepring ratchet wheel J. The stop-click L keeps the 
windings of the weight taut until the ratchet wheel J advances 


ene full teeth. 


away #o that the winding sequence might be 


viewed to better advantage. B is the oscillating ‘ 


weight gear which is solidly attached to the oscil- 
lating weight. 

The connecting wheel yoke D rides loosely on 
the pipe of the oscillating weight. Mounted on this 
yoke and straddling the oscillating weight gear B 
are the connecting wheels C and K. When the 
oscillating weight A turns clockwise, the gear B 
therefore turns with it, causing the connecting 
wheels C and K to turn counterclockwise as shown 
by the arrow. 

When the weight falls in the clockwise direc- 
tion, the action of the gear teeth of B pushes the 
wheel C and the yoke D with it so that the wheel 
C falls into engagement with the pivoted connect- 
ing wheel E which is part of the winding train 
and is contained between the train bridge and 
movement pivot-holes. 

This pivoted connecting wheel is then turned 
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in the clockwise direction. Since it is always en- 
meshed with the teeth of the first intermediate 
wheel F, it turns that wheel counterclockwise. The 
stop click L and its spring retain the windings of 
the oscillating weight gear and connecting wheels. 

The pinion of wheel F turning in the counter- 
clockwise direction and enmeshed with the second 
intermediate wheel G turns this in a clockwise 
direction. Figures 4 and 5A-5B show the function 
of the clutch mechanism inside the wheel. 

When this wheel is turned clockwise, this mech- 
anism causes its pinion to turn along with it. The 
pinion is engaged with the crown wheel H, turn- 
ing this in the counterclockwise direction. The 
ratchet wheel then is turned in the clockwise di- 
rection needed to wind up the mainspring. 

In this action, with the oscillating weight fall- 
ing in a clockwise direction, the connecting wheel 
K merely acts as an idler gear, serving no useful 


purpose. 
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the Eliminates hand cleaning (no pegging). 
first Saves time—eliminates complete disassembly. 


to display this 


symbol of progress 


AVAVAVAVAVAVAVAYICAVAY AC 
IENTIFIC WATCH CLEA 


s ( 


for : WATCHES Js 
prestige ULTRA-SONICALLY CLEANED BY 
and 

profit SILENT SOUND 


1,000,000 SOUND WAVES PER SECOND 


, 


. 
eee ee EER ee ee 


Write today for literature Nf VWVWV AY V / yh / 


r 
‘Hermes ea 13-19 UNIVERSITY PLACE * NEW YORK 3, N.Y. 
SONIC 


ror AuGuUsT, 1956 239 








A /)°o? 
< 2 ile 
WORK SH O P 


QUESTIONS 
and ANSWERS 


Question: Is there a good book 
that I can study that tells about 
chronometer repairs? I just got 


in a boxed chronometer that 
came off a ship and I want to be 
very familiar with this before 
I tackle it. G. F., Atlanta, Ga. 


Answer: There are many books 
which treat on the repairs of the 
marine chronometer but some of 
these are out of print and un- 
available. Current books avail- 
able are, Clock and Watch Mak- 
ing and Repairing, by Gazeley, 
published by D. Van Nostrand 
Co., or The Marine Chronometer, 
by Gould, obtainable only 
through the largest libraries. 
However, you may be able to 
obtain a book from the U. S. 
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Government Printing Office 
which treats of the repair and 
overhaul of the Hamilton Watch 
Company’s marine chronometer. 
It is called, Manual For Over- 
haul, Repair and Handling of 
Hamilton Ship Chronometer 
With Parts Catalog. 


Question: When I stake some 
staffs onto their balances, the 
balance hub cracks. What am I 
doing that could be wrong or is 
it the fault of the balance staff 
thatlam using? B.F., Jamaica, 
N. Y. 


Answer: I suggest that you use 
only genuine staffs in all of your 
repair work. Sometimes, imita- 
tion staffs are not correctly fin- 
ished or tempered or do not have 
the correct undercut for the 
riveting operation. If you are 
using genuine material, then 
your methods of staking these 
staffs may be at fault. 


Some staffs are undercut in 
such a manner that no round 
bottom punch is required to 
spread this over the hole of the 
balance. Use only a hollow flat 
punch for this operation. It will 
rivet and finish at the same time. 
Also, make certain that the hole 
in the staking die is neither too 
large, nor too small so that it 
pinches, or that the hole is dam- 
aged and the riveting strain is 
centered on just one spot in the 
staff balance seat. 

Also, it is better to tap a num- 
ber of times lightly, rather than 
one solid blow that may be too 
much. Test the security of the 
balance on the staff frequently 
while staking. 


Question: | would appreciate 
any information you could give 
me about a watch that has been 
in my family for several gen- 
erations. 

This watch is gold, face and 
all. There is a wreath around 


the face. This has three differ- 


ent colors of gold. The numerals 
are raised. The size is between 
16 and 18. It’s chain driven and 
key wound. Inscribed on the 
back of the watch is E. S. Yates 
& Co. Liverpool—No. 15380. On 
the back of the case is F. W. & 
Co. Herbert E. Prather, Union 
City, Pa. 


Answer: Your request for infor- 
mation about the Yates watch 
has caused me to look up the 
various records of makers of 
that period. 

There was an Ellis Samuel! 
Yates, a watchmaker of Liver- 
pool who operated the first quar- 
ter of the 19th century. 

From your description, it ap- 
pears that your watch was made 
nearer to 1825 or 1830. The va- 
rious hallmarks on your watch- 
case would have pinpointed the 
exact date of the watch case and 
the movement but that is about 
the time anyway that your time- 
piece was produced. It is typical 
of the watches made in England 
at that time. 

From the point of value, I can- 
not place a dollar and cents 
value on your watch as that 
varies according to the popu- 
larity and demand for timepieces 
such as these. What you may do 
is to advertise in the columns 
of the trade journals or write to 
Mr. Brandt, Montrose, N. Y., 
who edits the “Mart” of the Na- 
tional Association of Watch and 
Clock Collectors of America. An 
ad in such a publication might 
bring a number of offers that 
will give you some idea of its 
value. 


Question: Our jeweler has diffi- 
culty in getting a smooth, mir- 
ror finish when polishing flat 
pieces of sterling silver, such as 
discs used on charm bracelets 
and similar flat The 
rouge seems to cake up on the 
piece and causes streaks. The 
speed of the polishing motor is 


pieces. 
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3450 RPM. What steps do you 
recommend to correctly polish 
sterling pieces as described 
above? 

We have a man’s yellow gold, 
black onyx ring, with the trade- 
mark, a bird in flight, stamped 
on the inside. Kindly advise 
name and address of manufac- 
turer. H. Galperin Jeweiry Co., 
Charleston, W. Va. 


Answer: Polishing flat pieces of 
any type metal requires a spe- 
cial skill. The manufacturers 
and jewelers who do this sort of 
work perform this operation in 
the following manner: 

First the disk is applied to a 
wooden lap of circular design 
and about 6 to 8 inches in diam- 
eter and prepared with tripoli. 
After the disk has been prepared 
flat, it is washed and the opera- 
tion is repeated with white 
rouge. Red rouge will work but 
most everyone I have spoken to 
about this suggests the use of 
the white stuff. 

It is not as easy as it sounds 
because the disk must be applied 
to the lap with the fingers. This, 
of course, generates heat while 
the disc is applied and the pol- 
isher must be able to “take it.” 
Some jewelers use a clean cloth 
to hold the disk against the lap. 
This takes up some of the heat. 
Too much pressure should not 
be applied as this may cause the 
polishing material to burn into 
the disk’s surface. 

Perhaps the cause of your 
trouble might be that your mo- 
tor goes too fast. Some jewelers 
also use a metal lap but this re- 
quires even greater skill. 

As for the ring and bird in 
flight, I cannot identify this in 
any reference of trade marks of 
rings made in this country. Per- 
haps it might be a product made 
outside the U. 5S. A. 


Question: I have a large pocket 
watch, rather inexpensive. It 
has a pin lever escapement but 
my trouble seems to be in the 
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hands and the cannon pinion. 
The cannon pinion is very loose 
and I was about to nick the can- 
non pinion when I noticed that 
it merely rode on a steel post 
screwed into the center of the 
movement. There is no center 
wheel in this watch like in others 
I have repaired. How do you 
tighten the hand tension? The 
watch balance has a good motion 
but the hands just won’t move. 
0. E., Toledo, Ohio. 
Answer: You have a Roskopf 
movement. This watch has no 
center wheel such as you might 
find in other watches. The hands 
get their motion from a wheel 
mounted on the barrel cover of 
the mainspring. This wheel ac- 
tually is a minute wheel and 
pinion which is friction fitted on 
a tube on the barrel cover. The 
tube on the barrel cover is bur- 
nished over the countersink in 
the minute wheel pinion. It grips 
the minute wheel clutch tight. 
When the barrel turns, this 
wheel turns with it and the can- 
non pinion in turn, is driven by 
it. Should the burnished collar 
become worn, the barrel will 
move without the minute wheel 
going along with it. In this way, 
the hands act as if they are 
loosened. 
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This sketch shows the tightening of 
the hand tension of the Roskopf sys- 
tem dial train. The solid punch tapped 
into the center of the minute-wheel 
pinion and barrel cover will tighten 
for proper coordination. 


To restore the clutch-fit of this 
unit, remove the barrel - cover 
and place it on a flat, steel bench 
block. Next, place a round-nosed, 
solid punch in the center of the 
minute wheel pinion and the bar- 
rel cover. A slight tap should 
make this tighter. Test it by 
grasping the minute wheel in the 
fingers of one hand and the bar- 
rel cover in the other. 

If you have properly restored 
the friction, it should be possible 
for you to turn one on the other 
with a reasonable amount of re- 
sistance. If it requires too much 
power in order for you to do this 
then you have made it too tight 
and you can loosen it a little 
by twisting one on the other 
with a little pulling action. (See 
sketch.) 


Question: | am writing to you to 
ask if you can give me some 
information regarding an old 
watch which I inherited and 
know very little about. The 
watch is square in shape, it has 
an iron case, and is a repeater. 
It can be set so that a bell 
chimes the minutes every 15 
minutes. 

We have wondered if it might 
be a blind Maris watch. One 
jeweler told me it had Swiss 
movements. There is no name on 
the watch, but it has Geneva on 
the case. 

If you would like further in- 
formation I could have a photo- 
graph made. What I want to 
know is how old the watch is, if 
it has any value, and how I could 
find the names of watch collec- 
tors to whom it might prove 
valuable. 

Thank you for any informa- 
tion you can give. Mrs. William 
Patton, Rutiand, Mass. 


Answer: Your watch sounds 
very interesting. I could have 
many ideas as to its age but 
from the meager information 
you give me, that would be mere 

PLEASE TURN TO PAGE 247 
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BOOTHS 170 to 173 and 
186 to 191 (2nd Mezzanine) 


Hotel Waldorf-Astoria—New York 
August 26 to August 30th 


WATCHES « WATCH CAGES + WATCH PARTS 


10 French manufacturers will exhibit collections, 


sponsored by the Chambre Francaise de l Horlogerie ~ * 
34, Av de Messine—PARIS (Michel Dalin Director) . 





For further information, phone COlumbus 5-5676 


FRENCH EXPOSITIONS IN THE U.S., INC. 
610 Fifth Avenue (Room 414), New York 20, N.Y. 
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Golden Publicity for US EwELER 


An Ohio retailer was delighted with the results of 
a publicity tie-in with a theater and a newspaper, 
centering around a popular motion picture. 


The Man with The 





i golden Arm 
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* Tying in with the showing of a popular motion pic- 
ture meant “invaluable publicity and goodwill” for the 
Richter Jewelry Co., Sixth and Main Sts., 
Ohio. 

The three-way tie-in involved Richter’s, a Cincinnati 
newspaper, the Times Star, and a local theater. The 
publicity revolved around the movie, “The Man with the 
Golden Arm.” and worked like this: 

Every day for one week, a “mystery man” walked 
around downtown Cincinnati, carrying a Times Star 
under his arm. The first person also carrying a copy of 
that day’s newspaper who approached him and asked, 
“Are you the man with the goiden arm?” received a 
watch from Richter’s. A different person was the “mys- 
tery man” every day. 

After the watch was won, anyone else who spotted the 
“mystery man” later that day received a free ticket to 
the movie, playing at a downtown theater. 

Because the newspaper played a prominent part in the 
publicity event, it gave considerable space to get the 
public interested. A large display advertisement listed the 
rules for winning the watch, and news stories, with 
photographs, told about each day’s winner. 

On two of the five days, nobody found the “man with 
This fact also was considered worthy 


Cincinnati, 


the golden arm.” 
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BETTER GOLD PLATING 


SPECTRANOME PLATING CO., INC. 


N.Y.14,N.¥. °* 


With Spectranome, a new item with a 
problem is a challange. 


When required, your items go through 
our Research and Development Depart- 
ments to uncover new techniques for 
providing better looking and more dur- 
able plating. 


Our technicians are specialists in the 
plating of small findings and the know- 
how they apply to each job means bet- 
ter plating at lower cost to you. 

Drop in to see us or give us a call to 
discuss your plating problems. 


AL 5-8677 
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of publicity—and the Times Star kept reminding its 
readers of the opportunity they had to win a watch with 
very little effort. 

Jeweler Charles E. Richter created a window display 
to give the publicity tie-in further emphasis. Around 
signs telling about the way to win a watch, he placed more 
than a dozen photographs, showing scenes from the 
movie. 

To give an added fillip, he placed a clock in the win- 
dow with this sign: “Free! 50 tickets to see .. . The 
Man With the Golden Arm! Simply register your guess 
the approximate date and time this clock will stop. Leave 
your name, address, and guess inside.” 

Richter later reported of the event, “The tie-in has 
proven a very successful experience. The publicity re- 
ceived in the newspaper, radio and television, and the 
movie trailers on the screen for 10 days preceding the 
date of the movie was of invaluable publicity and good 


will.” 


Buffalo Jeweler Tours Far East; 
Brings Back Stones, Greetings 


Harry Gamler, a Buffalo retail jeweler, is home 
again after travelling more than 40,000 miles by 
air on a good-will tour of the Far East and other 
parts of the world. 

In the course of his travels, Mr. Gamler visited 
such places as India, Siam, Hong Kong, Korea, 
Japan, Formosa, the Fiji Islands, Australia and 
New Zealand. He also toured Alaska and Canada. 


The journey, on which he was accompanied by 
his wife, brought the jeweler into contact with 
many fascinating people as well as places. Paying 
a visit to the island stronghold of Formosa, Mr. 
Gamler had an interview with Chiang Kai-Shek. 


A jeweler interviews a vice-president 


Speaking of his general impressions of the 
Orient, Mr. Gamler said that the people in the Far 
Kast don’t seem unduly concerned with the Soviet 
threat, but put more emphasis on their own na- 
tional independence. This idea was received most 
clearly during an interview between the jeweler 
and Dr. Pham Khac Hy, vice-president of South 
Vietnam. 

While in Ceylon, Mr. Gamler caused some con- 
sternation in the post office by mailing 15,000 
postcards to friends, clubs and civic groups. He 
had had the cards flown to the island prior to his 
arrival. 

On his trip, Mr. Gamler bought many stones. 
Among them were opals from Australia, rubies 
from India, jade from Hong Kong and pearls from 
Japan. He intends to exhibit this collection in 
September, in his store at 522 Main St., Buffalo. 
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BOWMAN TECHNICAL SCHOOL! 


A very fine new beek of facts about B.TS. 
and its work: Your Future and Our Scheel, 
tells how you can benefit su y by es 
B.T.S. course, and will be ed yeu, free: 
write for it. 

Courses in Watchmaking, Engraving and 
Jewelry Repairing. 

Bowman graduates the Certified Master 
Watchmaker tests of H, 1. of A., or any State 
Board examinations. 


Highest authorities say, “B. T. 5. is the bes 
school,” and the best jobs await Bowman 
graduates. 


Write for free book “Your Future and Oar 
School” which shows how many finest jewelry 
businesses have been built on thorough Bow. 
man Training. 


to BOWMAN TECHNICAL SCHOOL 
Bowman Building, 
Lancaster, Pa. 


Charles Lire bewmes, 














44 


=p! fp 
BAND CUTTER 


custom sizes watchbands quickly . . . easily. 
You don't lose sales because you don't 
have the correct size metal 
watchband in stock! 













NO GUESSWORK! 
NO FILING! 
NO SHEARING OR CRUSHING! 


At last .. a band cutter that works! 
Dyna-Saw MEASURES THE EXACT TUBE 
LENGTH NEEDED... INSTANTLY... 
AUTOMATICALLY. You can’t saw off too 
much or too little. Helps cut inventory— 
you can stock %” width bands only, and 


size them quickly to any watch. Dyna-Saw leaves 


Dyna-Saw is a fine tool made of pen- uniform 
trated case-hardened steel with nickel. __ 'actory-tinish 


plated accessories. The replaceable ™ ny ae és 
precision-ground high-speed steel saw including a - 
cuts through stainless steel with ease TOUGH —>S 


Write us of your material supply house for circular. 


HAMMEL, RIGLANDER & CO., INC 
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ODD SIZE INCABLOC 
QUALITY MOVEMENTS 


STEVEN MAYER, Inc. 


Watch Importers 


580 Sth Ave. PL, 7-7586 








New York 36, N. Y. 
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“Cracker-jack” jewelry 
salesman calling on and 
serving — wholesalers — 
watch importers — mate- 
rial howses — for more 
than twenty years in Met- 
ropolitan New York seeks 
additional select lines 
such as watch cases—<os- 
tume jewelry—gold filled 
jewelry, etc. 


Unusual offer to engage services of promi- 
nent — clean-cut — successful representative 
write 


Box “A., 2271” 


Jewelers’ Circular-Keystone 


Chestnut & S6th Sts., Phila. 39, Pa. 





MADE HIM BUG-EYED 


© A lady entered Riggs & Nisson Jewelers, 913% 
Eye Street, Modesto, California, one morning re 
cently with a cuckoo clock in her arms. 

“It has stopped running,” she explained. 

Partner Carl Nisson took the clock from her and 
removed the back plate so he could give her an 
estimate a repair charges. He was no little sur- 
prised to see two roaches resting on one of the 
bellows. 

As the store was crowded with other customers, 
Nisson showed the lady the insects as unobtrusively 
as possible. Then he wrapped the clock in a towel 
and placed it on the gas heater for a few minutes. 

After sufficient heat had heen absorbed, Nisson 
earefully unwrapped the clock and held it over an 
old newspaper to shake out the pair of roaches. 
Neither he nor the lady was quite prepared for what 
happened: out fell the pair alright, but following 
close behind were 31 other dead roaches in varying 
sizes! 


Write us a note about your unusual business experience 
(literary style is unimportant). $5 will be paid fer each 
story published. Address JC-K Editorial Dept., Chestnut 
& 56th Sts., Philadlephia 39, Pa. No manuscripts returned; 
all become property of JC-K. Jeweler’s name and town 
will be used in story unless request is made to omit it. 




















Novelty Promotion Boosts Business 


The Northeast branch of M. Simon & Co., Inc., 
at 6573 Roosevelt Blvd., Philadelphia, Pa., suc- 
cessfully used a “grab-bag” promotion to increase 
summer trade recently. 

Approximately 500 boxes of the same size were 
offered for sale, at a flat $1 each. The boxes con- 
tained novelties of many kinds, plus a diamond 
ring and a wristwatch. The promotion ran for 
three weeks, and just a few days before its close 
a customer bought the box containing the ring. 
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WORKSHOP (from page 242) 


guesswork. Why not send me 
the photos you mentioned? 
Please have these taken from 
the front (dial) view, another 
from the movement side, which 
is most important, and if the 
watch is of considerable thick- 
ness, have one taken from the 
side, with the movement out of 
the case. 


Question: Kindly advise me 
which of the gravers is the best 
and practical on high speed. 
Steel or carbide gravers? 

Also, what make of gauge is 
the best for measuring the hole 
in jewels and diameter and the 
best pivot gauge for this on the 
market? R. S. E., Canton, Ohio. 


Answer: For most of the work 
that comes to the bench of the 
watchmaker, a good high carbon 
steel graver should be sufficient. 
The trick in cutting speed steel 
with the regular gravers is to 
sharpen these with a wet stone. 
Many gravers are “polished” on 
a dry or near-dry stone so that 
a great surface friction and heat 
result. This, in turn, softens a 
very thin layer of the graver and 
subsequently, the graver does 
not cut into the thin hard “skin”’ 
of the work to be cut. With a 
wet stone, the sharpening proc- 
ess is performed under liquid 
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which keeps the metal cool and 
hard. 

When the soft graver fails to 
cut, it actually makes the metal 
it is brought against even harder 
by acting as a burnisher against 
it. 

For most staff work, which 
comes very hard at times, such 
a graver held against the work 
in the lathe will cut if the lathe 





et 


is turned slowly so that no fric- | 
tion results and a softening of | 


the graver occurs. Carboloy 
gravers are very good to use but 
this requires that a knack be de- 
veloped so that the sharp points 
and edges do not chip. I would 
say that both are handy to use. 

Use the high carbon steel 
gravers for all work. However, 
should you fail to get results 
from one particular job, then 
you can always resort to the 
carboloy graver. 

The question then arises... 
Why not use the carboloy 
gravers all the time? Firstly, 
many are needed for the various 
types of edges and the work they 
are to perform; highly polished 
for high finish brass, a very spe- 
cial point for cutting away the 
back hub of balance staffs, an- 
other with a compound edge for 
square shoulder work, another 
for balance staff pivots, and still 
another for roughing work. 

These are still very expensive 
but what is more concerned is 
the sharpening process. These 
gravers first have to be shaped 
on a crystolon stone after which 
they have to be diamond-lap- 
honed with a special lap. When 
these chip, it requires as much 
skill to resurface them as to use 
them unless pigs are used. 

Steel gravers can be softened, 
sharpened and then hardened 
and tempered. Sharpening re- 
quires no special equipment 
other than what is now avail- 
able to the watchmaker. 

The best pivot gauges are 
those commercially made. Some 
of these are made by Seitz and 
by Bergeon. 
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Pond Holds Keepsake Sales Meeting, Plans New Advertising 


The A. H. Pond Co., Inc., held its 
35th semi-annual Keepsake sales 
meeting recently, in Syracuse, N. Y. 

The sales force was told of a new, 
more dynamic advertising campaign 
planned by Pond for its Keepsake 
Diamond Rings. This new campaign 
is to include, most notably, full-page 
advertisements (“nothing but full 
pages”) in leading national maga- 
zines, a reminder, in every ad, to 
make use of the “yellow pages” of 
the classified phone directory in lo- 
cating dealers, and a special coupon 
offer in each ad, designed to coordi- 
nate national advertising with loca! 


merchants’ advertising and promotion. 
Robert O. Beadel, vice-president of 
the A. H. Pond Co., told of his recent 
trip to the diamond cutting centers 
in Amsterdam and Antwerp. In addi- 
tion to visiting Keepsake buying of- 
fices in these cities, Mr. Beadel made 
a survey of ring styling in Germany, 
France and Italy to determine if any 
of the European modes could be 
adapted to the American market. 
Commenting on the general situa- 
tion and the coming selling season, 
Mr. Beadel said, “The diamond mar- 
ket is very firm and there is an ex- 
cellent supply of the finer diamonds.” 
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Territory managers and executives attending Keepsake’s 35th semi-annual sales 
meeting are: Front row, r. to L, Curtis Petty, Claud Burright, Al Morse, Charles 
Drake, J. W. Fitzpatrick, Art Greene, vice president Roland B. Pond, President 
Robert A. Pond, vice president-sales Robert Beadel, advertising manager A! 
Doolittle, Herb Perlin, Alex Kopstein, Jim Benson and William Conklin, president 
of the Flack Advertising agency; second row, treasurer Richard Davis, Don 
Chaddick, George Gallup, Tony Mangan, George Trammell, Fred Meinen, Roy 
Gould, Harold Warner, Robert Gould, Frank Toles, Doyle Welch and Arden 
Longcroft; third row, Sam Solitt, Charles Miller, Harry Sklar, Clarke Hecht, 
Robert Erickson, Howard Peyton, Wayne Bloomberg, Robert Jenks, Herald 
Hughes, Burr Reed, Warren Parsons, Gerry Greene and F. W. McCulloh. 


Clausin, Minneapolis Wholesaler, Holds Sales Meeting 
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SHIRTSLEEVE SESSION: At the summer sales meeting of A. H. Clausin & 
Co. held recently in Minneapolis, Minn., the assembled sales force was addressed 
by L. G. Pattee, executive vice president. The meeting was devoted primarily 
to working out retail promotions, Seated clockwise around the conference table 
are: Myron Stafford, Harry Cotrill, C. J. Bartel, Al Bachman, Mort Freer, Lyle 
Kinne, Dee Lamb, Wally McKusick, John Staub, Gary Pattee, Heinie Lind, Carl 
Peterson, Bert Pattee, Cliff Falldin, Vic Standing, Roy Lundeen, Herb Gaus, 
Dick Dege, Bert Nightingale, Warren Larson, Hank Dege and Doc. Brown. 
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international Silver Sets 
Two Nation-Wide Promotions 


The 1847 Rogers Bros. and the 
Holmes & Edwards divisions of the 
International Silver Co., have each 
prepared nation-wide promotions to 
increase silver sales in retail stores all 
over the country. 

The 1847 Rogers Bros. Division is 
preparing to exploit the natural femi- 
nine desire for graceful entertaining, 
plus a woman’s strong desire for a 
bargain, by backing “Silver Certifi- 
cate.” Under this plan, each purchaser 
of a 52 piece set of 1847 Rogers Bros. 
silver, gets a coupon worth $20 toward 
the price of 20 additional pieces of 
silver. 





‘‘Operation Benefit,” the Holmes 
and Edwards plan will give customers 
a $2.50, pierced, “Deepsilver,” serv- 
ing spoon for $1.00 and a coupon 
clipped from her local newspaper. 

Strong national advertising in 
“Life” magazine will solidly back both 
of these autumn sales building pro- 
grams. 


‘Starfire’ Publishes New 
Engagement & Wedding Guide 


“Heading for a Wedding,” new 
booklet on the rules of etiquette for 
engagements and weddings, is cur- 
rently being distributed by A. H 
Pond Co., Inc., Syracuse, New York, 
maker of “Starfire” diamond rings. 

Starfire’s summary of accepted cus 
toms of the engagement and wedding 
was written by Ernestine Smith 
Ramsay and edited by Modern Prids 
magazine, 

The booklet, 
upon coupon request cut from Star 
fire’s national ads, covers showers, 
trousseau, proper attire, reception, 
duties of bridal party members, ac- 
knowledgments and other useful in- 
formation. 


which will be sent 
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Sheaffer Co. Sponsors New TV 
Show in Support of Retailers 


The Sheaffer Pen Co. will sponsor 
CBS’ new television network show, 
“The Brothers,” starting Oct. 2, G. P. 
Karle, Sheaffer's advertising manager, 
announced, 

The new fall show, which will be 
telecast from New York at 8:30 p.m, 
each Tuesday, features veteran actors 
Gale Gordon, who played the role of 
the principal in “Our Miss Brooks,” 
and Bob Sweeney, who starred as the 
neighbor in “My Favorite Husband.” 

The new show will give Sheaffer's 
television coverage of approximately 
120 major markets throughout the 
United States. 


"“Forty-Niner’ Watchband Brings 
Unusual Adjustment Flexibility 


Maximum flexibility in adjustment 
is brought to the convenience of the 
jeweler in selling the new Speidel 
“Forty-Niner,” a band that expands 


when needed and whose expansion 
disappears right into the band itself 
underneath a self-adjusting buckle. 

Speidel officials point out that the 
band gives perfect wrist comfort be- 
cause it can be made to conform to 
practically any size, 





The “Forty-Niner” with its original! 
buckle, is made of fine, woven-like 
mesh links and has a hand-crafted 
appearance. It sells for $14.95 retai! 
in white or yellow gold-filled, 

Backing sales of this unique watch 
hand is an elaborate advertising 
campaign on Speidel’s TV program, 
“The Big Surprise,” watched by 20 
million viewers each week. 





Darling Offers New Catalog 
Of Modular Selling System 


A new 34-page catalog illustrating 
and describing “Vizusell,” a complete 
modular system for storewide visual 
selling, is currently being offered by 
L. A. Darling Co., Bronson, Michigan, 
manufacturer of display and mer- 
chandising equipment. 





The catalog, shown in the photo, 
includes complete gondola units, metal 
shelving and glass splicers, in addition 
to modular components. Dealers may 
obtain the catalog by writing to the 
firm. 


Landers, Frary & Clark Reduces 
Price of Universal Frying Par 


Landers, Frary & Clark, New Bri- 
tain, Conn., manufacturer of “Uni 
versal” household appliances, has an- 
nounced a reduction in the price of 
the Universal automatic frying pan 
and cover. 

The frying pan has been reduced 
from $19.05 to $17.95; the cover from 
$3 to $2. Customary distributor and 
dealer margins will be maintained. 


Sovereign Leather Co. Offers 
New Catalog of Accessories 


Sovereign Leather Co., Jamaica 
Piain, Mass., is currently offering 
dealers its 1056 catalog, “Sovereign 
Accessories for Leisure Living.” 

The catalog features the entire line 
of more than 110 items in 15 pages 
of illustrations and deseriptions. A 
retail price list and excise tax schedule 
is Included The catalog may be 
obtained free of charge by writing to 
the firm 
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New Emerson Portable Plays 
3,044 Hours on Same Batteries 


The Emerson Radio and Phono- 
graph Corp. reports that one of its 
new portable radios played for 3,044 
consecutive hours, without stopping, 
on the same set of batteries. 

Michael Kory, Emerson vice presi- 
dent in charge of sales, said that this 
record-breaking performance was due 
to two factors: a new circuit “de- 
signed for the lengthiest and most 
economical battery operation in his- 
tory” and the utilization of transis- 
tors instead of vacuum tubes. 

The radio, model 842 with six tran- 
sistors, played through the equivalent 
in time of nearly eight complete ma- 
jor league baseball seasons —- more 
than 1200 average games. 


The dramatic test was made when 
Broadwell and Co., Emerson’s St. 
Louls distributor, decided to check 
the company’s claim that the portable 
would play for at least 1500 hours 
without the replacement of energiz- 
ers, or batteries. 

The firm used the test for local pro- 
motional purposes, setting the radio 
up in ite show room under carefully 
controlled conditions. The transistors 
that helped make the remarkable bat- 
tery life possible are the size of a 
kernel of corn. Specks of germanium 
metal within the transistors are no 
larger than the seed contained in a 
kernel of corn. 


Kaspar & Esh Diamond Ensembles 
Reach New Sales Volume 


Kaspar & Esh of New York City 
reports that sales of its interlocking 
diamond ensembles has set a new 
record for that company in the retail 
market during the past two months. 

According to firm executives, sales 
of moderate priced ring sets have 
moved far ahead of previous volume. 
Public acceptance of these jewelry 
products is attributed to the company’s 
policy of advertising intensively the 
high quality of its diamonds and 
workmanship. 

The medium priced ensemble from 
Kaspar & Esh retails for $75. 
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Kirk's Ltd. Pushes Original 
Styles in Outdoor Utensils 


Described as a “must” for outdoor 
or barbecue cooking, is the new three- 
piece Stainless Steel set being pro- 
moted by Kirk’s Ltd, of 65 West 
Broadway, N. Y. 


Combining specialty appeal with 
practical kitchen features, the set, 
No. 493, includes a 5% in. forged 
fork, a turner of the same length and 
a 6% in. forged carving knife with 
serrated tip. Handles are 14 in. long, 
shaped of burn-resistant Pagwood 
and fitted with leather thongs. 

A rustic solid wood gift case com- 
pletes this sales package which re- 
tails at $9.95. 


Seamless Wire Offers Catalog 
Featuring Scientific Material 


The Improved Seamless Wire Co. 
has recently published a new 12-page, 
two-color catalog containing informa- 
tion on the manufacture of Improved 
laminated sheet, wire and tubing for 
industrial use. 


IMPROVE 


Comparative tables of weight and 
other technical information will also 
be found in the catalog. 

Copies will be forwarded upon re- 
ceipt of requests on company letter- 
heads. 


Jewelers Get Solid Support 
For “Double S$” Sales Boost Pian 


Ad mats, consumer folders, window 
streamers and counter cards are of- 
fered to jewelers by the Goldstein 
Gerson Co., Inc. in support of the 
company’s “Double S” Promotion, de- 
signed to create two-sales-in-one for 
the retailer. 

This plan gives the jeweler the op- 
portunity to tie a diamond ring and 
silverware together for extra profits. 
Complete information is available 
from local wholesalers or by contact- 
ing Goldstein Gerson Co., Inc., 130 
West 46th St., New York City. 


Swiss Watchmakers “Preview™ 
Support to American Jewelers 


The firm support that The Watch- 
makers of Switzerland are putting 
behind the position of American 
jewelers in their communities is out- 
lined graphically in “Preview,” an ad- 
vertising-merchandising brochure fea- 
tured at the National Jewelry Fair in 
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Chicago and distributed at the Ameri- 
can National Retail Jewelers Conven- 
tion in New York. 

The booklet reproduces in full color 
each phase of the Swiss Watchmak- 
ers’ series of consumer advertise- 
ments running during 1956 and 1957 
in The Reader's Digest. 


Each ad is keyed to selling and 
merchandising hints to help jewelers 
capitalize on greater watch turnover. 
“For the gifts you'll give with pride, 
let your jeweler be your guide,” is 
the theme of the advertisements and 
the booklet. 

A special mailing of “Preview” was 
made to jewelers during July and 
additional copies may be procured by 
writing to The Watchmakers of 
Switzerland Information Center, Inc., 
730 Fifth Ave., N. Y. 
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Jewelers Get Free Case With 
New Craftsman Sales Package 


Nationally advertised Craftsman 
Billfolds offers a handsome, modern, 
blond wood display case free with 
purchase of the company’s 24-piece as- 
sortment #6000. 


The case has a giass front and dis- 
plays the billfolds opened or closed. 

Assortment #6000 includes 15 
men’s and 9 ladies’ billfolds in the 
most popular styles, leathers and 
colors. They retail from $3.50 to $10. 
Included are the famous Citation 
styles featured in full page, full color 
advertising in Life. 


New Sheaffer Contest Will 
Award $1500 For Best Displays 


A back-to-school merchandising 
contest, designed to spur retail sales 
among America’s ever-growing 
school-age population, will award a 
total of $1,500 for the best window 
displays featuring Sheaffer products. 

Running for six weeks beginning 
Aug. 15, the contest will be tied to a 
nation-wide television and magazine 
advertising campaign. Three top 
prizes of $100 each will be offered for 
outstanding windows, with 150 prizes 
of $10 each for runners-up. 


To compete, retailers must use 
Sheaffer’s window display materia! 
for at least one week between Aug. 1 
and Sept. 30 and send a photo of their 
display with an entry blank to the 
company’s headquarters at Fort Mad- 
ison, Iowa. 

F. E. Troy, the firm’s sales man- 
ager, pointed out that the size of a 
retailer’s operation will not be a de- 
ciding factor in the contest. Display 
packages tailored to each dealer’s 
sales volume will be offered. 

“More than 1,500,000 new students 
will enter American schools this fall,” 
Mr. Troy said. “For retailers, our 
school-age population is one of the 
fastest growing markets available.” 
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Nation's Jewelers Honored 
On Steve Allien Network Show 


NBC and the Gemex Corporation 
joined in a documentary “Tribute to 
Jewelers,” honoring the American 
jewelers in a nationwide telecast on 
the Steve Allen show, Thursday, July 
12th. 

William A. Swartman, vice presi- 
dent in charge of sales for the Gemex 
Corporation, stated: ‘‘Competing 
against ruthless price slashing and 
volume selling of market-flooded mer- 
chandise is not a function of the re- 
tail jeweler. A tribute based on the 
inherent prestige of the crafteman- 
jeweler, will go far in the public’s 
mind toward strengthening the po- 
sition of the jeweler in his community 
and in the nation.” 

The telecast documentary high- 
lighted the presentation by Steve 
Allen of a gold plaque to the nation’s 
jewelers honoring them for their pro- 
fessional, business and civic leader- 
ship. 

A commemorative plaque of the 
“Tribute to Jewelers” will be avail- 
able as a permanent exhibition for 
retail show windows. 


Perel & Lowenstein Chain 
Joins Diamond Associates, inc. 


Perel & Lowenstein, one of the lead- 
ers among jewelry chains in the coun- 
try, has joined Diamond Associates, 
Inc., the recently created diamond 
promotion group sponsored and under- 
written by Harry Winston, Inc., of 
New York City. 

Authorized members of Diamond 
Associates, Inc., across the country 
channel their ideas, merchandising 
experiences and tested promotional 
methods through a centralized head- 
quarters where all may profit by 
them, thus improving the industry as 
a whole and benefiting each indi- 
vidual. 


The plaque depicted is part of the 
promotional material for retail jew- 
elers who are members of the asso- 
ciation. 


Harnick to Use Palladium 
in Attachments and Bracelets 


The use of palladium as well as 
platinum for watch attachments and 
bracelets is announced by manufac- 
turer Meyer Harnick, 125 Canal 
Street, N. Y. 

Platinum will remain first choice 
for the majority of the firm’s designs, 
but items in palladium, according to 
Mr. Harnick, are flexible and lend 
themselves to graceful and rich styl- 
ing. Moreover, palladium is strong 
as well as ductile, it has platinum’s 
color, and diamonds can be set in it 
easily and held firmly. 


New Expanding Watchband 
Features Tale's “Talenium™ 


A new expanding watchband made 
of non-corrosive “Talenium” is offered 
by Tale, Inc., East Providence, R. I. 


Each band is gift packaged in a 
velvet-lined wooden tray and retails 
at $5.00. Gold-filled bands retail at 
$7.50. 


New Haven Announces New 
Prices on Watches, Clocks 


New Haven Clock and Watch Com 
pany has announced an increase in 
price to the retailer on its line of 
watches. 

Effective at once, pocket watches 
will cost the retailer 10 cents more 
and will sell to the consumer for 30 
cents above previous levels. This will 
bring plain watch prices to $3.25 and 
radium dial models to $3.96. 

A corresponding price increase is 
effective on the firm's line of clocks. 


Dieges & Clust in New Quarters 


Dieges & Clust, manufacturers of 
school and college rings and emblems, 
medals, trophies and cups, have moved 
from 10 Abbott Place, Providence, 
R. L., to new and larger quarters in 
the Dieges & Clust Bldg., 226 Public 
St., Providence. 

The firm maintains ite New York 
sales office at 17 John St. 
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“Super G" Watch Group 
Leads Gruen Fall Promotion 


Powerful advertising high-lights 
the Gruen watches selected for fal! 
promotion under the “Super G” tag. 
Included are the Autowind, the Dia- 
mond Dial and ladies’ diamond 
watches, tne group priced from $49.75 
to $92.50, plus tax, all with “Trade- 
In” mark-up. All are 17-jewel watches. 


Each watch is embedded in a velvet 
setting and sealed where it remains 
until it reaches the consumey’s hands. 

The package iteelf, shown in the 
illustration, embodies a reflector in 


the base which catches the light and 
“spotlights” it upward on the watch. 

Mach container has a “Fact Sheet" 
on the inside back giving the features 
of the watch, and is itself packaged 
in a gold-colored box for consumer 
“take-away.” 


This development and the “Super 
G” promotion was presented at the 
Gruen convention held in June at the 
Hotel Savoy-Plaza, N. Y.; it will be 
advertised in Look, Saturday Evening 
Poat, Raquire, Holiday, Colliers, and 
Ebony. 


Complete window displays are avail 
able, and there is a special cash 
bonus for jewelers who buy before 
Sentember 15, 1056 


“His & Hers" Twin-Jewel Case 
Displays Speidel Watch Bands 


A Twin-Jewel Case has been de 
veloped for Speidel watch bracelets 
The case has double velvet pads on 
each side, permitting the showing on 
one side of eight Klegance 
men's watch bands and on the other 
side 12 Slim Lizard ladies’ watch 
bands 


Leatha 


Designed for counter selling and 
window display for the new models, 
the case shows the whole line as a 


unit 
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Philips Manufacturing Offers 
Baby Ring on Greeting Card 


Philips Manufacturing Co., 31 
Debevoise St., Brooklyn, is currently 
offering dealers its 14K gold baby 
ring on a 3-color greeting card, en- 
titled “A Ring For Baby.” 

The ring is attached to the third 
page of the card-folder; the first page 
is die-cut to expose part of the ring, 
which is placed so that the baby illus- 
trated on the cover appears to be 
reaching for it. 


Clock-Maker Assembly Kit 
Featured by Coehler Company 


A new clock-maker assembly kit 
is currently being featured by The 
Henry Coehler Company, 101 Fifth 
Avenue, N. Y. 

Presented as an addition to the 
holiday line, the kit, according to the 
manufacturer, is easy for a child to 
assemble and is both educational and 
interesting. 


Comes complete with instructions 
and retails for approximately $4.95. 


international Sterling Offers 
New Multi-Purpose Hollowware 


Sterling Hollowware division of 
International Silver Co. is currently 
introducing a number of multi-pur- 
pose pieces of hollowware including 
candlesticks that serve as vases, 20- 
way breakdown candelabra and coffee 
pots that serve as cocktail shakers. 

The candlesticks, which retail at $25 
a pair, become vases when turned up- 
side down. The candelabra, at $120 
per pair, provides three different 
heights and hold one to five candles; 
the coffee pot has a white finial which 
serves as a@ one or two-ounce jigger 
during use as a cocktail shaker. 

The All-Purpose Beverage set, an- 
other example of the multi-uses of the 
new hollowware, is composed of three 
pieces: a 3-pint jug, or coffee pot, 
which can be used for hot or cold 
drinks; a sugar bowl, which can also 
be used for nuts, candy or jelly; and 
a creamer, which can also be used for 
sauces, melted butter, flowers or as a 
bar pitcher. Price of the 3-piece set is 
$120, 


Amity Presents Moving 
Display For Billfold Sales 


A new moving display has been de- 
veloped to boost fall sales in jewelry 
stores by Amity Leather Products Co. 

Called the “Shopper-Stopper” by 
Amity, the display case was inspired 
by the results of recent surveys that 
indicate moving displays outsell static 
displays ten to one. 

“Billfold sales are impulse sales,” 
Bob Roife, Jr., Amity vice president, 
pointed out, “and the ‘Shopper-Stop- 
per’ will fill the bill in every way.” 


Amity’s “Shopper-Stopper” is made 
of rich blonde ash with red and ebony 
panels, the larger of which revolves, 
offering double billfold display area. A 
hand wig-wags a facsimile Amity bill- 
fold on top of the case. 

Altogether this new case, #9750, 
displays 36 men’s and women’s bill- 
folds in the $3.50-—$7.50 price range. 
It sells to the retailer for $97.50 com- 
plete. 


Look Magazine to Launch 
Back-to-School Promotion 


To help jewelers and jewelry manu- 
facturers cash in on the early fail 
shopping season. Look Magazine 
will sponsor a back-to-school promo 
tion in late August and running 
through September. 

Such jewelry-store 
watches, pen and pencil sets, radios, 
shavers, typewriters and clocks wil! 
be featured; and participating stores 
will receive promotion kits contain. 
ing window-display posters, die-cut 
tents, suggested newspaper ads, radio 
commercials and retail-selling pointers 

Look will confer an “Award of 
Merit for Distinguished Jewelry Mer- 
chandising” and a trophy upon the 
store making the most effective use 
of the Look back-to-school materials. 
Complete details may be had by writ- 
ine to Dick Elliot, Look Magazine, 
iS® Madison Ave., New York 22, N. Y. 
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Modern Design is Keynote 
Of Current Speidei Display 


Styled in two-tone grey and black, 
the new Speidel watchband display 
cabinet offers three convenient levels 
on which 18 ladies’ and 14 men’s bands 
may be shown in a setting whose key- 
note is modern design. 

A clear glass facing enables the 
customer to get an impressive first 
glance of the watchbands, mounted 





on luxurious velvet backing. The cab- 
inet itself occupies less than two 
square feet and is suited for counter 
or window. 

There is ample storage space in the 
back of the case for 40 Speidel watch- 
bands. 


New Taylor Instruments 
Readied For Autumn Sales 


An auto thermometer and a navi- 
gator compass, both developed by the 
Taylor Instrument Companies, of 
Rochester, N. Y., and designed to 
make bad weather motoring safer and 
more enjoyable, are ready for the fall 
and winter markets. 





includes 


The Navigator compass 
high-quality features, such as battery- 
powered self-illumination and a liq- 
uid-filled element, at an economical 
retail price. It is ideally suited for 
pleasure craft as well as autos. 

The thermometer provides a con- 
stant check on outside air tempera- 
tures for the driver or passengers in- 
side the car. Made of transparent 
plastic, it attaches without tools to the 
right, front vent window. 

The Navigator compass retails for 
$6.95, while the Auto thermometer is 
priced at $1.49. 


ror AUGUST, 1956 





Unique Crescent Phono Line 
Offers “Delivery Insurance” 


Crescent Industries, Inc., Chicago, 
which introduced its entirely new line 
of hi-fi equipment, tape recorders and 
record changers at the 1956 Music 
Trades Industry Show in New York 
last month, announces that it is pre- 
pared to make delivery on al! models 
in the line but two. 

Describing its production plan as 
“Delivery insurance” James F. White, 
general sales manager, says that 
availability of Crescent products is in 
the most advantageous position 
achieved during the past four years. 

The genuine leather cased “Chan- 
cellor” and its economy counterpart 
the “Professional” are the two models 
whose delivery has been impeded by 
difficulty in procuring hides that will 
meet Crescent’s rigid specifications. 
Production on these pieces of equip- 
ment is expected to hit full swing 
this month. 


New Plast-O-Matic Catalog And 
Price List Ready For Fall Sales 


A two-color catalog, illustrating the 
basic Plast-O-Matic line and giving 
complete dimensions and details, is 
ready for the fall sales market. 

Covering the company’s brilliant 
collection of rigid plastic containers, 
the catalog includes transparent, 
translucent and colored polystyrene 
vessels. It may be obtained, complete 
with price list, by writing to Plast- 
O-Matic Corp., Thirty-Seven Spruce 
St., Leominster, Mags. 


Paper Mate Expands Its 
Broad Radio-TV Campaign 


Bringing tremendous support to 
bear for its dealers, The Paper Mate 
Company reports a sharp expansion 
of its multi-million dollar Radio-TV 
advertising campaign. 

The company will be one of the 
most prominent sponsors of Ameri- 
ca’s top sporting event, the World 
Series. 

Indicating that most of its money 
will be spent on sports and “family 
type” advertising, Paper Mate also 
plans intensive participation in the 
Gillette Cavalcade of Sports. 

Currently, the firm participates in 
the Friday night fights; “People Are 
Funny,” Saturday night; the Bob 
Crosby and Gary Moore daytime TV 
shows; “Truth or Consequences” Fri 
day nights. 

Paper Mate also sponsors Godfrey’s 
“Talent Scouts” on Monday night, 
radio-TV, and “Arthur Godfrey and 
His Friends,” Saturdays. A _ broad 
“snot” TV schedule will also assist 
dealers from coast to coast. 


Oneida Stars its New 
Pattern, “Achievement” 


Bringing its new pattern idea, 
“Achievement,” to a great variety of 
tableware and other graceful house- 
hold items, Oneida Ltd. is featuring 
the impressive candelabrum pictured 
here under its “Community” label. 
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The retail price of this seasonal 
candelabrum is $17.60. 


INlusirated Booklet Solves 
Some Knotty Wrapping Problems 


The latest edition in a series of 
comprehensive gift wrapping instruc- 
tion booklets called Tie-Tie “Gift 
Wrapping Magic” is now being of- 
fered by Chicago Printed String Com- 
pany. 

Consisting of twenty pages, the 
booklet is designed with simple step- 
by-step diagrams to help consumers 
make a wide variety of elegantly gift 
wrapped packages for Christmas and 
all everyday occasions. 





The booklets are available to re- 
tailers at $10 per thousand plain or 
$13 per thousand with store imprint, 
from Chicago Printed String Co., 2400 
Logan Blvd., Chicago 47, Ill. 


Flashing Display Offered 
To Sell New “Big Ben" Alarms 


Westclox offers to dealers a flash- 
ing display unit for focusing atten- 
tion on the new “Big Ben” spring and 
“Big Ben” electric alarms. Each clock 
has a cone-shaped crystal to protect 
the dial, sweep-alarm indicator, cush- 
ioned base and dust-resistant case. 
Height 4%”. 


‘ 


“Big Ben” spring alarm comes in 
black and nickel or white and gold; 
“Big Ben” electric in white and gold 
or bronze and gold. Retail prices: 
$6.95 plain; $7.95 luminous, The dis- 
play measures 21%” high, 17” wide. 

Another unit, measuring 9%” high, 
8” wide, displays the new “Baby Ben” 
springs, priced at the same figures 
and featuring adjustable “loud” and 
“soft” alarm and quiet tick. 


iroquois China to Conduct 
Expanded Advertising Campaign 


Iroquois China, of Syracuse, N. Y., 
has announced that its consumer ad- 
vertising campaign will be greatly ex- 
panded during the second half of this 
year. 

The two lines which will receive 
the bulk of the intensified advertising 
are “Iroquois Casual China by Rus- 
sell Wright” and the company’s new 
line, “Impromptu Fine China by Iro- 
quois.” 

The campaign, which is to be han- 
died by Alfred Auerbach Associates 
of New York City, will include full- 
color pages in nationally-circulated 
magazines, trade advertising, a direct 
mail campaign and a complete dealer- 
aids program. 

In announcing the new campaign, 8S. 
F. Cohen, Iroquois vice president in 
charge of sales, said that “the dealer’s 
overwhelming reaction to the new 
line,” and last year’s 12 per cent in- 
crease in sales, prompted the decision 
to expand advertising at the present 
time. 
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Display Tray Bonus Marks 
Second Squire “Sales-Maker” 


Squire, Inc., Taunton, Mass., has 
announced the availability of the sec- 
ond in its series of Squire Men’s Jew- 
elry “Sales-Maker” display units. 

Selling to retailers for $21, the 
price of the jewelry alone, the new 
Squire unit includes an attractive dis- 
play tray free of extra cost. The new 
offer, Unit No. 351, contains one dozen 
sets of men’s jewelry selling at $3.50 
retail, plus tax. 


All inquiries should be addressed to 
the firm’s offices in Taunton. 


Popular Eterna Promotion 
Sparks Market For 8th Year 


One of the most popular promo- 
tions in the jewelry trade, Eterna’s 
School Program Card, will be avail- 
able to retailers for the eighth con- 
secutive year, the company has an- 
nounced, 

Charles A. Neher, merchandising 
director of the Eterna Watch Co. of 
America, Inc., says that this little 
card has been in demand among con- 
sumers since its introduction in 1949. 





“This year the card will be distrib- 
uted to more than a quarter of a mil- 
lion American school children 
throughout the nation,” Mr. Neher 
reports. 

The new edition of this effective 
promotional card will link Eterna’s 
Centennial with facts about the 
Eterna* Matic and interesting histori- 
cal developments of the past century. 

A blank space has been reserved 
on the back cover for dealer’s im- 
prints. 


New Toastmaster Products 
Feature Anniversary Campaign 


Toastmaster Products Division of 
McGraw Electric Co., Elgin, DL, is 
celebrating the 30th anniversary of 
the first automatic toaster with the 
introduction of new products, includ- 
ing new toasters, automatic frying 
pans, an automatic grill and waffle 
baker and a steam-and-dry iron. 


Steve Allen is shown with Toast- 
master Vice-President W. E. O’Brien, 
expressing his approval of one of the 
new toasters featured on TV. 


12 Bonus Flatware Pieces 
Spark “Community” Fall Sale 


The Community division of Oneida 
Ltd. Silversmiths has announced a 
Special Fall Sale of all Community 
patterns for a seven-week period 
starting September 4. The limited- 
time offer features 12 free pieces—a 
$31 value—and drawer chests in the 
consumer’s choice of finish. A 64-piece 
service for eight is offered for the 
price of the standard 52-piece set. 
Also available is an 89-piece service 
for 12 at a saving of $37.50. 


. A po 
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The Community sale is being adver- 
tised in the “Ladies’ Home Journal,” 
‘Parade,’ “Family Weekly,” the 
“Metro Group” and Sunday supple- 
ments. A complete list of promotional 
aids, including counter and window 
displays, banners, mailing pieces, 
newspaper mats, radio scripts and 
TV films, will also be available to 
dealers. 
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News of Personnel 





Jack Manning, who for the past 
seven years has traveled the mid-west 
territory for F. H. Noble & Company, 
has been appointed to manage the 
firm’s San Francisco warehouse and 
office. He also will assist Frank 
Gross, Noble’s Pacific Coast represen- 
tative for the sales and distribution 
of “Trophies for Champions,” the 
company’s line of prize awards. 

At the same time, F. H. Noble & 
Company announced the appointment 
of Mike Evonick as its representative 
for upper New York and the New 
England states. 


Three new men have been named 
sales representatives for the Wads- 
worth-Hadley division of Elgin Na- 
tional Watch Company, Elgin, Il. 


D. F. TALTY 
Elgin 





Donald F. Talty is a graduate of 
Canisius College in Buffalo, N. Y., 
where he makes his home. He served 
with the Marines during the Korean 
War and rose to the rank of captain. 
He will cover the upper New York 
territory. 


L. G. Barnes, a graduate of Indiana 
University in Bloomington, Ind., 
served in the Navy during the Korean 
conflict. He will cover the Washing- 
ton-Oregon area. 


Ronald K. Brown, also a graduate 
of Indiana University and an ex-Navy 
man, will cover the Chicago territory. 





L. G. BARNES 
Elgin 


Rg kK. BROWN 
Elgin 
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The E. W. Reynolds Co. of Los 
Angeles has announced the following 
appointments: 

Raymond A. Hall is merchandise 
manager of the jewelry, Ronson, 
watch, diamond, and material de- 
partments. A native of Oregon, Mr. 
Hall has been active in the jewelry 
business for the past twenty-eight 
years and has been with the Reynolds 
Company since 1954. 

Orval A. Nelson becomes Merchan- 
dise Manager of the appliance, clock, 
and silverware departments. A native 
of Idaho, he has been with the Rey- 
nolds Company since 1949, following 
his association with Schick, Inc. 

Herman C. Babich becomes Sales 
Manager of Reynolds Associates (a 
subsidiary of E. W. Reynolds Com- 
pany) with responsibility for buying 
and selling all Speidel products. Mr. 
Babich comes from a family of jewel- 
ers and has been with the Reynolds 
Company since 1945. 


Philip M. Holstein, Jr., has been ap 
pointed exclusive representative in 
New England for “Syroco” by the 
Syracuse Ornamental Co., Inc. Mr. 
Holstein represents the third genera- 
tion of his family to be associated 
with the business, founded in 1890 by 
his grandfather, Adolph M. Holstein. 

Mr. Holstein, whose temporary 
headquarters will be in the New York 
office and showroom of the company, 
225 Fifth Ave., previously worked in 
the firm’s home office and as Svyroco 
sales representative in other terri- 
tories. 


P.M. HOLSTEIN, JR 
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Jewels by Bogoff announces the ap- 
pointment of Irv. Hoffman as repre. 
sentative for the territory of Mary- 
land, Ohio, Pennsylvania, Virginia 
and West Virginia, and Washington, 
D. C. 

Mr. Hoffman is well known to buy- 
ers in this territory, having been as- 
sociated with A. Cohen & Sons and, 
prior to that, with Elgin American 


Paul R. Freiwald has been named 
Southern District representative for 
the Lux Clock Manufacturing Com- 
pany. His office will be in Atlanta, 
Ga. 

Formerly associated with Schick, 
Inc., and the Mautner Company, Mr. 
Freiwald is a charter member of the 
Southern Jewelry Travelers Assoc. 
and The Jeweled Key Club of Atlanta. 


PR. FREIWALD 





The Community division of Oneida, 
Lid. Silversmiths, Oneida, N. Y., has 
announced two new appointments to 
the Coramunity sales force. 


Forrest Goodman will cover the 
state of California. Mr. Goodman wus 
born in Mt. Kisco, N. Y., but has lived 
in the San Francisco area for the 
past thirty years. He is a graduate of 
the University of California. During 
the late war he was a Navy flier for 
three years, and was called back into 
the Korean service for two years. His 
present rank is Lt. Commander Nava! 
Reserve. 


Earl Boynton will cover the North. 
west. Mr. Boynton was born in Herm- 
iston, Oregon, and now lives in Port- 
land. He will continue to make his 
headquarters in Portland. During the 
war he saw three years’ cruiser duty 
overseas, and he was recalled into 
the Korean service for 18 months as 
an aviation radioman on a patrol 
homber. 





—E. BOYNTON 


Oneida 


F. GOODMAN 


Oneida 








CLASSIFIED ADS 


RATES AND REGULATIONS 


Cash in Advance 


“SITUATION WANTED” —Regular type $2.00 first 25 words; 
tional words, 10 cents per word. Heavy type $7.00; 
tional words 25 cents per word. 


addi- 
addi- 


"HELP WANTED”—"LINES WANTED” —and “SIDE LINES” —Regular type $4.00 


first 25 words; additional words 15 cents per wo 


Heavy 


type $7.00 first 25 words; additional words 25 cents per 


word. 


ALL OTHER HEADINGS—Regular type $8.00 first 25 words; addi- 
tional words 25 cents per word. Heavy type $12.00 first 25 
words; additional words 30 cents per word. 


Name, Address, Initials and Abbrevia- 
tions count as words. 

If answers are to be forwarded, 20 cents 
extra to cover postage must be enclosed. 


No Agency Commission. 


In answering Box Numbers address envelope “Box 


© Advertising matter addressed to classi- 
fied advertisers will not be delivered. 

© Classified ad form closes 10th of the 
month preceding date of issue. 

© A box number when used in ad counts 
as five words, that is, “Address #13, 
eare of J C.K.” 


.” care of Jewelers’ 


Circular-Keystone, unless otherwise instructed. In answering ads, do not enclose 


original letters of recommendations. 


JEWELERS’ CIRCULAR-KEYSTOWE, CHESTNUT & 56TH STS., PHILADELPHIA 39, PA. 





——————— 


Situations Wanted 


JEWELEAY salesman, experienced cash, 
credit; Manhattan, Hronx of W eat- 
chester; g00d watchmaker, Address “L., 
2264," care of JC-K 


SWISH watchmaker, single, wide expert- 
ence, epeaks Pnglieh: can take charge 
of repair department Address “ 
2269," eare of JC-K 


MANAGER salesman, with over 20 years’ 
chain store experience ; knows all phases 
of the business; will locate anywhere 
Address “J., 2222." care of IC-K 


DESIGNER, model maker on 
gente watch canes 
excellent background 
Address “W.. 23 


ladies’ and 
precision work; 
and references 
2261," care of JC-K 


DIAMOND expert: polished, rough, manu 
facturing; thoroughly acquainted Muro- 
pean, American markets: ass t to well 
established house Address “G., 200," 
care of IC-K 


WATCHIMAKER 19 
finest references , 40 years old; married : 
go anywhere saiary or commission: 
former employer gone out of business 
Address “Ti., 1822." care of JC-K 


years expericonce ; 


CPRTIFIED master watchmaker with 
several years’ experience as inatructor 
in & watchmaking school; also expert- 
ence a2 a pr. cision microscople driiler. 
Address “W., 2212." care of JC-K 


JEWELER, diamond setter, working 
supervisor, now employed, 28 years’ ex.- 
perience; will consider only high class 
retall store Address “H., 2231," care 
of JICK 


OUTSTANDING esaleaman doing well over 
100.000 covering New York and vicinity ; 
wants change from present tine: lead- 
ing tine only. Address “C).. 2246." eare 
ofr IC K 
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ENGRAVER, 28 yeare’ 
ware, hollowware and 
engraving, desires position 
clase retall estore. Address 

K 


experience, fiat- 
general jewelry 
with better 
“H., 2233," 
care of JC- 


JEWELER, 12 years’ experience on plati- 
num, gold; can do light special orders 
and repairing: wishes position any- 
where $2 per hour Address “204,” 
care of JC-kh 


BOOKKEEPER, thoroughly experienced 
diamonds and jewelry, very competent, 
conecientious, personable, excellent ref 
erences; New York City only. Address 
“l,, 2207," care of JC-K 


WATCHMAKER, fully experienced, wishes 
poses in a jewelry store, vicinity of 
oe Angeles, California, with the ob- 
jeetive to buy same later on Address 
“C., 2238," care of JC-K 


ACCOUNTANT, bookkeeper, male: twenty 
years one firm: business now inactive 
full charge all books, financial atate.- 
ments, taxes; prefer New York City 
Address “205.” care of IC-K 


FORMER assistant manager, age 3%, look- 
ing for good future with live wire store: 
g00d experience and references: inter- 
views Auguat 5-19, New York City. Ad- 
dress “F., 208," care of JC-K 


COMBINATION jeweler, engraver and 
diamond setter; 28 years experience, 
now employed, desires change only 
high clase r tall store considered. Ad- 
dress “H., 2232," care of JC-K 


WATCHMAKER, 45. married, wishes 
position in southern California: «school 
trained, with over 20 years of expert. 
ence on fine work, watchmaster timing 
Address “C.. 2239." care of JC-K 


WATCHMAKER. who does fine work, 
seeks position where fine workmanship 
ia required ; over 25 years of experience ; 
excellent reference : etate hours and sal. 
ary. Address “S., 2203," care of JC-K. 








' 


AVAILABLE now, high! 
man for Indiana and entucky ; excel- 
lent following: nationally known lines 
of quality only will be considered; ref: 
erences Address “C., 2190,” care of 
JC-K 


qualified sales- 


DIAMOND assorter and appraiser; ex- 
perienced in mounting rings, fill orders 
number of years with large ring manu- 
facturere: references: New York City 
preferred Addreas “P., 203,” care of 
Ic .kK 


DIAMOND 
with first 
Connected 
houses if 
change 
JOC-K 


expert, mounted and loose, 
clase references, currently 
with one of the leading ring 
New York City, wants to 
Address “S., 194," care of 


MANAGER top salesman, thoroughiy 
dependable, experienced all phases high 
volume credit jewelry business can 
assume full responsibility relocate 
west const. Address “G., 2218,” care of 
JC-K 


WATCHMAKER, engraver and jewelry 
repairman; 24 years’ experience; seeks 
location in jewelry store, close to body 
of water, where boating and fishing may 
he enjoyed. Address “E., 2267," care of 
JC-K 


assorter, varied experience, 

sorts, selecta and mounts 
references; versatile, adaptable 
desires connection with 
Addresa “201,” care 


DIAMOND 
expertly 
rings 
to buying, 
lewelry concern 


of JC-K 


METHODICAL sales minded credit and 
collection manager: enviable knowledge 
retail jewelry business; top analytical! 
ability ; sound judgment; expert closer ; 
middie age Address “S., 2237," care 
of JC-K 


WATCHMAKER: first class shop man de- 
position in Florida, preferably 
Paim Beach area; com- 
fast, accurate, 26 
Address “C., 2176,’ 


sires 
Miami or Weet 
plicated watches 
years experience 
care of JC-K 


jewelry 
trade, is open 
estore: more 
experience in 


OOF M . 
2 LASS | 


who can do light 


wait on 


AN engraver 
repairing and 
for position in first class 
than twenty-five years’ 
fine jewelry stores. Address “H 
care of IC-K 


QUALITY diamond ring line sought in 
cluding better diamond emblem rings 
New York. New Jersey, New England 
Pennsylvania, Baltimore, Washington 
draw plus expense. Address "S., 2235, 
eare of JC-K 


BOOK KEEVER, female, full charge 
thoroughly experienced correspondence, 
diamonds and jewelry; competent, con- 
scientious, personable, excellent refer- 
ences New York City Address “A., 
2196," care of JC-K 


qualified counterman 
highest type cash or time operation; 
midtown Manhattan or North Jersey 
preferred ; substantial business upswing 
guaranteed references Address “S 
2236,” eare of JC-K 


IMMEASURABLY 


SALESMAN with over 20 years of ex- 
perience in cash or credit operation ; 
alert, trustworthy, knowledge of win 
dow trimmings and show card writing, 
resident of New York, willl relocate 
Address “L., 202," care of JC-K 


‘APABLE. energetic, experienced retall 
jewelry manager desires change to 
merchandising or supervisory capacity ; 
29 years old, 20 years’ experience in all 
phases of retail credit jewelry feld 
Address “S.. 2249," care of JC-K 
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MANAGER, excellent salesman, thorough 
knowledge all phases credit jewelry 
store operation: now residing in New 
York City: will relocate for good prop 


osition with future; excellhnt back 
ground. Address “K 2264," care of 
JC-K 

SALESMAN, better jewelry, desires 
change territory metropolitan New 
York, Long Island, Delaware, Mary- 


land, Pennsylvania, District of Colum- 
bia established line only considered ; 
good r. ferences Address , 2208, 
care of J(‘’-K 


WANT to live in Salem, Oregon; am not 
close now, fifteen years successful 
jeweler, engraver, diamond setter, spe- 
clal order and light manufacturer; to 
work in jewelry repair department of 
fine retail store Address “L., 2124," 
care of JC-K 


SALESMAN, personable, aggressive, 38, 
family man, car; 15 years’ experience 
calling on retail and wholesale trade 
New York and New England; seeking 
connection with established firm desir 
ing exclusive and intensive coverage. 
Address “K., 2248." care of JC-K 


WHO wants to open branch in Canada” 
European trained crafteaman, 28 vears 
experience in manufacture of costume 
and st riing silver jewelry; capable 
creating designs in up to date fashions 
experience as executive: has tools and 
some machinery: references available 
Address “F., 2226," care of JC-K 


TOP retailing experience, abilities, results 
prove this leader can produce handsome 
diamond, watch, jewelry sales increases, 
profits, for ambitious, expansion minded 
independent, chain or department store 
hard worker with exceptional qualifica 
tions, brilliant record. Charles Hynes, 
457 South Bonnie Brae, Los Angeles 


RING girl, production, buyer, sales 
woman, expericnced in production of 
wedding rings and ladies’ ring mount 
ings, buying of ladies’ solitaire and 
wedding ring mountings, merchandising, 
all facets of rings, engraving, setting, 
ete.; all office routine. saiesmanship ; 
can handle order from inception to fin- 
ished product. Address “K.. 2202." care 
of IC-K 


SALESMAN, 15 years’ selling experience 
with Sheaffer Pen Company, Elgin 
American Company, Gruen Watch Com. 
pany and Longine Watch Company : ex- 


cellent background and sales : wants 
line for Oregon and Washington - must 
have $15,000 potential with drawing 


9oo7 ** 
Hemet, 


AaAgainat commission Address “B.. 
care of JC -.K. 


MANAGER and supervisor; 15 years 
top manager of million dollar unit 
with largest eastern chain; presently 
supervising group of stores in south. 
west; recognized as tops in know 
how of all phases in credit manage- 
ment; can successfully inspire an 
organization; an interview can be 
arranged; available in September. 
Address “F., 206,” care of JC-K. 


MANAGER, executive; desires chal. 
lenging position; thoroughly ex- 
perienced all phases credit jewelry 
operation; buying, selling, mer- 
chandising, personnel, etc.; avail- 
able record in merchandising finest 
trade names; age 37, 20 years’ ex- 
perience, family, college graduate ; 
available for interview at ANRJA 
show in New York. Address “L.. 
2261.” care of JC-K. 
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PRESENTLY employed, general man- 
ager of small credit jewelry chain 
seeks position with greater advance- 
ment opportunities; thorough retail 
background including chain store 
and department store experience; 
complete knowledge of merchandis- 
ing, promotions, advertising, sales, 
display, personnel, financing; mar- 
ried, 37 years old; will locate any- 
where; presently in midwest; avail- 
able for mal interview. Address 


“$., 2243,” care of JC-K. 


SALESMAN or production manager, 38 
years old; for the past nineteen years 
have been a@ partner in a well known 
manufacturing concern; have recently 
severed relationship with this firm 
knowledge of all phases of jewelry 
manufacturing; excellent knowledge of 
diamonds; top salesman, with personal 
contacts of all leading wholesalers, 
credit stores and large chain store op- 
erators throughout the country: inter 
ested in becoming associated with a 
reputable firm where I can iniect my 
knowledge and capabilities to a profit- 
able result for the concern and myself 
Address “M., 2266,” care of JC-K 








Lines Wanted 


PACIFIC coast salesman over 20 years 
in territory desires fine line gold or 
platinum jewelry for the better stores 
commission basis. Address “lh, 2260," 
care of JC-K 


HAVE been calling on jewelry and ma 
t-rial wholesalers from Virginia to 
Texas for 20 years with a single line: 
would now like two medium or three 
small iines for the same trade. Ad- 
dress “C., 199." eare of JC-K 


WEST coast salesman, California resident 
with best established retail following 
and years of expericnce in diamond eell 
ing wante short but strong diamond 
ring line, priced right references 
available. Address “Ll... 2217," care of 
Jt -K 


GIVE me a nationally advertised tine 
with a $15,000 year potential and I will 
give you a good salesman ia, Single. 
will travel anywhere: wonderful ex 
perience interview New York Clty 
August 5-19. Address “F.. 207." care of 
Jtlehk 


WEST coast representative with follow 
ingg among fine stores and department 
stores seeks only for top line of new 
fashion styled watch cases and peart 
bracelets of distinctive design with 
genuine stones, also unusual pearl rings, 
pear! clasps and men's jewelry: will he 
in Dallas on the jewelry show carry 
only top lines, best references. Address 
‘R., 2217," care of JIC-K 


SALESMAN, New York City and Newark 
calling on manufacturers and whole 
salers with well established following 
desires attractive line of castings, gold 
and platinum wedding rings, diamond 
sets and mountings or allied tine 
bracelets, earrings, watch attachments 
cultured pearis, etc.; am giving up 
casting line August let after many 
years; desire short strong leading ling 
commission basis: highest reference 
available. Address “B., 2210." eare of 
JC-K 


Side Lines 





SALESMEN wanted by manufacturer 
of an extensive line of 14k. gold 
dises; most territories open. Ad- 


dress “R., 2180.” care of JC-K. 


SALESMEN wanted to carry side line of 


watch attachments, 
all replies held in 
Address “Y., 2270,” 


watches and, or, 
liberal commission 
strictest confidence 
care of JC-K 


SALESMEN., aide line wateh banda direct 
to retailers; exceptional product; small 
line requires very little effort; steady 
repeat business available. Addreas “\ 
7250." care of JC-K 


os 


ALESMEN wanted for greater New 
York, New Jersey, Connecticut, Balti 
more, Philadelphia, Washington, D. C. ; 
all eatablished territory Address t)., 
eau, eare of Jt . 


Z 


MANUFACTURER of fine costume 
jewelry wants association with repu- 
table wholesaler dealing in better 
priced exclusive lines. Address “M., 
2200,” care of JC-RK, 


SALESMEN wanted covering west, south, 
southwest, midwest for well known 
manufacturer of fine earrings, pen 


dants: gold, gold filled, silver. Address 
a. 2197." enre of Ji’-K 


SALESMAN to carry three trays of low 
line samples mounted diamond bridal 
sets and princess rings to retallers 
commission basis; gulf states preferred 
Address “P., 2269," care of JC-K 


FAST selling item; hand made gold filled 
bracelets: elaht samples; write all in 
formation, territory and two business 
references. B. Murachanian Company, 
Rox 3231. Beechwood, New Jernaey 


SALESMAN to represent a manufacturer 


of wedding rings, mountings, ete ore 
with a non-confilcting line; strictly 
coramission basia; quick selling line, 


state experience and territory Address 
hk 


‘“s 2209," care of JIC- 


SALESMEN wanted to carry a line of 


ladies’ 14K, gents’ 10K stone rings, 
with a following among the whole 
sealers and large users; Pacific conat 


also Chicago: on commission basis Ad 
dress “('.. 2213," care of JC-K 


SALESMEN with following among well 
rated stores have #ix 4 size trays 
with 15 rings in each tray, gents luk 
indies’ 4K stone ring, jearl sianet 
ring. crosses; drawing againat commis 
sion Address “C., 2216," eure of }i* hs 


WANTED. experienced jewelry saiesman 
ri sidiing in pa Angeles area to cover 
Loe Angeles and trave: west coast to 
carry platinum and gold ladies waten 
cases and attachments, mounted and 
unmounted Address “L., 209," care of 


‘ 
Jt 


SALEMEN with retail following to 
handle complete religious jewelry 
line at competitive prices; many ac- 
tive accounts; 1244% commission; 
territories open, Chicago area, 
Penneyivania, Texas, New York 
State, west coast and mid west. Ad- 


dress “L.. 2215.” care JC-K. 


SALESMAN wanted: Denver to west 
coast; excellent opportunity for ex- 
perienced man with following 
among better stores to carry manu- 
facturer’s outstanding line of 14K 
bracelets, chokers, pins, earrings, 
dises, charms, lockets and gents’ 
jewelry. Address “T-2219,” care of 
jJc-RK. 


(f‘'ountinued on padre 258) 
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SIDE. L INES—Continued 


aan aman ae 


HEE ie a fast selling sideline promo- 
tien for jewel stores; we have the 
hottest “Teen oe” sterl friendship 
ring in high school colors; is patented 
ring will set Up ae an exclusive item 
for your customers, need salesmen who 
have established jeweiry store clientele ; 
advertiain material supplied; Gaina- 
boro of Hoston, 1330 Heacon Street, 
Brookline 46, Massachusetts. 


SALEAMEN calling on retail jewelers 
with non eonflicting line, who can han- 
die manufacturer's line of promotional 
email line of diamond and stone rings; 
good o A gpoweayy J for right men; change 
of policy creates these openings; very 
luerative following; state terr tory de- 
sired ; give com lete information in first 
letter; avValilabie immediately or for 
future Address “D., 2230," care of 


EXCELLENT opportunity for sales- 
man with retail and department 
store following with non-conflicti 
line; will carry a compact, 10 ha 
tray, line of fine quality, priced to 

» ladies’ and gents’ stone rings, 
eultared pearl rings, zircon rings 
and wedding rings; liberal commis- 
sion plus bonus; state experience, 
line now carried and territory cov- 
con Address “@., 2253,” care of 


aw 


NEPRESBMNTATIVES : salesmen to sell 
jewelers, department stores and gift 
shops, very comprehensive line of 
domestic and imported cutlery; Shef- 
field, Danieh, French and German im- 
porta of sterling ane silverplate and 
short but hot line of $1.00 retail items 
for the gift trade, department stores, 
ete.; these items sell by the gross; we 
exhibit at the major shows: attractive 
coomrmilasion; protected territory; give 
complete detaila first letter. Address 
w: 2193," care of JC-K, 


——————— 
_ Help Wanted 


Shue eialinitinees-- : Rapa nsndes :attunaiaeiied 
et Bere 





= 


WANTED; A-l jeweler who can repair 
ane net stones Address “V., 1461," care 
Oo (*-K. 


WANTED, two A-1l watchmakers; per- 
centage basis only. Address “T., 1460," 
care of IJC-K. 


DIAMOND assorter and order picker 
for diamond importers; chance for 
advancement; growing firm. Call 
JUdson 2-2566. 


eA TE a Or a 


JNWELAY and watch repair estimator ; 
permanent position in fine Connecticut 
store; state qualifications and salary 
expected in first letter. Address “S., 
2242," eare of JIC-K. 


ae a eee NE + 


SALBDBMAN experienced; Indiana, Ohio 
and Illinois; also salesman for the deep 
south; all the best lines; including 
Anson, Gleeson Company, 604 Weat 
Main, Louteville, Ky. 


JEWELER wanted; «a combination 
man who can do special order and 
setting; $2.50 to $3.00 per hour 

lus moving expenses. Address, “M., 
bial.” eare of JC-K. 
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YOUNG man, as general assistant in 
North Carolina credit jewelry store ; 
fine opportunity; write full particu- 
lare and salary Address 

a 2198,” care o ICK. 





EXCELLENT position open for top sales- 
man in one of three fine cash, credit 
jewelry stores in New Jersey; wonder- 
ful opportunity for advancement. Ad- 
dress “M., 2262,” care of JC-K 


NR EE AE TO A eR —_— 


BOOKKEEPER, full charge, credit ex- 
perience desirable and experience with 
watch importer preferred, but not essen- 
tial; liberal compensation to right 
party. Address “F., 1986," care of JC-K. 


eee ee 


PERMANENT ition open for top 
salesman with al ll around experience 
in large credit store; excellent oppor- 
tunity for right man. Arthur's, 460 
“E” Street, San Bernardino, Calif. 


WANTED: weler who can engrave, set 
stones and do light jewelry repairing 
in medium size high type independent 
air conditioned retail store in south- 
west. Address “?P., 2191,” care of JC-K. 


SALESMAN; New England territory 
available for Admark Searab 
Jewelry, dise jewelry, ete.; estab- 
lished accounts; drawing. Admark, 
tg Sansom Street, Philadelphia 6, 

a. 


SALESMAN; expandin credit jewelry 
chain, all stores in irginia; qualified 
man will be trained for future position 
as manager. Apply Fink's Jewelers, 310 
ne yg Jefferson Street, Roanoke, Vir- 
ginia. 


WATC Tie” onper rienced; five day 
week ; wor ing conditions in 
on Ui ‘Shio city, permanent job; 
state age, experience, salary expected, 
~ rin, letter. Address “R., 2165," care 
0 y* 


rienced jeweler; must do 
fine diamond setting and special order 
work; references required; state quali- 
fications a oe er on to Heino ire- 
mia, nd Street, Fort Lauder- 
dale, Picrida 


WANTHD: ex 


DIAMOND or jewelry wholesalers to 
earry loose diamonds on memo from 
Diamond cutter and manufacturer ; 
% et. and up; highest ratings or 
references wired. Address, “F., 
2152,” care JC-K. 





IMPORTER'S representative ; career open- 
ing, selling agic Rheinkiesel, the 
jewelry from Germany; several terri- 
tories open; top commission. Clerman 
American Import Company, 3033 Hamil- 
ton Avenue, Baltimore, Maryland. 


RE A LET A EEE eR AREF it tl 


COSTUME jewelry merchandiser for busy 
downtown store, Newark, New Jersey ; 
excellent opportunity for experienced, 

gressive promoter to take complete 
charge: must be first classe window 
be a Address “L., 2221," care of 





SALESMEN with good retail following to 
sell our ladies’ 14K, men’s 10K stone 
rings, 14K Rs diamond dinner 
rings, 14K cuff links drawing against 
commiasion; no objection to non-con- 
fliilcting side lines. Address “C., 2211,” 
eare of JC-K. 





JEWELER and diamond setter, first class 
man capable of doing type work com- 
ing to better jewelry store; ——— 
job in organization of over 45 people 
liberal incentive basis; earning poten- 
tial $6,000 to $8,000 per year. Address 

-~ 2264, " care of JC-K. 


ee en Se ee 


SALESMAN with retail following in the 
better stores to sell top line of gold, 
sliver and gold filied jewelry consisting 
of charms, bracelets, earrings, brooches 
etc. desirable territories available ; all 

communications confidential py 7 

“C., 2063,” care of JC-K. 


eg a ee ee 


JEWELER, about thirty years of age or 
over ; g00d mechanic who can take care 
of shop; fine op ae for a man 
with business abili state experience, 
married or single ~F where in the past 
employed; strictly confidential Ad- 
dress “S., 2208," care of JC-K. 


a ee — 


ADMARK line of scarab jewelry, dises 
jewelry, money clips, ete., available 
for New York City, Pennsylvania, 
New Jersey, Maryland, Delaware and 
District of Columbia established ac- 
counts; drawing. Admark, 714 San- 
som St., Philadelphia 6, Penna. 


YOUNG man assistant to owner of a 
highly established jewelry store; one 
whe hes background in credit store op- 
eration ; promotion minded ; located near 
South Bend, Indiana ; state age and sal- 
ary desired : inquiries strictly con- 
fidential. Address “K., 2267,” care of 
JC-K. 


ne eee _ eee —— —_—— 


WATCHMAKER: five and one half day 
week: kieal working conditions; perma- 
nent pewsition; state age, experience, 
salary expected and references in first 
letter: confidential: photo, if possible. 
Nickelsen Jewelry Company, Pensacola, 
Florida; One of northwest Florida's 
finest stores. 


MANAGER for fast track, modified borax 
jewelry department; must be _ thor- 
oughly experienced in promotions and 
all phases of this type operation; De- 
troit area; salary measured only by 
your ability : permanent with full em- 
ployee benefits. Address “W., 2263,” 
care of JC-K. 


TWENTY-five year old manufacturer of 
gold and platinum mountings has open- 
ing in south eastern territory for as- 
gressive, experienced salesman; no 
jection to side line; many active ac- 
counts already producing excellent busi- 
ness: write in confidence to “M., 2195,” 
eare of JC-K 


- — eee 


ABSISTANT manager, with ability to be 
advanced to full managerial status in 
near future; top opportunity for right 
man in a growing organization with 
headquarters in Elmira, 250 miles from 
New York City, 1 hour by plane; write 
fully in confidence to FE. Freed, Alpert’ ~ 
Jewelers, Elmira, New York. 





$8,000 to $10,000 annually for man- 
ager with top sales ability for credit 
jewelry store; successful knowledge 
of advertising, sa on, win- 
dow displays and instalment collec- 
tions; large town near Chicago, Ad- 
dress “E., 2255,” care of JC-K. 





SALESMAN wanted; for midwestern ter- 
ritory; established manufacturer of 
silver plated hollowware are open for 
good representation; line well estab- 
lished, with active accounts; drawing 
account or straight commission ; no ob- 
jection to side line; ours is a major 
line. Address “L., 2220,” care of JIC-K. 


THe JewevLers’ CIRCULAR-KEYSTONE 











WATCHMAKERS 


LEADING 


EXCELLENT opening for live salesman 
in one of New Haven'’s most outstan-- 
ing jewelry stores; if you are capable 
and industrious, you will be happy with 
us; contact for interview; to expedite 
write complete history and send recent 
photo. Robert R. Savitt, Savitt Jewel- 
ers, 88 Church Street, New Haven, Con- 
necticut. 


SALESMAN wanted for southeastern ter- 


ritory, from Virginia to Florida: estab- 
lished manufacturer of a popular priced 
line of silver plated hollowware are 
open for good representation: line well 
established, with active accounts; draw- 
ing account or straight commission: no 
objection to side lines; ours is a major 
line. Address “L., 2252,” care of JC-K. 


WANTED; Ass’t credit manager; large 
New York manufacturer wants man, 
30-35, who has had credit experi- 
ence in jewelry manufacturing or 
wholesale jewelry fields; should 
have some accounting background 
and should be sales-minded; an un- 
usual opportunity for the right 
— Address “K., 1971,” care of 
C-K. 


and department man- 
agers; openings in leased watch and 
jewelry repair departments in leading 
department stores throughout country ; 
old established company seeking only 
men interested in permanent positions: 
excellent working conditions; high pay ; 
state age, experience. People’s Watch 
Repair Company, 120 Summit § St., 
Toledo. Ohio 


southern wholesaler wants 
aggressive young man with experi. 
ence in inside operation of whole- 
sale jewelry business; good oppor. 
tunity; only those seriously in- 
terested should apply, stating prior 
experiences, references and salary 
desired. Sommers and Sommers, 
Inc., 91-93 Cone Street, N. W., At- 
lanta 3, Georgia. 


SALESMAN with strong following among 


department stores, jewelers, gift shops, 
to represent prominent manufacturer of 
silverplated and chrome hollowware, 
brase and copper giftware in Indiana, 
Michigan, Ohio and city of Chicago on 
commission basis: this is a major line 
for an experienced man who can pro- 
duce: submit full particulars. Address 
- 2184," care of JIC-K 


SALESMAN, excellent opportunity for ag- 








$8 
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gressive man, unattached, not afraid of 
work, able to do extensive traveling in 
west, to handle line of mountings, ex- 
clusively, of outstanding ring manu- 
facturers selling to manufacturers, 
wholesalers, and chain stores: must be 
under fifty and highly recommended ; 
state experience and give references 
Address “K., 2228," care of JC-K 


ALESMEN: nationally known diamond 
ring house adding to our sales organizga- 
tion: have open territories south and 
middie west: men with established re- 
tail jewelry store following need apply - 
$10,000 drawing account against com- 
mission; give detailed antecedents in 
firet letter; our men know of this ad: 
all information kept in strict confidence 
Address “R., 2229," care of JC-K 


SALES manager; immediate opening 


for progressive, experienced jewelry 
man to take over midwestern jew- 
elry chain store; excellent incentive 
plan and salary for qualified man 
in expanding organization with suc- 
cessful history; write detailed back- 
ground and personal interview will 
be arranged; strict confidence. Ad- 
dress “S., 2246,” care of JC-K. 


| 





WATCH SALESMEN experienced hav. 
ing called on fine jeweler with watch 
or kindred line; have superior qual. 
ity watch made in our own Swiss 
factory, distributed under unique 
plan aceepted with enthusiasm by 
class jeweler; substantial drawing 
against liberal commission; oppor- 
tunity to grow with progressive ex- 
panding organization; replies con- 
fidential; our men aware of this ad. 
Address, “F., 115,” care JC-K. 


IMMEDIATE opening for better than 
average credit jewelry salesman to as- 
sist owner of medium sized store that 
is growing; good salary plus commis- 
sion; good hours and congenial work- 
ing conditions in pleasant community 
1% hours from Manhattan; if you are 
ambitious and interested in a genuine 
opportunity for management and event- 
ual part ownership, write complete de- 
taille in confidence to Saniel's Jewe! Box, 
270 Main St., Poughkeepsie, New York 


SALESMEN wanted: outstanding sales- 
men, now calling on retail jewelry, gift 
stores and department stores, able and 
willing to work on commission, wanted 
for new and unusual gift item: easy to 
sell, splendid reorder product to retall 
at $19.95 with 456% markup: can be 
profitable sideline and pays 10 com- 
mission; exclusive territory arrange- 
ments: write giving selling background 
and business reference. Helrloom Gift 
Corporation, 53 Bast 34th Street, New 
York 


$10,000 to $15,000 a year for a top 


notch manager who can take com- 
a charge of a very successful 
igh powered, fast moving credit 
operation; must know every phase 
of the credit jewelry business and 
be promotion minded; tremendous 
opportunity for a young man in- 
terested in going places; located in 
the southwest; send photo and com- 
plete resume of experience and 
qualifications to Box “K., 2223,” 
eare of JC-K. 


RING salesman, calling on retail jewel- 


ers; here’s an opportunity for wide 
awake salesman in a lucrative terri- 
tory of Maryland, Washington, D.C.., 
Virginia, North Carolina, Delaware 
and Tennessee; Dason manufactur. 


ers of stone and diamond rings, 
with powerful sales help for sales- 
man and retailer; liberal draw 


against commission; send complete 
resume in first letter; confidential. 
Davidson & Sons Jewelry Company 
20 West 47th Street, New York 36. 


JEWELRY salesmen, retail following, sell 


patented Vari-iem gold stone rings 
only line where retailer himeelf can in- 
terchange and securely reset a variety 
of birthstones and onyx stones in a 
Vari-tiem ring in 60 seconds: compact 
money making line, excellent commie. 
sion: territories open; Michigan, north- 
ern Ohto, Illinois, Texas, Loulsiana, 
Penneyivania and New England area 
protected territories; supply references 
and experience; confidential David 
Pfeffer Company, Ine., 106 Fulton 8&t., 
New York, N. ¥ 


SALESMEN, leading expansion watch- 


band manufacturer whose product 
is internationally known, has open- 
ing for two types of men; t 

calling on wholesalers, jobbers, and 
those calling on jewelers, depart- 


JHEWELEY 


BUILDING, 


ment stores, gift shops; territories 
open in midwest, south, southeast, 
southwest, northwest, west coast, At- 
lantic states, New England, Great 
Lakes area; salary, drawing account 
or straight commission; tremendous 
earning potential for men who 
qualify; only men with established 
following will be considered; write 
in confidence, giving complete per- 
sonal and business history, com- 
pensation and territory desired. Ad- 
dress “C., 2265,”" care of JC-K. 





Steres, Stocks and Businesses 


JEWELRY, watch repair business, ideally 
located in Colorado: new fixtures, clean 
stock; $9,000. Address “A., 2192," care 
of JC-K 


OLD watch dial manufacturer, atill doing 


business, wishes to retire: wante tu 
sell complete or in part. Ace, 216 EF 
26th St.. New York 10, New York 


JEWELRY store and watch repair busi- 


ness; modern fixtures, air condi- 
tioned; 45,000 to 50,000 yearly 
gross. McLeod Jewelry, Pascagoula, 
Mississippi. 


CAPE Cod jewelry and wateh repats 
business, good stock modern fixtures, 
one man operation, inventory appro! 


mately $9,000. Write Mre. Masetman, Hox 


494, Dennisport, Mase 


sale. Chicago sub 
reduced inventory ; 
one man operation 

modern fixtures 
JC RK 


store for 
urb: clean stock, 
plenty repair work 
growing community 
Address ““T., 22740," care of 


JEWELEY estore, excellent location, good 
repair business in northern Seattle 
$20,000 yearly: ideal for individual or 
chain ‘rite H. BR. Dilworth, 4228 t'ni 


versity Way, Beattie 5, Washington 


four stories, $12,500, former. 


l occupied 82 years by Hammonds 
, MB. - 54 Seneca Street, iuffalo, New 
York: old fixtures included Addresa 
H. K. Hammond, 802 EKimwood Avenwus 


MODERN altr conditioned eewenry, china 
silver shop: all top franchiaes, 40 years 
100% location ‘estcehester County 
good tong term lease available; prin 
cipals only. Address “"Tt., 224! care 
of JC -K 


(F001) opportunity for enterprising watch 


maker in well established watch and 
ated repair store: 20 years in down 
town trookiyn jorough Halli; without 


stock $2,500. J. Nord, 50 Clinton treet 
Th 65-2242 
JEWELRY «ore, excellent location; 


good repair business, in southern 
Pennsylvania; business a pproxi- 


mately $37,000 yearly; ideal for 
individual or chain. Address “B.., 
2062,” care of JC-K. 

(Continued on page 260) 
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Allt conditioned jeweiry store: over $36,- 
900 grooms; A-l very busy watch repair 
department, broadioom carpeted floor; 
stock and fixtures $25,000 cash: owner 
wants to retire. ’. O. Hox #476, Great 
Neck, Long isiand, N. ¥ 


MODERN jewelry store; long lease; 
50,000 gross; ideal for watch- 
maker; large quantity repairs; in- 
ventory optional; established con- 
cern; large Virginia city. Address 
“R., 2194,” care of JC-K. 


NORTHEUN New York modern credit 
jewelry store established 20 years; 
great potential with Bt. Lawrence sea- 
way; no inventory, excellent location 
an lense have good reason to sell 
Address “¥., 1762," care JC-K 


JEWELEY estore near Lose Angeles: good 
location, low rental in city of sixty thon- 
sand: modern, established : accounta re- 
eeivables, fixtures and low inventory: 
can eell all or part; other interests 
Addrerse “P., 2206," care of JIC-K 


ENGRAVING business: high grade, well 
rated, substantial: located fine down- 
town office bullding: steady, large vol. 
ume accounts in jeweiry, sporting foods, 
industrial, etc.; modern equipment: Il- 
linole Addrema “H., 2244." enre of 


FULLY equipped lucrative modern optical 
office and jewelry business in Texaae: 
leading estore in city of 25,000 popula- 
tion; refined clientele: priced reason. 
ably: terme unusual opportunity. Tex 
lay Cole, 201% Bim Street. Dallas. 
Texas 


JEWELEAY manufacturing business in 
Man Francieaco, long eatablished fine 
retail clientele: opportunity for expert 
jeweler and designe fully equipped 
shop located in central down town shop- 
ping dietrict: for details Address “T’., 
22274." care of IC-K 


POR sale, modern jewelry store; 100% 
looation, 50 miles from Hoston rentiern 
fixtures and equipment, large electric 
sien : credit and cash: eetablished 1946 : 
valuable tow rental lease: emall cash 
investment: retiring from bueiners. Ad- 
drews "F., 2234," care of IC-K 


CENTRAL Florida ; credit jeweler, county 
seat, population 7,400; modern fixtures, 
clean etock, leading lines, low inventory 
at present, good lease, low rental, finest 
ioention, plenty of repairs reason for 
selling, owner deceased under $15,000 
Address “(., 2225." enre of JC-K 


JEWRELEY store in faet growing southern 
California conet town of 22.000 fire 
lines in beet downtown location: good 
lease, finest climate, excellent opportu 
nity will sell for inventory reduce 
stock to suit: excellent reason for sell- 
ing. Address “F., 2268." care of JC-K 


JEWELEAY and watch repair business in 
central weetern Chico county seat fifty 


OC EI peel 
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seven years under same owner, and a 
mone 


y er; stock and fixtures $14%.,- 
600; rent for this 100% location 43150 
per month; good hase; death of owner 
reason for selling. Address “C., 2214,” 
care of IC-K 


FURNISHINGS and stock for sale; com- 
plete jewelry store including wall cases, 
show cases, material cabinets, engrayv- 
ing machine, new neon sign, jeweler, 
leather embosser; stock includes dia- 
monds, watches, gold filled jewelry, 
men's goods, ete.: may inepect any 
time’ no brokers: a break for one just 
starting in business: may inepect at 
532 Market Street, ~~ & Penna 


For Sale 


Teels, Equipments 


NEW Hermes engraving machine, lathe 
model No. GM, excellent condition: rea- 
son for selling have larger machine. Ad.- 
dress Krauss Jewelers, 39 KE. Main, 
Springfield, Ohlo. 


NO-SLIP screw drivers for loosening and 
tightening the hair spring stud screw; 
also No-Plip tweezer; price $5.00 for 
three items. Huntington Specialty Com- 
many, 409 North Jefferson Street, Hunt- 
neton, Indiana. 


WATCHMASTER, New Hermes engrav- 
ing machine, Kingsley gold stamping 
machine Kagan ring sizer, 2 watch 
cleaning machines, electric soldering 
unit, watchmakers lathe and motor, 
watch material and cabinets, crystals 
and cabinets, polishing motor and dust 
collector unit: excellent condition: eac- 
rifice. Mngele, 4356 8. Division, Grand 
Rapids, Michigan 


Business Opportunities 


EVERY EFFORT tia made by the Jewel- 
ers’ Owcular-Keystone to keep ita ad 
vertising columne clean Advertisers 
under Business Opportunities, etc., must 
furnish trade references Announce- 
ments muat pass the atrict censorship 
requirements of The Jewelers Circular 
Keystone 


GORDON BROTHERS, oldest and 
largest cash buyers of complete 
jewelry stores and surplus stock in 
the country; established in 1903; 
for details see our advertisement on 
page 33. 


ANTHONY J GREGORY, Auctioneer, 
6748 No. Ashland. Br. 4-7303, Chi- 
eago 26, Hil, 


JEWELRY — China — Objects Dart; 
Auction service. See page 148, 
Thomas J. Faussett, Howell, Mich. 


Se a 


COLMES Bros.; buyers and liquidators 
of jewelry stores; Max Colmes, 18 
Tremont St., 333, Boston 8, Massa. 
chusetts. 





DO YOU want something different and 
dignified in an auction sale? the 
only licensed chanting jewelry auc- 
tioneer in the country; a guaranteed 
heavyweight in auctions; double the 
usual action in auctions; profits 
guaranteed; be the first in your city ; 
for full information, Marty Miles 
Sales, Inc., 930 Seybold Building, 
Miami, Florida. Phone 9-3634. 


IF YOU have a business problem or 
need cash, let us solve it through a 
flat or auction sale; Colmes & Brill, 
45 West 45th Street, New York City, 
auctioneers and appraisers; see our 


ad page 203. 


SAMUEL ISOW pays highest cash price 
for complete jewelry stores or surplus 
stock: get my offer before selling, it is 
to your advantage; bank and trade 
references. Write 54 Lispenard St., New 
York. Telephone Canal 6-5233. 


WILL rent or lease jewelry department 
in our store: showcases, lighting, heat- 
ing all furnished; the present value of 
stock is approximately $11,000, all set 
up ready to do business; if interested 
write Enterprise Furniture Company 
501 Felix St., St. Joseph, Missouri. 


ATTENTION: manufacturers, distribu- 
tors, investors ; experienced jewelry man 
with best connections wants backing to 
open quality store in fabulous Koos: 
velt Field, Long Island shopping cen 
ter: no other quality store in this big 
drawing market Address “C., 2199," 
care of JC-K 


A MARTY MILES Sale guarantees 
quick action, cash profits; our ser- 
vice costs you nothing; testimonial 
letters from hundreds of jewelers 
prove the cost of each sale is turned 
into profit, the terrific volume of 
sales our efforts produce for you; 
every sale is carefully analyzed, 
planned in advance and is under con- 
stant supervision of our executive 
staff. Marty Miles Sales, Inc., 930 
Seybold Building, Miami, Florida. 


DO you need cash? Examine our 
guarantee sales method of obtain- 
ing at least 10% above $ for $ for 
your surplus stock, after all sales 
expenses; we have accomplished 
this amazing result for over 200 
jewelers in the last two years alone; 
their thankful letters are in our 
files for your inspection. Wire, 
write or telephone. Manny Silver- 
man, of Silverman Sales Enter- 
prises, 580 Fifth Ave., New York 
19, N. Y¥. Telephone PL 7-4693; 
See page 160 for additional details. 


WILSON Sales System; sale manage- 
memt specialists since 1919; if you 
are thinking about a sale to raise 
cash, remodel or retire, ete., then 
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you owe it to yourself and your cus- 
tomers to investigate our methods 
and reputation; our quality services 
have been used and endorsed by 
over 1500 jewelers; we are recom- 
mended by the top manufacturers, 
wholesalers and representatives in 
the industry; write, wire or phone 
Longacre 5-7388, Empire State 
Bldg., 350 Fifth Avenue, New York 


1, New York. 








W anted to Purchase 


WANTED to buy; late used 
master. Olympia Jewelers, 217 
Street, Olympia, Washington 


Watch. 
eaet 4th 


WANTED to purchase a New Hermes en- 


graving machine Model GM Sweet's 
Jewelry Store, 209 Avenue <A, Fort 
Vierce, Florida 
WANTED to buy: established jewelry 


store in good location that grosses $50,-. 
00 or more a year and does mostly a 
cash business; replies confidential. Box 
53, Cass Lake, Minnesota 


MASTER watchmaker, European schools, 
('. S. A. citizen, family man, own busi- 


ness New York City, looking for a 
sound business with a future: able to 
invest $15,000 and services Address 
“G?., 190," care of JC-K 


WILL purchase for cash any estab- 
lished retail jewelry store: must be 
located in Illinois or Indiana, doing 
a volume of $75,000.00 or more; 
will not do business with any agents; 
interested owners only need apply. 


Address “H., 2187,” care of JC-K. 


SPOT cash for diamonds, watches, new 
or old, miscellaneous jewelry ; check 
by return mail subject to your ac- 
ceptance; we have unlimited capital 
for this purpose; established since 
1919. Harry Elkins & Company, 59 
East Madison Street, Chicago, Illi- 
nois. Randolph 6-7390. 


$83 WE pay cash for watches, dia- 
monds, silverware, rings and small 
appliances, any quantity, excess 
stocks, or complete stocks; also 
serap gold, silver and platinum; 
check by return mail. References; 
Dun & Bradstreet, Inc., Houston 
National Bank. Leo Frank Jewelry 
Co., 607-8-9 Chronicle Bldg., Hous- 


ton. Texas. 


CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames; gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for highest 
prices; we send you a check at once 
and hold shipment intact for your 
approval; references; National Bank 
of Commerce, Memphis, Tenn.; 
Jewelers’ Board of Trade, Dun & 
Bradstreet. Weinman'’s Dept. K, 
108 Beale Ave., Memphis, Tenn. 


Watch Work, etc., for 


the Trade 


ANTIQUE clocks restored wheels and 
pinions cut to order: missing parts de 
signed and replaced Stanley Prokop 
and Associates, 5524 Mast Colfax Ave 
nue, Denver 20, Colorado 


QUALITY watch repairing is our spe 
cialty; rated concerns find our ser 
vice most satisfactory; we weleome 
your inquiries. Osear Aron, 62 W. 
47th St... New York, N. Y. 


expert and guaranteed 
Watchmaster tested 
prompt service; prices on request ; mat! 
orders § invited David Migdai & to 
109-B Summer St., Tel. Hu 23-9647 


ROSTON, Mase 
watch repairing 


FINE watch repairing for the trade; all 
work guaranteed for 1 year; 3 to 6 
days service, watchmaster tested; rea 

sonable prices. A 


Schierer, Wateh- 
maker, 101 8S. Marton S&t., Oak Park, 
Il 


PRECISION watch repairing; year guar 
antee, cleaning $1.50; cleaning and 
mainepring $2.00; cleaning and balance 
staff es 26: we pay postage. Precision 
Watch Repair Co, 817 Sixth Ave. 
eS 


OVERHAULING of automatic, calendar, 
chronographa, including regular watches 
watchmaster timed certified watch 
makers. Benmar Standard Company, 
Post Office Box 708, Church Street Sta 
tion, New York &, New York 


———————————— 
Special Order Work and 
Repairs for the Trade 


ENCKRUSTING, engraving, drilling; pre 
clous, semi-precious stones furnished and 
cut. fraternal emblems encrusted | seals 
engraved . special orders. Harry Hraun- 
feld, 108 Fulton St... New York City 
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Glnedl Ge CGeeclueirn 


YOUR YOUTH AND THE PRESENT YOUTH 


THE STRENGTH OF THE WOLF IS IN THE PACK 


* Though we have no reliable figures on how the 
independent jewelry retailer is faring in relation 
to the chain operator, we were interested in the 
fact that independent shoe retailers did a 60% 
better job of increasing their business in 1955 
than did the chain shoe retailer. This according 
to M. 8. Wigginton, Vice-President of Sales for 
Genera] Shoe Corp. 


His reasoning as to why this occurred is that 
chains do a wonderful job of supplying people's 
needs, but when it comes to making people want 
things, the independent merchant has every ai- 
vantage because he is closer to his customers and 
knows most likely what they want. 


Now, the construction of the shoe chains and 
the jewelry chains are so different as to make it 
unwise to carry this reasoning over into the retail 
jewelry trade. 


In the first place the jewelry retail chain is in- 
variably a chain of stores run by a jewelry re- 
tailer, while the shoe chain is most often a chain 
of outlets owned and operated by a shoe manu/ac- 
turer. 


Nonetheless, Mr. Wigginton’s observation is in 
a broad sense true in any retail trade—at least 
the individual operator is in the best position to 
be able to know what his customer will want. That 
is why the individual independent jeweler wil! 
always be essential in the distribution of any 
jewelry store item—no matter how efficient the 
chain may be in its buying, operation, and mer- 
chandising. 


And it’s a good thing that it is as it is—for the 
individual jewelers, by their display and indorse- 
ment, “sell” a lot of the merchandise which is 
bought in the chain. 


The reverse is true, too. 


So, we have a pretty good setup in our industry. 
Let's face it. The sooner we stop thinking in 
terms of “types” of stores, and think of all our 
stores as being jewelry stores with a common 
goal, the sooner we'll all benefit from those qual- 
ities which each element contributes to the com- 
mon good, 


Or as Jack London put it, “The strength of the 
pack is in the wolf and the strength of the wolf 
is in the pack.” 
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* How many times have we all said, as we receive 
invitations to the weddings of old friends’ sons or 
daughters, “Golly, its hard to believe they’re old 
enough to get married; it seems only yesterday 
when they were babies.” 


And so it is that so many of the kids we think 
of as just out of the cradle are actually in the 
market for one. 


This is something for you as a merchant to do 
something about; not only in re-establishing con- 
tact with your old customers who are parents— 
and their children who are approaching the en- 
gagement ring age—but also the entire youth 
market in your area. 


If you néed more evidence of the importance of 
this youth market, observe that the peak marriage 
age for women is 18; the median age 20. 


How this marriage age has come down since 
previous generations! 


This is just another example of the pitfalls in 
considering things to be as we always knew them 
to be—doing things as we always did them. 


Today’s successful merchant must keep in- 
formed, and adjust his thinking and actions in 
line with the changes in fact. 





From a classified ad in the help wanted columns 
of a Chicago newspaper: 


“Watchmaker or comparable. Apply...” 


The reader who sent this to us wants to know 
“What is a ‘comparable’ ?” 


We don’t know for sure, but we suspect that 
the man who recently repaired our watch was 
one of those there. 


Meccrshel A Rez 
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There's a haby born every 
12 seconds of every hour. every 


day of the vear' 


And every baby represents 

a dozen or more gilt buying 
customers for you — parents. 
grandparents, aunts and uncles, 


friends of the family! 


So. when you jealure baby 
silverware, you attract traffic 
and store-wide selling 


opportunities in large numbers, 


To make the most of these 
opportunities, its good sense 
to feature the line which means 


most to your customers in quality 







and reputation. the line with sales-cate hing full-color display (worth $5.00) FREE with Merchandise | nit Ne. 1110 
more fresh ideas in packaging 74 best-selling pieces —total retail $95.80 less your regular discount, Order now from 


| your Approved Wholesale Distributor or 1847 Rogers Bros. representative 
and display. the largest-selling 


line —~1847 Rogers Bros. 





1847 ROGERS BROS. 


America’s Finest Juvenile Siiverpliate 





Made only by The International Silver Company. Meriden, Conn 


BIG NATIONWIDE FALL SALE 
o COMMUNITY os run coroners 3100 SAVINGS 


FULL REGULAR PROFITS, TOO! 


Be prepared for value hunters seeking 
Community treasure this fall. 
Order sale-priced 64-pc. and 89-pc. sets now! 


COMMUNITY 


THE FINEST SIL VERPLATE 


ON A BIG 64-PC. SERVICE FOR 8 


Backed by coast-to-coast newspaper and magazine advertising 
. reaching your customers wherever they live! 220 Sunday sup- 
plements blanketing 209 cities will announce the sale Sept, 23. 
And Ladies’ Home Journal, with the country’s largest all-woman 
audience, will feature a color ad in October (out Sept. 26). Talk 
about comprehensive coverage—this is it! 
Here’s what the big sale includes! 51.00 worth of extra pieces 
added to the regular service tor eight. The sale price for all 64 pieces 
-a low $74.75 in buffet drawer trays .. . or just $89.75 ($15.00 
extra) complete with this handsome drawer chest in blond or ma- 
hogany finish. Also available in 89-pec. service for 12 at $99.75 in 
buffet drawer trays—$114.75 in chest. 


The 12 extra pieces (worth a big $31.00 alone) are displayed in 
cover of chest. They include: berry spoon, gravy ladle, cold meat 
fork, pastry server, plus eight salad forks. In addition, the offer 
is good with all five Community* patterns .. . and customers may 
choose ed-drink BPOaiis, individual butter spreaders or cocktail 
forks as part of the regular service for eight. 
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